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THE NATIONAL NEWSPAPER OF MARKETING 


‘Repositioned’ in 
Auto Price Scene, 
Edsel Goes to K&E 


Foote, Cone Acquires 
Luxury-Price Lincoln, 
Continental in Swap 


DEARBORN, MicH., Dec. 5—The 
Mercury-Edsel-Lincoln division of 
Ford Motor Co. re-routed its 
agency billings traffic this week 
to leave Kenyon & Eckhardt and 
Foote, Cone & Belding with two 
cars each in the garage. 


e FC&B, which came into the 
Ford picture in 1956 to handle the 
new Edsel, has been given the as- 
signment of concentrating on the 
luxury-price Lincoln and Conti- 
nental. Together these two cars 
probably bill about $4,500,000. 


2 K&E, hitherto agency for Lin- 
coln, Mercury, Continental and 
Ford institutional, retains Mer- 
cury and the institutional account 
and adds Edsel in this switch. The 
Mercury account bills about $15,- 
000,000, while Edsel has an an- 
nual budget of approximately $5,- 
000,000. This leaves K&E with 
essentially the same amount of 
Ford business it had before the 
realignment, according to an agen- 
cy memo. The total, with institu- 
tional, may be in the vicinity of 
$25,000,000. 


® Ford Motor Co. sales have fall- 
en sharply in this automotive re- 
cession year; there was a decline 
of 34% in the first half. Net in- 
come for that period nosedived to 
(Continued on Page 107) 


Reach Agency Reaches into Another 
Market with Addition of Humphrey 


Boston Acquisition Builds 
Reach, McClinton Billing 
Level to $25,000,000 


New York, Dec. 5—Reach, Mc- 
Clinton & Co. and H. B. Humphrey, 
Alley & Richards have merged to 
form an agency with billings re- 
ported to be more than $25,000,000. 

It was the second merger for 
the Reach agency within three 
weeks. Last month it joined with 
the eight-year-old J. R. Pershall 
Co. to form Reach, McClinton & 
Pershall in Chicago (AA, Nov. 17). 

The Pershall and Humphrey 
mergers have been in negotiation 
for more than five months, Reach, 
McClinton reported. There are no 
others under discussion at this 
time. 

Under the terms of the new mer- 
ger, the Boston office of H. B. 
Humphrey, Alley & Richards be- 
comes Reach, McClinton & Hum- 
phrey, a new Massachusetts cor- 
poration. The Reach, McClinton 
Boston office is absorbed by the 
new company. Richard S. Hum- 
phrey, chairman of the board, is 
president of the combined opera- 
tion. 


s In New York, the H. B. Hum- 


Grant Trio Cut to 
Pinto-Kimball Duet; 
Reedy Is Dropped | 


New Yorx, Dec. 3—The trio} 
which only last week was named to | 
handle the New York office of| 
Grant Advertising was suddenly| 
cut to a twosome yesterday, and 
the size of the choir was reduced | 
by ten. 

Compounding the week’s per- 
sonnei changes were two ac- 
count losses by Grant, New York: 
Vanity Fair Mills, which went to 
Reach, McClinton & Co., and The 
American Weekly, now at Kastor, 
Hilton, Chesley & Clifford. 


s Following an all-day conference, 
Lawrence R. McIntosh, supervisor 
of domestic operations, told Law- 
rence D. Reedy, administrative vp, 
that his services were no longer 
required. Mr. Reedy’s departure 
left the reins in the hands of Ab- 
bott Kimball, vp and plans board 
chairman, and John H. Pinto, vp 
and creative director. 

Along with Mr. Reedy went 
Donald J. Slattery Jr., account ex- 
ecutive on American Weekly, and 
Gladys Church, Vanity Fair ac- 
count exec who followed the ac- 
count to Reach, McClinton, and 
nine others, referred to as secre- 
taries, artists, assistants and cleri- 
cal help. 


s Mr. McIntosh told ADVERTISING 
AGE today that the dismissals were 
made reluctantly, “out of neces- 
sity,” to reduce overhead and re- 
align New York operations in ac- 
cordance with the amount of busi- 
ness now being handled here. 
Mr. Reedy’s dismissal was part 
of the “over-all adjustment” pat- 
(Continued on Page 103) 


phrey office is absorbed into the 
Reach, McClinton setup. Presi- 
dent Deane H. Uptegrove becomes 
a Reach, McClinton senior vp. 
More than a dozen H. B. Humphrey 
people will move into the com- 
bined agency, according to R. W. 
Robb, senior vp at Reach, Mc- 
Clinton. 

There are no account conflicts 
in either office, it was said. Mr. 
Robb placed Humphrey billings in 
“excess of $4,000,000.” He said 
Reach, McClinton bills between 
$24,500,000 and $25,500,000 “right 
now” and that a new account is 
“imminent.” ADVERTISING AGE has 
reported Reach billings at $12,- 
200,000 for 1957, while Humphrey’s 
57 figure was $6,500,000. This 
past July Reach, McClinton re- 
corded billings of $15,685,000 for 
the fiscal year ended June 30. 


@ This week the agency was 
named to handle Vanity Fair 
Mills, nylon tricot lingerie manu- 
facturer billing several hundred 
thousand dollars, which had been 
at Grant Advertising. 

Gladys Church, who handled the 
account at Grant, is also moving 
to Reach, McClinton, where she 
will head a new fashion depart- 


(Continued on Page 103) 


165 The work you used TO 


NO MESS, NO WoRK—Ronson Corp. 


will use this color page in the Jan-| 


uary Esquire to promote its new 
Roto-Shine. The ad will be fol- 
lowed by 1% pages of dealer list- 
ings. Grey Advertising Agency, 
New York, is the agency. 


FC&B Resigns 
Watchmakers 


of Switzerland 


As Cheaper, Non-Jewel 
U. S. Watches Cut into 
Market, Swiss Cut Ads 


New York, Dec. 3—Foote, Cone 
& Belding resigned the Watch- 
makers of Switzerland account this 
week, citing “circumstances which 
are outside the areas of our agen- 
cy’s responsibility.” 


For Watchmakers, an associa- | 


tion of 550 Swiss watch factories, 
it marked an impasse in its ap- 
proach to the American market. 

Blitzed by the rising sales of in- 
expensive non-jewel watches, sold 
through non-jeweler outlets such 
as department stores, discount 
houses and specialty shops, the 
Swiss are frankly befuddled by 
the American consumer. 

Earlier this year the group 

(Continued on Page 106) 
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P.O. to 


Meet in Insert Hassle 


| P.O. Asks Talks as It 
Sticks New $1,000,000 
Post-Due Stamp on ‘Life’ 


By Stanley E. Cohen 
Washington Editer 


WASHINGTON, Dec. 5—A ray of 


has enveloped publishers’ rights 
to run advertising inserts in mag- 


| Attacks on Ad 


Business Reflect 
Snobbery: Mogul 


Critics Want to Impose 
Own Tastes on Public, 
Agency Head Declares 


New York, Dec. 4—Intellectuals 
who enjoy attacking advertising 
were the target for Emil Mogul’s 
speech before the Assn. of Adver- 


day. 

Heated up by his reaction to one 
of producer David Susskind’s 
“Open End” (WNTA-TV) discus- 
sions on advertising, the agency 
president asserted: 


chides advertising for appealing to 
the majority of Americans, they 
betray their own _ snob-oriented 
prejudices. When a Susskind 
| charges all advertising is based on 
|three symbols of sex, status and 
togetherness, he lays bare his fun- 
damental lack of insight to the in- 
dustry that has contributed so 
much to his success. 


a “For as long as I can 1-member, 
I’ve been at loggerheads with 
the dyed-in-the-wool intellectuals 
who enjoy pointing an admonish- 
(Continued on Page 106) 


Last Minute News Flashes 
Johnstone Leaves Dowd, Redfield; May Take Revlon 


New York, Dec. 5—Edmund F. 
of Dowd, Redfield & Johnstone. M 


Johnstone has resigned as exec vp 
r. Johnstone was president of Red- 


field-Johnstone when that shop merged with John C. Dowd Inc., Bos- 
ton, in 1950. Mr. Johnstone said the parting was “amiable” and that he 


will join another agency shortly. It 


was believed that Dowd, Redfield’s | 


share of Revlon business, about $1,000,000, will follow Mr. Johnstone. 


]. M. Mathes Resigns Volkswagen Account 
New York, Dec. 5—J. M. Mathes Inc. has resigned the Volkswagen | of the Bic ballpoints (AA, Dec. 1). 


account, effective March 31, in a “broad disagreement over advertising | 


azines when a representative of 
Postmaster General Arthur Sum- 
merfield today proposed that rep- 


_resentatives of the Magazine Pub- 
lishers Assn. meet with the de- 


partment Dec. 15. 
The approach was made to MPA 


‘by Rohe Walter, special assistant 


| hope broke through the fog which to the Postmaster General in 


charge of public relations. It ap- 
parently lifts the dispute to the 
top administrative level. 

Robert E. Kenyon, MPA presi- 
dent, told ADVERTISING AGE the as- 
sociation will be represented at the 
meeting by Frank Hawley and in 
aii likelihood by Mr. Kenyon also. 


s His move came after Life this 
week discovered to its consterna- 
tion that even clerical errors can 
be costly, now that the Post Office 
Department has embarked on a 
“get tough” policy to force pub- 
lishers to stay on the safe side of 
the postal regulations. 

Life has already been forced to 


pay more than $150,000 in extra 
postage because of a controversial 


jinsert stapled into its Nov. 17 is- 


jsue (AA, Dec. 1). Now it is being 
asked to pay fourth class rates on 


tising Men & Women here yester- its entire Oct. 20 issue because a 


house ad was stapled in without 
|regard to page numbering. 

If the Post Office Department 
sticks to its position, the fourth 


\class postage for 5,260,000 copies 
|of the Oct. 20 issue will add up to 

“When a Susskind or a Mannes | well over $1,000,000. However, 
{writer Marya Mannes], the so-|Life is hopeful a settlement will 
called intelligentsia class of critic,|be reached, and its official report 


jis that “at the moment, amicable 


(Continued on Page 103) 


New Enderwood 
Agency Gets Bic, 
Waterman Pens 


New York, Dec. 4—Bruce En- 
derwood Co., a new agency, has 
been named to handle advertising 
for Waterman Pen Co., soon to 
become Waterman-Bic Pen Co. 

The appointment of Enderwood 
to succeed Fletcher D. Richards 
Inc. was made last August but 
was not announced until this week, 
when it became effective. 

Marcel L. Bich’s purchase of the 
controlling interest in Waterman 
was announced last week, and it 
|was thought then that Richards, 
jas the Waterman agency, would 
|be handling the U.S. introduction 


But announcement of the Ender- 


and promotion policies.” Mathes became Volkswagen’s first U. S. agen-| wood appointment made it appear 
cy last March. The account billed under $750,000. 


Palm Beach Narrows Agency Choice to Three 

New York, Dec. 5—Palm Beach Co. is screening three agencies to 
handle its men’s clothing account, which is being switched out of 
Needham, Louis & Brorby (AA, Dec. 1). 


Dellinger to Head Grant's 


Hollywood Plans Board 


that the Richards shop is out of 
|the picture, despite continuing ef- 
| forts by account supervisor Dewey 
| Hill to retain the business. 

Mr. Hill, a former director of 
Waterman, made a special trip to 
Paris recently to see Mr. Bich. A 
‘factor that was supposed to count 


HoLtywoop, Dec. 5—Robert L. Dellinger, vp and manager of the in Richards’ favor was its affili- 
Dallas office of Grant Advertising, has been moved to Hollywood, ation with CAMA, a network of 
where he will be chairman of the plans board. Joe Hughes becomes| western European agencies. Bic’s 
office manager in Dallas (for other news of Grant, see story above). 

(Additional News Flashes on Page 107) 


|French agency, Agence Francaise 
| (Continued on Page 106) 
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Dwindling Ads 
Led to Slump in 


Car Sales: Strouse 


Ads Stressing Value, 
Not Gimmicks, Aid All 
Business, Says JWT Head 


Satr Lake City, Dec. 3—One 
reason for the slough-off in new 
car sales in 1958 was the fact that 
advertising budgets took a down- 
ward trend, according to Norman 
H. Strouse, president of J. Walter 
Thompson Co., which handles the 
Ford car account. 

Mr. Strouse called today for a 
revival of “more vigorous and con- 
structive selling practices” to boost 
public demand for advertised 
products. He spoke before the Utah 
Automobile Dealers Assn. 

He pointed out that in a reces- 
sion period, with sales sliding, ad- 
vertising funds should be main- 
tained. Otherwise, “pressure on 
the public to buy is proportionate- 
ly decreased.” He added, “The 
sheer aggregate volume of auto- 
motive industry advertising helps 
sustain the total market, quite 
aside from its primary purpose of 
selling individual makes.” 

This is true not only in the car 
field, but in all others, he said. 
“The volume of Kraft advertising 
increased the total consumption of 
cheese in this country. All mar- 
keters benefited from this vigor- 
ousness, but Kraft most of all.” 


s The JWT president predicted 
that a climbing passenger car vol- 
ume will be accompanied by in- 
creasing advertising weight. 

“With a turn for the better in 
new car sales, and particularly 
with the new auto price tag law, 
I’m sure we will see far less price 
selling and greater emphasis on 
product value,” he said. “This is 
what I meant by a return to more 

(Continued o1. Page 50) 


Dailies Plan 


Be Ready to Defend 
Broadcast Coverage 
Data, Miller Advises 


New York, Dec. 4—An agency 
man this week advised broadcast- 
ers to learn to make a single esti- 
mate of their coverage—one which 
they believe in and can defend— 
and to use it for all their clients. 
This estimate, he said, should be 
based on the best research avail- 
able, including Nielsen’s Coverage 
Study No. 3. 

Hal Miller, associate media di- 
rector of Benton & Bowles, told 
the time buying and selling semi- 
nar of the Radio & Television 
Executives Society that the broad- 
cast salesman should come pre- 
pared with a coverage story and 
that he should be able to tell the 
buyer how and why his estimates 
were made. 


® On the other hand, Mr. Miller 
defended Benton & Bowles’ policy 
of being secretive about the way 
it arrives at its own “best esti- 
mate” of stations’ coverage areas. 

“I don’t think we have to tell 
any station how we derive our 
coverage estimates,” he said. “I 
guess I believe in that old saying, 
‘Let the buyer beware.’ Maybe 
I’m too cynical. Too often I’ve 
seen station men misuse these 
statistics, try different techniques 
to see which gives them the best 
numbers, and in some cases actu- 
ally misrepresent coverage data. 


s “Generally everybody laughs 
about this situation; they call it 
advertising puff. Frankly I don’t 
find it very funny. We have had 
to train a lot of people—and spend 
a lot of money to make them un- 
derstand why various techniques 
produce variations in coverage es- 
timates. We have had to carefully 


(Continued on Page 105) 
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Motor Co., teamed its efforts with 


ER.AGAIN! 59 CHEVROLET 
—, 


COMPLEMENTARY—Mithoff Advertising, El Paso, agency for Lone Star 


the Bauman Co. to place local and 


national Chevrolet posters in adjacent sites. 


Group Says Move Was 
in Works Before Farner 
Threat of Secession 


New York, Dec. 3—A special 
committee of the International Ad- 
vertising Assn. is nearing com- 
pletion of a study that will call 
for major changes in the structure 
of the 20-year-old association. 

The changes, ADVERTISING AGE 
learned, will be in the direction of 
decentralization, giving overseas 
members more representation and 
resulting in the establishment of 
local chapters. 

The reorganization stems from 
the changed character of the IAA. 
Organized originally in New York 
as the Export Advertising Assn., 
the association has grown to the 
point where overseas members 
outnumber U.S. members. 

IAA membership is on an in- 
dividual basis. Total current mem- 
bership stands at 1,162, with U.S. 
members numbering 552. The as- 
sociation changed its name to the 
International Advertising Assn. in 
1953, but many of its by-laws and 


New York, Dec. 3—Once upon 
a time in New York there was an 
advertising man in search of a 


Total Sell for 
Autos in April 


New York, Dec. 2—The selling 
forces of the newspaper business 
will unleash their first Total Sell- 
ing promotion next April for the 
automobile business with the 
theme, “Live better by far with a 
brand new car.” 

This will be followed in mid- 
September by another two-week 
drive, this time for the food indus- 
try with the slogan, “Better meals 
build better families.” A month 
later the appliance business will) 
receive two weeks’ attention and 
health and beauty aids are tenta- 
tively scheduled for a push in Feb- 
ruary, 1960. 


= These are the main drives for| 
the Total Selling effort announced 
last September by the Bureau of} 
Advertising, American Newspaper 
Publishers Assn. (AA, Sept. 22), 
which is now gathering up steam. 
As of Dec. 1, 63 rallies have been 
held across the country in which 
6,380 salesmen representing 689 
newspapers participated. Most of 
the rallies were held Sunday, Nov. 
16. The goal is to stage 133 rallies 
in the 12 regions into which the 
country has been divided and the 
expectation is that more than 15,- 
000 salesmen will be reached. 
Participating with the BofA are 
the American Assn. of Newspaper 
Representatives, Newspaper Ad- 
vertising Executives Assn., Nation- 
al Newspaper Promotion Assn. and 
(Continued on Page 108) 


girl, a tub, and a bikini. 

Herb Kaufman is an advertising 
and public relations consultant. 
His client was Marly Cosmetics. 
The product was a bubbling milk 
bath. Bubble baths are foamy and 
quite pretty, but custom, tradi- 
tion and usage say they are of 
interest to an editor only when 
there’s a girl inside. 

Mr. Kaufman went to the ex- 
ploitation men of the motion pic- 
ture companies, ultimately winding 
up with Universal-International 
which had a starlet, Linda Cristal, 


coe. 
“el e 


.* 
SeLrecwme! + 


TiED-uP—General Wine & Spirits 
Co., agent for Wolfschmidt vodka, 
features a cocktail pitcher in hol- 
iday ads. This color page runs in 
Coronet, Holiday, The New York- 
|er, Sports Illustrated and Time in 
\early December. Dowd, Redfield 
& Johnstone is the agency. 


Mr. Adman, Don’t Be a Meany; 
Surely You Can Find Me a Bikini 


coming into town. She’s in a movie 
called “Perfect Furlough.” 

Mr. Kaufman looked for a site. 
American Standard had a show- 
room which they’d be happy to 
have used, but it had two prob- 
lems—there wasn’t any water for 
the tub, and it would have to be 

(Continued on Page 74) 


Republic Steel, 
GE Are Cleveland 


Triple Winners 


Glidden, Ohio Bell, 
KYW-TV Win 2 Apiece in 
Adclub’s ‘Success’ Awards 


CLEVELAND, Dec. 2—This city’s 
advertising club is awarding med- 
als to 26 advertisers who reached 
| their objectives, or exceeded them, 

in campaigns prepared in Cleve- 
|land in 1957. 

| Their campaigns were adjudged 
the most successful of 109 outlined 
|in the club’s 10th annual advertis- 
jing performance awards project. 
The awards are to be presented at a 
lunch Dec, 10. 


= General Electric Co. and Repub- 


i|}lic Steel Corp., with three win- 


ning campaigns apiece, led the list 
of companies honored. 

Glidden Co., KYW-TV and Ohio 
Bell had two winning campaigns 
each. 

“The winners have, in our opin- 
ion, submitted entries of outstand- 
ing excellence,” said George W. 
Head, advertising manager of Na- 

(Continued on Page 66) 


International Ad Assn. Reportedly 
Set to Revamp; Aims to Decentralize 


| regulations still reflect the earlier 
form of organization. 


® Revision of the IAA by-laws 
and regulations is expected to head 
off an incipient revolt by European 
members who are disgruntled with 
a situation they describe as “tax- 
ation without representation.” 
Leader of the European revolt 
is the outspoken Swiss agency man, 
Rudolf Farner, who is the IAA’s 
regional vp for Europe. Mr. Far- 
ner has issued what amounts to 
an ultimatum to the IAA: Either 
reorganize or we will walk out and 
form a European Advertising Assn. 
Mr. Farner made his threat in 
an interview granted to Advertis- 
er’s Weekly in London. He said 
that although European member- 
ship has risen from 12 to 300 in the 
past eight years, the IAA setup 
still resembles “a local New York- 


(Continued on Page 108) 


Nestle Names 
Farner Agency 
for Maggi Soups 


New York, Dec. 3—Rudolf Far- 
ner Advertising, of Zurich, has an- 
nounced here the acquisition of 
what it calls “the largest account 
in Switzerland’—Nestle’s Maggi 
soups. 

Rudolf Farner, founder and head 
of the agency bearing his name, 
said Maggi will 
bill “more than 
$1,000,000 an- 
nually”’—an_ as- 
tronomical figure 
in view of Switz- 
erland’s 5,000,000 
population. 

The Maggi 
business is con- 
sidered quite a 
feather in Mr. 
Farner’s cap, be- 
cause Nestle or- 
dinarily does not make much use 
of outside agencies in Switzerland, 
its home country. 

The Farner agency is Switzer- 
land’s largest, with a staff of more 
than 100 persons. Among its ac- 
counts are Gillette, Hoover and 
Coca-Cola. 

News of the Maggi appointment 
was released in New York by 
CAMA, an association of leading 
European agencies. Mr. Farner 
played a leading part in its form- 
ation. 


Rudolf Farner 


s “Although it is not customary in 
Europe *o release news of account 
changes, the Maggi company 
agreed to the news being released 
in the US.,” said CAMA. # 


Moorehead Joins Agency 

Tom Moorehead, sports director 
of WFIL, Philadelphia, for the 
past 18 years, has resigned to be- 
come vp in charge of radio and 
tv of George L. Mallis Advertising 
Agency, Philadelphia. 
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Spots for Sports... 


Ball Park Ads 


to Be Offered as 
National Package 


Feemster Plan Provides 
for Outfield Posters 
Plus P.A. System Spots 


New York, Dec. 2—Baseball’s 
minor leagues may soon become a 
major ad medium. 

Robert M. Feemster, who heads 
his own minor league baseball 
club in addition to serving as ex- 
ecutive committee chairman of the 
Wall Street Journal, yesterday 
proposed that minor league ball 
clubs—from Class D through Tri- 
ple A—form an ad network that 
would offer national advertisers 
a “package deal” to include fence 
space in ball parks and “spot 
commercial” announcements over 
stadia public address systems. 

Details of the plan were dis- 
closed by Mr. Feemster at the 
annual meeting of the National 
Assn. of Professional Baseball 
Leagues. He is president of the Or- 
lando club in the Florida State 
League. 

Under the Feemster plan—which 
already has been accepted by 73 
baseball clubs in as many cities— 
national advertisers would be of- 
fered fence space in parks of par- 
ticipating clubs, plus two 30-second 
spots over public address sys- 
tems during the game. The fence 
message would be on a 40’ sign 
at a choice stadium location. 


= Mr. Feemster today told Apver- 
TISING AGE that tentative “paid 
circulation” to be offered adver- 
tisers is 15,000,000, plus a “sub- 
stantial controlled circulation” of 
several million persons whose 
attendance is not recorded at pay 
turnstiles. Tentative cost to adver- 
tisers, based on 73 clubs already 
interested in the plan, would be 
about $325,000 for a season. Agen- 
cies would be paid on the standard 
15% commission basis, he added. 

Mr. Feemster told the associa- 
tion that the plan would not be a 
“charity” proposition. He noted 
that the ad network, if accepted 
by the 150 to 170 minor league 
baseball clubs operating in the 
U. S. (which, he said, is likely), 
could bring $1,000,000 to the finan- 
cially hard pressed minors in its 
first year. The plan will probably 
be kicked off in 1959, with four na- 
tional advertisers participating, he 
said. 


a “Baseball’s No. 1 problem is 
financial,” said Mr. Feemster. “The 
major leagues have used the 
money from national advertisers 
for themselves and are taking the 
attendance away from us.” 

He said that with the combined 
paid and unpaid minor league 
attendance in 170 potential mar- 
kets, the exposure cost per 1,000 
would be a “tremendous bar- 
gain.” + 


Richard Lane & Co. Adds 4 
Clients, Adds Personnel 

Richard Lane & Co., Kansas City, 
has been named to handle adver- 
tising for Oldham Sausage Co., 
Lees Summitt, Mo.; First Nation- 
al Bank of Independence, Mo.; 
James S. Merritt Co., licensor of 
the Skill Stick program for ice 
cream stick novelties, and radio 
and television advertising for 
Hall’s Gifts & China, Kansas City. 

M. Robert Hughes, formerly ac- 
count executive in the Kansas 
City office of Bozell & Jacobs, 
has been named account executive 
of Lane. 
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Butter-Nut Ads 


Buzz Angelenos 


Advertiser Puts $75,000 
in One-Week Multi-Media 
Coffee Push by Freberg 


Los ANGELES, Dec. 2—Butter- 
Nut Coffee, which has made ex- 
tensive use of Stan Freberg’s hum- 
orous radio commercials, has 
apparently gone all the way with 
him in a week-long, $75,000 cam- 
paign that broke yesterday in Los 
Angeles. 

This is a campaign which can be 
said to rate the designations of 
“saturation” and “integrated.” 
Newspaper ads and radio spots are 
all pointed toward the tv spots. 
Each day the newspaper ads, radio 
spots and tv spots will be different, 
giving the over-all campaign a 
progression and a plot. 


® The tv spots, which are the fo- 
cal point, appear to be on-the-spot 
remotes at the airport in the form 
of interviews with Homer K. But- 
ter-Nut and his family as they ar- 
rive from Omaha to watch the first 
nighttime skywriting in history. 
The kick-off was a full page in 
the Sunday tv sections of the 
Times and the Examiner. It con- 
sisted almost entirely of a picture 
of a flyer, with the headline “Mon- 
day, 10:30 p.m., aviation’s out- 
(Continued on Page 78) 


Freberg Disc Hitting 
Commercialization of 
Yule Is Now on Sale 


HOLLYWoop, Dec. 2—Some ad- 
men may feel that Stan Freberg, 
well-known for his off-beat com- 
mercials, is biting the hand that 
feeds him when they hear his lat- 
est recording, “Green Chri$tma$.” 

Frankly thrusting his “satirical 
lance deep into the grey flannel 


| 


| 


UNSIGNED—This outdoor poster for Py-Ran, a leavening product for 

self-rising flour, by Monsanto Chemical Co.’s inorganic division 

makes no mention of the product or the advertiser but instead nro- 

. motes its customers’ products. Flour mills get the benefit of one- 

month showings of either this or another poster. Gardner Advertis- 
ing Co., St. Louis, is the agency. 


Stipulation Bars Media 
From Granting Deals to 
Company's Retail Outlets 


New York, Dec. 3—Newspa- 
pers and broadcasting stations are 
being asked by William Esty Co., 
agency for R. J. Reynolds Tobacco 


vertising contracts with the to- 
bacco company agreeing not to 
furnish free time or space to 
customers of Reynolds in viola- 
tion of the Clayton Act. 

Henry Rand, attorney for Rey- 


Cigar-Like 
Smokes Invade 
Cigaret Market 


Stephano’s Little Cigar 
Bows; Lorillard, American 
Reportedly Groom Entries 


New York, Dec. 3—Innovations 
are developing in the tobacco in- 
dustry. For example: mild, fast- 
burning little cigars packed in 
units of 20 in typical soft-paper 
cigaret packs. Another: A new 
type of smoke with cigaret tobacco 
rolled in a cigar wrapper and pack- 
aged in units of 20 in cigaret packs. 

Of the latter, reports are cur- 
rent in the tobacco trade here 
that several of the major producing 
companies are experimenting with 
this type of product. For competi- 
tive reasons, none of the big 
tobacco companies will admit any- 


{100 newspapers in the East and 


Pfizer Uses Big 
Ad to Introduce 
New Antidiabetic 


Ist Year Ads May Total 
$1,000,000; Klemtner’s 
Share of Account Grows 


Midwest. Shortly after the first of 
the year magazines will be used. 
Aitkin-Kynett Co. is the agency. 
A new type smoke, with cigaret 
tobacco rolled in a cigar wrapper, | 
is being introduced by Bram-| 
bleigh Inc., 200 Fifth Ave., a new) 
company, which is the marketing} 
organization for Warren Tobacco | 
Co., also a new company, and re-| 
portedly backed by a syndicate | 
headed by Wally Frank Ltd., re-| 
tail specialist in pipes, pipe tobac- | New York, Dec. 2—A new pro- 
co and cigars. At the Frank office, | motional battle has been started 
Ernest Brian, advertising manager,| ij, the ethical drug field with the 
refused to confirm or deny the entrance of Chas. Pfizer & Co. into 
report. | the oral antidiabetic market. 
| Pfizer, a promotional-minded 
® Brambleigh is introducing two) company, introduced its new drug, 
new smokes. The first, called  Diabinese, to doctors last week 
Milds, is regular cigaret size, made| with a 24-page “Report” in the 
of cigaret tobacco with a cigar) Journal of the American Medical 
wrapper. The second, called All, is} Assn. This was the largest con- 
the same, but it is king-size and tinuous page advertisement ever 
has a cork filter. Both are said to| carried by the Journal. 
be blended to appeal to the taste| The 24-page insertion consisted 
of the cigaret smoker. largely of the clinical findings on 
William M. Mapes, president of| Diabinese, including one whole 
Brambleigh, who is said to have! page on “precautions and contra- 
been in the wholesale tobacco|indications.” It concluded, how- 


Co., to add a proviso to their ad-| 


3 


R.]. Reynolds Contracts 
Get Anti-Trust Clause 


|nolds, told Apvertisinc AcE that 
the tobacco company has taken 
this action “merely as a precau- 
tionary move to protect the com- 
pany against possible infringe- 
ment of the Clayton Act. 

| “Sometimes newspapers and 
broadcasting companies,” he said, 
“go ahead and furnish free time 
or space to our customers with- 
out our knowing anything about it. 
So we have merely taken this 
means to protect ourselves. 

“The Federal Trade Commis- 
sion,” Mr. Rand pointed out, 
“ruled last spring that several 
major national advertisers violated 
the Robinson-Patman Act when 
they entered into tv deals which 
enabled food and grocery chains to 
get free time as a result of store 
tie-ins.” 


® As reported at the time (AA, 
May 26), “the advertisers bought 
time at card rates, but received 
in-store promotion space as a spe- 
cial inducement.” The net effect, 
FTC found, “was that purchases 
by the grocery producers enabled 
some outlets to get promotion 
advantages which were not of- 
fered to all.” 

The companies involved were 

(Continued on Page 50) 


McCarty Agency 
Has New Plan for 
Small Advertisers 


DALLAS, Dec. 2—Small adver- 
tisers will get a break in 1959 at 
the McCarty Co. 

The agency’s board of directors 
has voted to permit servicing of a 
maximum of six advertising ac- 


hearts of the denizens of Madison|thing. But tobacco jobbers say 
Ave.,” Mr. Freberg takes them to they expect both American Tobac- 
task for completely losing sight of | C° Co. and P. Lorillard Co. to 


(Continued on Page 50) 


| ever, with a display spread. 


® To launch Diabinese, Pfizer also 


the real meaning of Christmas and 
the reason for its being. 

He says the “Green Chri$tma$” 
recording has been long overdue 


on his personal calendar. The sev- | 


en-minute recording begins with 
an adman, called Scrooge, calling 
a meeting to discuss the “Christ- 
mas pitch.”’ Discussing a Christmas 
(Continued on Page 78) 


P&G 3rd Quarter 
Spot TV Spending 
Hits $8,336,200 


Budget Increases 
Include Lestoil’s— 
Trebled to $3,291,600 


Spot tv advertisers by product 
classification are on Page 44. 


New York, Dec. 
was within shouting distance of 


3—Nobody 


|'begin test marketing of new 
|smokes made of cigaret tobacco 
|rolled in a cigar wrapper before 
'next spring. 


® The first of the new products, 
aptly called Trend, was introduced 
in Philadelphia in late October by 


Stephano Bros. It is a new type of 
| little cigar. A pack of 20 sells at) 
|retail for 35¢. Distribution is ex-| 
| pected to be national within a) 
couple of months. 

Advertising broke this week in| 


? 


a 


g 


\is using three-page ads in 11 na- 
tional medical journals and 
spreads in drug trade publications. 
All of these ads feature the “Re- 
port on Diabinese” in the Journal, 
and physicians are urged to read 
the Journal ad and write for a 
copy. 

Starting later this month, Pfizer 
will continue the attack with 


Consultant Hits ‘Myth’ spreads in journals calling atten- 
tion to specific types of diabetics 


of Packaging; Cites |who can benefit from Diabinese. 


Campbell, Camel, Heinz Direct mail will be used to pro- 

vide a continual flow of clinical 

Cuicaco, Dec. 3—Packaging de-|data on the use of Diabinese in 
signers were thrown a few roses, | diabetic cases. 

but a lot more onions, at an all-| Drug circles here estimate that 


Old Packs Can 
Be Best, Nigut 
Tells Packagers 


held here today by the Food Pack- during Diabinese’s introductory 
aging Council. year. Advertising is being handled 

What the spokesman for house- by Paul Klemtner & Co., Newark. 
wives, Diabinese is the second oral an- 


retailers, wholesalers and| 


marketers complained about was |tidiabetic to be introduced in this | 


that although package designers country. The first, Orinase, was 
have produced some wondrously brought out last year by Upjohn 
imaginative containers, they have Co., Kalamazoo, Mich., and al- 
tended to forget many handling ready does a $15,000,000 annual 
and use problems that strongly | business. 

influence preferences by both con- 


counts with ad budgets as low as 
$12,000, provided that the agency 
receives a fair percentage of such 
clients’ annual sales. 

R. E. Jurgens, exec vp of Mc- 
Carty, said that the board’s deci- 
sion was influenced by findings of 
a survey conducted in Dallas and 
Tarrant counties by McCarty ac- 
count executives. 


= “We found that many small but 
solid businesses with excellent, un- 
explored potentials, either do no 
advertising at all, or advertise 
sporadically and_ ineffectually,” 
Mr. Jurgens said. 

“And in the majority of cases, 
we found that the reason for this 
| policy was that the owners did not 


| public relations agency would con- 
| sider it profitable to handle such 
|small accounts,” he said. 

A properly staffed agency often 
cannot earn a profit from servicing 
| the average advertiser spending as 
much as $30,000 annually, if the 
jagency receives only the customary 

15% commission from media, Mr. 
| Jurgens said. 


“ ni . : 'day food packaging symposium |Pfizer will spend about $1,000,000 | think a fully-staffed advertising or 
p | 


the pacesetting Procter & Gamble 
in the spot tv spending sweep- 
stakes for the third quarter of this | 
year. 

Estimated gross time billings for 
the perennial first-placer were put 
at $8,336,200. This was more than | 
double the figure for Lever Bros., | 
which came in second with $3,- | 
966,900. WARM & HUMAN—This is the first ad 

In the third place was the fast-| for Florists’ Telegraph Delivery 
rising Adell Chemical Co., which | Assn. by Keyes, Madden & Jones, 
boosted the level - a ‘oe | Chicago, FTDA’s new agency (AA, 
ter spending for Lestoil from $1,-| . 

076,800 in 1957 to $3,291,600 in| 4¥9- 25). The color page runs in 

1958. A Lestoil competitor, Texize |The New Yorker, Dec. 13. In all, 

Chemical Co., also is bearing down| 19 publications are on the sched- 
(Continued on Page 108) ule, KM&J says. 


Something warm and numan and wonderful happens 
when you send flowers Oy wire 


Fiomers Tecwomarn Dewvenay 


sumers and retailers. 


# A blunt assault on several pet 
packaging theories was made by 
| William C. Nigut of the William | 


| 


s The oral antidiabetics represent| = “The normal incline in opera- 
the first major advance in the tional economics has made it 
\treatment of diabetes since the | necessary for full-fledged agencies 
‘use of insulin injections. The new/to compensate by charging the 
drugs obviate—or greatly reduce | modest-budget client a supplemen- 


—the need for insulin. 


\C. Nigut Co., Chicago marketing) 5); Lilly & Co., Indianapolis, 
consultant, who cited “three po-| .nich has a good share of the 
tentially fatal fallacies in f00d | insulin business, will be out short- 
packaging philosophy.” ‘ly with its own oral diabetic, ex- 

The first myth, he said, is that | pected to be identical with the 
today’s consumer demands that her | pi abinese tablet. 


favorite products be full of fresh-| ‘The oral antidiabetics are sulfa 
|ness and youth and that therefore ‘derivatives, but Diabinese—and 
package design must be constantly presumably Lilly’s new drug— 
renewed. ‘differs from Orinase in being more 

“I just don’t believe it,” he as-| highly concentrated. The Orinase 
serted. He cited the success of patient takes a pill two or three 
| (Continued on Page 50) | (Continued on Page 50) 


tary fee,” Mr. Jurgens said. “But 
manufacturers or service organiza- 
tions able to expend from $10,000 
to $20,000 annually for advertising 
sometimes feel they cannot afford 
such added cash outlays. 

“They can, however, afford to 
pay an equitable percentage of 
their sales, and a bonus or over- 
\ride for sales increases attribut- 
|able to advertising, to an accredit- 
‘ed agency with the confidence to 
take such a gamble,” Mr. Jurgens 
added, # 
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Hat Corp. Names 
Estelle Lee Ad Head 


for Feminine Touch 


New York, Dec. 4—Estelle Lee, 
formerly ad manager of Alfred 
Dunhill of London, maker of 
smoker’s articles, gift items and 
toiletries, has been appointed ad- 
vertising manager of Hat Corp. of 
America, producer of Cavanagh, 
Dobbs and Knox hats. The com- 
pany believes she is the first wom- 
an to hold a top advertising post 
in the men’s wear field. 


s Explaining the appointment, 
Bernard L. Salesky, president, 
said: “The woman’s viewpoint is 


increasingly significant in the de-| 


velopment and presentation of 
male apparel because women di- 
rectly and indirectly influence 


| must make a woman aware that 


| vital area.” 

As for Miss Lee’s sentiments on 
|the subject, she believes it is be- 
coming increasingly important to 
appeal to women in men’s wear 
advertising for two main reasons: 


s First, men are very sensitive to 
| women’s criticism. And they want | 
to listen to women’s advice on ap- | 
| parel, Secondly, there’s the necess- | 
lity of educating women to the! 
importance of a man’s being well- 
dressed. | 

“Women have tended to spend | 
too much of the clothing budget 
on themselves,” Miss Lee told Ap- 
VERTISING AGE. “They’ve kept too 
much of the money for themselves. 
| We must get them to be freer with 
|the money and to want men to 
spend more on themselves. We 


there is no greater enhancement 
‘for her than a well-dressed man. 


| places 


|ABC Moves James Riddell 
to Western Division Post 
James G. Ridcell, who left De- 
troit in mid-year to come to New 
York as exec vp of American 
Broadcasting Co., will move to 
Hol!ywood to direct ABC’s west- 
ern division in February. He re- 
Earl Hudson, vp who 
remains in Holly- 
wood to work on 
special projects 
and to assist Mr. 
Riddell in an ad- 
visory capacity. 
Mr. Riddell, now 
an ABC vp, con- 
tinues as a mem- 
ber of the board 
of ABC’s parent 
company. 
Although the 
network does not 
intend to name a successor to take 


James G. Riddell 


some 75% of sales. We believe|As I keep telling Mr. Salesky, I’d| over the exec vp title immediately, 
that Miss Lee will contribute im-| rather have a well-dressed man on | there may be some shifting to clari- 
portantly to the creation and de-|my arm than a new bracelet,” she fy the executive responsibility for 
velopment of advertising in this| confided. + 


the owned stations operation. 


BIGGEST GAIN 


IN GROCERY LINAGE 


AMONG THE 7 MAJOR PACIFIC NORTHWEST DAILIES 


TACOMA NEWS TRIBUNE. . 
SPOKANE SPOKESMAN-REVIEW... . . . 


SPOKANE CHRONICLE... 


SEATTLE POST-INTELLIGENCER ...... 


SEATTLE TIMES ....... 


PORTLAND OREGONIAN . 
PORTLAND JOURNAL... . 


1957 Linage 1956 Linage Gain or Loss 
. 2... «2,582,208 2,462,354 119,854 (gain) 
1,759,427 1,896,011 136,584 (loss) 
tous «+ eee 1,907,630 137,684 (loss) 
1,059,356 1,122,951 63,595 (loss) 
po 40 ete > ee 2,989,687 115,881 (gain) 
Sar ey ae 2,814,275 23,174 (loss) 
er ere 2,685,480 53,184 (gain) 


Tete! Grocery Linage (Daily Only); Source: Media Records, Inc. 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


Represented by SAW YVER-FERGUSON-WALKER COMPANY, Inc. 
New York * Chicago * Philadelphia * Detroit * Atlanta * Los Angeles * San Francisco 
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Edsel account moves to Kenyon & Eck- 
hardt as Foote, Cone & Belding is | 
awarded the bigger-billing Lincoln and | 
Continental accounts by Ford......Page 1 


Intellectuals who criticize advertising are 
just jealous, want to sway public opin- 
ion themselves, Adman Emil Mogul 
BED cicesrnmittipttsinvidnrateancenaininntinigl Page 1 


Feote, Cone & Belding resigns Watch- 
makers of Switzerland account; Swiss 
watchmakers cut ads as non-jewel 
watches cut into their U.S. sales .Page 1 


Autemobile sales decreased in 1958 partiy 
because advertising budgets took a 
downward trend, J. Walter Thompson's 
Norman Strouse tells Utah Automobile 
ES ee Page 2 


Make a single estimate of your broadcast 
coverage—one you can believe in and 
defend—and use it for all clients, Ben- 
ton & Bowles’ Hal Miller advises broad- 
casters Page 2 


International Advertising Assn. completes 
study aimed at major organizations in 
structure to make the association con- 
form with its new character, giving em- 
phasis to overseas membership .Page 2 


An advertising network to sell ads in 
minor league baseball parks is proposed 
by Robert M. Feemster, executive com- 
mittee chairman of the Wall Street 
Journal and head of his own minor 
league ball club 


Rudelf Farner Advertising of Zurich 
snags Nestle’s $1,000,000-billing Maggi 
soup account in Switzerland ...... Page 2 


Cigaret-size cigars and cigarets wrapped 
in cigar tobacco make their marketing 
bows as innovations develop in the 
ph industry Page 3 


Food packaging myths are assailed by 
marketing consultant William C. Nigut, 
who says that it isn’t necessary to con- | 
stantly renovate packages. The old 
packs can be the best, he tells Food 
Packaging Council 


R. J. Reynolds, via its agencies, stipu- 
lates in contracts with newspapers and 
broadcasting outlets that they are not 
to furnish free time or space to its re- 
tail customers in violation of the Clay- 
ton Act 


Pfizer launches giant promotion to back | 
its new oral antidiabetic, Diabinese, to | 
doctors, challenges Upjohn’s dominance | 
of the antidiabetic field with its 
Orinase Page 3 


Stan Freberg thrusts his lance into “‘the 
grey flannel hearts of the denizens of 
Madison Ave.” with his new record, 
“Green Chri$tmag” 


Federal Trade Commission finds itself | 
pursuing several different inquiries on 
false advertising, all involving Da- 
vid L. Ratke, New York agency pres- 
ident 


Federal Communications Commission pro- 
poses revised license application form } 


whick asks applicant to provide a gen- 


eral outline of the programming 
pattern which they intend to fol- 
low Page ll 


Canadian merchants expect retail sales 
volume in the first six months of 1959 
to run ahead of the comparable 1958 | 


Advertising Age, December 8, 1958 


Highlights of This Week's Issue 


period by 5% Page 22 


Bruskin Associates measures consumer 
awareness of slogans, copy themes, 
trademarks, packages and other sales 
messages with deck of cards with ad 
SlOPANS ON AMEM ooeooececcceeceeeeeseee Page 24 


Sustained and repeated advertising, rath- 
er than jumping from product to prod- 
uct each month, sells to industrial 
purchasers, Business Newspapers Assn. 
of Canada study shows 


Two new marketing reports on newspa- 
per circulation will be released on Dec. 
15 by Wilmotte Research Tabulat- 
ing Page 36 


The advertiser is a confused man in a 
jumble of conflicting media claims, 
reams of ratings and agency theorizing, 
Don Durgin, vp of National Broadcast- 
ing Co., tells Radio & Television Ex- 
ecutives Society 


Sell “adcitement” as well as space, Haze 
Morse of ABP advises business paper 
publishers, or you will lose advertis- 
ing dollars to media which do a more 
glamorous job selling and dare to do 
new and different things 


Dartmouth students’ ad agency is happy 
with $600 a year net. They place ads 
in media around campus only ....Page 56 


All-Year Club of Southern California 
sets $600,000 ad budget to attraet tour- 
ists, business to Southern California in 
1959 


Packages must sell—not just eover the 
nakedness of a produet, Gerald Frisch, 
exec vp of plans and marketing, Jim 
Nash Associates Canada Ltd., tells ad 
and sales execs 


Nielsen plans to extend its Nielsen Sta- 
tion Index—a report on local station 
ratings—to 245 local television mar- 
kets Page 80 


Persuasion in advertising is becoming 
more difficult, Charles L. Whittier says, 
because of practices in modern busi- 
ness such as concentrating on masses 
rather select minorities, on quantity 


rather than quality and on low 
prices Page 87 
| Store executives predict strong sales 


comeback during the fourth quarter 
of the year will recoup losses suffered 
during the first nine months of the 
year Page 98 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path .... . 
Art Director's Viewpoint ........0....00.....6 
Coming Conventi 

Creative Man’s Corner 
Editorials 
Getting P 1 

Looking at Radio & Tv 
Looking at Retail Ads 
Obituaries 
@n the Merchandising Front 
Peeled Eye Department ... 
Photographic Review 
Rough Proofs 
Salesense in Advertising 
This Week in Washington 
Voice of the Advertiser 
What they're Saying 


is aimed at the 
world of finance. 


Where advertising, too, 
is read for profit! 


CMrCAGO 


50 Broadway 711 W. Monroe St 


corporate advertising 
campaign is complete 
unless a portion of it 


LOS ANGELES | 
2999 W és: | 


CLEVELAND 
1010 Buchd Ave 


—— 
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FOR YOUNG HOMEMAKERS 
| IS 


in number of stores tying in through their own advertising with LIVING editorial 
features and manufacturers’ advertising 


in total linage of store-run advertisements 


RETAHLt STORES! 


ADVERTISING CHECKING BUREAU LINAGE REPORT 


OF RETAIL ADVERTISING, FIRST 9 MONTHS OF 1958 
LIVING leads with retailers because they know 
(Advertising and Editorial) 


LIVING reaches and influences young homemakers 
STORES ADVERTISEMENTS TOTAL LINAGE AMERICA’S T.O.P.** MARKET! 

LIVING 1,244 1,698 851,175 

HOUSE BEAUTIFUL 1,227 1,591 512,470 


HOUSE & GARDEN 1,159 1,576 443,523 % Time of Purchase 


A STREET AND SMITH PUBLICATION 575 MADISON AVENUE NEW YORK 22, N, Y, 
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arts 


ae < 2 icin sii z 
° Advertising Age, December 8, 1958 
This Week in Washington eee Mr. Ratke’s first rendezvous| enterprise) for “7-Day Reducer.” | Since the commission deals with 1 
| with FTC, if it mes offon sched-| FTC officials refused to see any- ad claims for particular products, 


15, when FTC at- 
Jordan goes be- 
xaminer Joseph 
uss ads used by 
cal Co., a Ratke 
ll-A-Shine” pol- 


cases are parceled out to attorneys 
according to their respective spe- 

cialties. Each lawyer gets the full 
® While Mr. Ratke personally is | facts on the particular case he is 
a defendant in all these cases,| handling. But it is evident from 
FTC’s system of litigation treats) smafus already occurring in the 
him as an incidental. The commis- | Ratke case that attorneys and ex- 
sion is required to nail false ad-| @miners are not aware that other 
vertising for the product itself. people in the same shop were in 

“There’s no such thing as a pursuit of the same client. 

shotgun order against Mr. Ratke| q 
or any other individual telling him| ® We have, for example, the curi- 


jule, will be D« 
|torney Terral 

fore Hearing 

|}Callaway to o 
Comstock Che: 
company, for * 
ishing mitt. 


thing unusual about their hunt~-| 
and-peck approach. 


U.S. Unlimbers Legal Artillery to Hit 
Ratke Ad Claims on Handful of Fronts 


Sy Suaiey E. Cohen | Docket portables.” On Jan. 26. before Examiner 

ington Editor Since then at least six other! Robert L. Piper TC attorney Har- 

WASHINGTON, Dec. 4—If Presi-. Ratke businesses have come under | 9]q Kennedy is ipposed to outline 
dent Eisenhower is to hold federal | fire at the Federal Trade Commis-| the government ; Objections to ads 
spending to $78 billion next year, | 5!0"- ‘of three Ratke organizations—Par- 


he’d better find a more efficient | 


By recent count there were three | ker Advertising, L.&D. Automotive 
way of dealing with David L. Rat-| Separate teams of investigators,| Products and Biotex Inc.—for a}! 


ke, New York agency president and | prosecuting attorneys and hearing | battery additive called, among oth- 


business man (AA, Dec. 1). 


|examiners working on Ratke cases | er things, Voltex. Also on Jan. 26 


A few months ago the postal at FTC. Needless to say, the merits|—unless Mr. Ratke objects to be- 
service went to the expense of | 0f these cases are anyone’s opinion | ing in two places at the same time 
sending lawyers to court for a |until Mr. Ratke has his day (or|—there’s to be a hearing before 
fraud order to prevent Borg-John-| days) in court. Yet the way things| Examiner William L. Pack, with 
son Electronics, a Ratke property,| are going, Mr. Ratke might bank-| FTC attorney Berryman Davis dis- 


from selling simple crystal radio| 


sets as “electronic miracle $4.95) sa). 


rupt the government (or vice ver- | cussing ads by Parker Advertising 
jand Staz-Set Inc. (another Ratke 


to stop using false ads,” explains 
the commission’s chief investiga- 
tor, Sherman Hill. 

“Every time we accuse a man of 
something, we have to issue a spe- 
cific complaint, we have to give 
him a complete hearing on that 
complaint, and arrive at a specific 
order dealing only with matters 
covered in that complaint,” Mr. 
Hill explained. 


How to get more business right now: 


“Me not call on the purchasing agent? 


I gotta eat, don’t I?” 


Even the least experienced industrial salesmen 
quickly learn that they have to call on the P.A. 
And the “pros” have known it for years! 


Your advertising must constantly support 
both the “freshman” and the “pro” by 
regularly calling on the purchasing agent just 
as they do. It’s the P.A. who decides what 
share of the business you get, if any at all! 


PURCHASING Magazine is the ONE magazine 
the P.A. reads thoroughly — because it’s the 
ONLY magazine edited completely to his 
informational needs. The editorial material 
in PuRCHASING tells the P.A. HOW to buy 
—the ads help him decide WHAT to buy. 
See this spelled out in our new slide film, 
“You and the Purchasing Revolution.” 


TRURCHASING macazine 


pes 


A CONOVER-MAST PUBLICATION 


the methods and news magazine for industrial buyers 


205 East 42nd Street, New York 17, New York 


oud 
This year some 625 advertisers are using 

PURCHASING Magazine to keep purchasing 
agents informed about their products. 
No other magazine in the field comes 
even close to this record. 


| ous mix-up over addresses. A com- 
plaint by one FTC task force on 
Nov. 26 correctly locates Mr. Rat- 
ke at 42 W. 38th St. 

On the other hand, two days 
later another group limps in with 
its cases, all putting Mr. Ratke at 
an obsolete address, 9 E. 45th St. 

Then, of course, there is the 
| matter of two hearings scheduled 
| simultaneously before different ex- 
aminers on Jan. 26. Hardly a sign 
that an eagle eye is watching the 
situation, making sure that FTC’s 
differences with Mr. Ratke are 
settled as rapidly as is humanly 
possible. 


= In the science field the govern- 
ment also believes in setting up 
specialized task force groups and 
letting them go their own ways. 
But recently, in an effort to stretch 
the taxpayer’s dollar, the White 
House has found it necessary to 
set up a super-coordinating agency 
to make sure that researchers ex- 
change information with each oth- 
er. 
By this token, we may be head- 
ing for a day when President Ei- 
| senhower will find it advisable to 
'set up a Federal Ratke Adminis- 
‘tration, or have FTC set up a Rat- 
|ke squad or Ratke division. As a 
|less drastic substitute, FTC Chair- 
'man John Gwynne could try a 
‘cocktail party to encourage “to- 
| getherness” among investigators, 
|lawyers and hearing examiners 
|who are giving their all on the 
| Ratke front. 


Newspaper and 
Concession ‘to magazine pub- 
Print Men lishers are green- 

eyed over the 
| successful efforts of the radio-tv 
industry to get set counts into the 
| 1960 population census. They are 
| being told by Census Bureau of- 
| ficials that they could have been in 
|the census too, if they had filed 
| their requests in time. 

| As a consolation, Census Bureau 
has agreed to consider some sample 

studies of newspaper and maga- 
zine readership during 1959 as part 

of the monthly labor force report. 

Negotiations are funneling through 
the printing and publishing divi- 
sion of Commerce Department’s 
business and defense services ad- 
ministration. This assures the Cen- 
|sus Bureau that readership infor- 
mation will be useful in defense 

| mobilization planning. 

U.S. Information 
TV Set Count Agency is look- 
_Grows Abroad ing forward to 

the day within 
| the next four years when as many 
as 50,000,000 foreign tv sets will 
be within range for live telecasts 

from the U.S. 

At present, according to Romney 
Wheeler, former NBC executive, 
now director of the USIA tv serv- 
ice, there are about 21,500,000 for- 
eign sets, compared with 43,000,000 
in the U.S. Within four years he 
expects the foreign set count will 
approach 50,000,000. 

Live telecasting to Latin Amer- 
ica is to be a reality by 1960, while 
transatlantic live telecasting should 
follow by 1962. 

Once these live interconnections 
are achieved, Mr. Wheeler esti- 
mates U.S. broadcasters will have 
a chance to tell something about 
America and Americans to up- 
wards of 200,000,000 foreign view- 
ers, # 
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only one magazine 


in Canada covers 
4 out of 10 families 


@ Effective September 12th 1959 Weekend Magazine will be 
published simultaneously in French and English. 


® Circulation will be in excess of 1,700,000 (at least 700,000 


more than any other magazine in Canada). 


@ Circulation coverage of four out of ten of all the households 


in Canada. 


The biggest single 
selling force in Canada 


REPRESENTED IN THE U.S.A. BY O'MARA AND ORMSBEE 


Weeken 


MAGAZINE 


Published as part of the week-end editions of 32 leading Canadian Nemspapers 


CALGARY Albertan 

CHARLOTTETOWN Patriot 

CORNER BROOK, NFLD. Western Star 
EDMONTON Journal 

FORT WILLIAM Daily Times-Journal 
HAMILTON Spectator 

KINGSTON Whig-Standard 
KIRKLAND LAKE Northern Daily News 


LETHBRIDGE Herald 

LONDON Free Press 

MEDICINE HAT News 
MONCTON Times and Transcript 
MONTREAL Star 

MOOSE JAW Times-Herald 
OTTAWA Citizen 
PETERBOROUGH Examiner 


PORT ARTHUR News-Chronicle 
PRINCE ALBERT Daily Herald 
QUEBEC Le Soleil (Sept. 12, 1959) 
QUEBEC Chronicle-Telegraph 
SAINT JOHN Telegraph-Journal and 
Evening Times-Globe 
ST. JOHN'S, NFLD. Evening Telegram 
SHERBROOKE 
La Tribune (Sept. 12, 1959) 
SUDBURY Star 


SYDNEY Cape Breton Post 
TIMMINS Daily Press 
TORONTO Telegram 
TROIS-RIVIERES 

Le Nouvelliste (Sept. 12, 1959) 
VANCOUVER Sun 
VICTORIA Sunday Times 
WINNIPEG Tribune 
THE STANDARD 
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Purex Stops Distributing Bat Guano 
to Concentrate on Own New Products 


Soutu Gate, CAL., Dec. 4—Purex 
Corp. here and U.S. Guano Corp., 


Kingman, Ariz., have terminated|three years has been acquiring 
their marketing arrangement. Un-|companies and fielding out new | 


der the arrangement, Purex was 

responsible for marketing U.S. 

Guano’s brand of bat guano. 
Guano is bat droppings and is 


|ley Co. and John Puhl Co. 
Fast-growing Purex in the past 


products like a hot major league 


| pitcher in a double-header. Its ad/ 
| budget runs around $4,000,000 an-| 


/ nually. 


used as a fertilizer and plant food., It acquired The Old Dutch| 
Found in great quantity in caves|Cleanser division from Cudahy) 
frequented by bats, especially in| Packing Co. in the spring of 1955, | 
the Southwest, guano received na-|and has been putting that old- | 
tional publicity last November in standby product through some new | 
a story in Life. In February Purex| paces. This has included a Blue 
entered into an agreement to dis- Dutch cleanser and, most, recently | 
tribute the product. the launching of Pine Fresh Dutch 
National marketing for the guano | Cleaner. 
now will be handled by Potts-Ray| It merged with Manhanttan Soap | 
& Associates, the Los Angeles|1g months ago and switched Sweet- | 
agency which has been handling| heart from a cut-price soap to a) 
the account. luxury product—and switched | 
back when Sweetheart couldn’t 


s Purex said it relinquished dis- make the grade. 


tribution of bat guano to concen- 
trate on its own manufactured 
lines and products it had acquired 
this year when it purchased Wris- 


spectacularly. They hit $54,500,000 
for the fiscal year ended June 30, 
up about 7% from 1957, which 
saw them increase from $34,850,- 
000 to $50,293,000. Earnings for 
1958 are expected to be a record 
$2,050,000; in 1957 they were $1,- 
908,000, up from $1,001,000 in 
1956. 
Purex recently revamped its top | 
executive structure. Alan C. Stone- | 
man has just completed his first | 
year as president; he moved up| 
| from exec vp, with A. C. Pelletier | 
| going to chairman. 
Purex apparently has organi-| 
zational trouble, possibly a reflec- 
tion of its rapid growth, and the 
|marketing area seems to be the 
jone that gets reshuffled most. 
The ad department was re- 


® Purex sales have moved 4 


Carling Buys 
Heidelberg in 
Coast Expansion 


Tacoma, Dec. 2—Carling Brew- 
ing Co. of Cleveland, ranked as 
sixth largest beer producer in the 
USS. last year, has moved into Pa- 
cific Coast markets through pur- 
chase of Heidelberg Brewing Co., 
with headquarters here. 

Purchase is subject to approval 


DECORATIVE—To get Santa in his sleigh plus all eight reindeer, the 
customer must buy three six-bottle cartons in a Christmas promotion 
by Pepsi-Cola General Bottlers Inc., Chicago. Radio, tv, newspapers, 


direct mail and point of purchase 


materials will boost the snap-out 


figures. Kenyon & Eckhardt, Chicago, is the agency. 


No Plane. Briggs 
Uses TV to Address _ 
Cincinnati Adclub 


CINCINNATI, Dec. 4—When' 
Erwin Wasey, Ruthrauff & Ryan, | 
was unable to fly in from New 
York yesterday to address the 
Advertisers Club of Cincinnati, he 
established what is said to be a 
record for setting up a closed tv 
circuit. 

From Studio 3A, Radio City, 
New York, Mr. Briggs talked to 
the Cincinnati group, speaking on 
the importance of a well-organ- 
ized client-agency relationship. 

Mr. Briggs learned at 6:30 a.m. 
yesterday that fog would prevent a 
flight to Cincinnati. He contacted 
NBC and was told that a tv circuit 
between the two cities was avail- 
able at 1:20 p.m. John L. Margo, 


recorded music, news, sports, etc., 
comparable to the CBS barter of 
considerably more expensive, am- 
bitious and varied fare.) 

“The answer is not far to seek,” 
he said. “CBS Radio logically led 
the way because the CBS Radio 


|James Branch Briggs, exec vp of network today is the only one with 


programs strong enough to war- 
rant their use as foundation stones 
in a new network radio structure.” 


# The sales vp said the plan will 
assure advertisers that “their net- 
work programs are being carried 
on all stations and that they are 
not being unduly delayed. Thus for 
the first time in many years, the 
advertiser can have confidence 
that his messages are truly nation- 
al because they are being carried 
throughout the entire station line- 
up and on a fixed schedule. 

“We think, moreover, that all 
radio networks are going to have to 
do something of this sort. For in 


of Heidelberg stockholders, who 


organized in March of 1956. In 


have been called to a special meet- | December, 1957, it set up a new 
ing Dec. 12. Carling is the first international and industrial divi- 
eastern or midwestern beer pro- | 5/0", under a new exec, because 
ducer to establish its own pro- | of its exports to 24 countries (it 
duction facilities in the Pacific) has plants in five) and because 


EWRR vp here, was told of the|the present condition of economic 
| plan, and with assists from Sam/ chaos in the industry—helter-skel- 
Kendrick, adclub vp in charge of ter programming, switching back 
programming; Charles Cullen, Ho- | and forth from network to local, 
tel Sheraton Gibson assistant sales;major clearance difficulties and 


Northwest, where the top three 
brewers, in order of size, are Sicks’ 
Rainier Brewing Co., Seattle, 
Olympia Brewing Co., Olympia, 
Wash., and Heidelberg. 
Announcement of the agreement 
to buy Heidelberg was made joint- 
ly by Ian R. Dowie, president of 


Carling, and Norman Davis, pres-| 


ident of Heidelberg. 


= Under the agreement, subject to 
approval of Heidelberg stockhold- 
ers, Carling will buy the fixed as- 
sets of Heidelberg for $3,500,000. 
Heidelberg will then be liquidated 
and a final distribution will be 
made to stockholders by Dec. 31, 
1959. 


Carling will continue to produce | 


Heidelberg brand beer, for which 


a strong sales promotion was cut! 


loose earlier this year, keyed to a 


new label (AA, Nov. 24). In addi-| 


tion, Mr. Dowie indicated, after 
several months the brewery will 


industrial products account for 
|5% of sales. 
| 


|}@ In May, 1957, it revamped its| 


|}marketing division, with Craig 
| Davidson as vp of marketing, with 
advertising-promotion, marketing 
research-public relations and 


chemical and product research 
reporting to him. 
In August, 1957, John B. Mc- 


Laughlin, director of sales and ad- 
vertising of Kraft Foods Co.—and 
head of the Assn. of National Ad- 
vertisers’ committee reviewing the 
15% agency commission, which re- 
tained Prof. Albert Frey—joined 
the company as sales vp. He suc- 
|ceeded Robert F. Sharp, former vp 
and general sales manager, who 
| became vp for trade relations. 

Last month, 15 months later, 
Mr. McLaughlin resigned his posi- 
tion as Purex once more reshuffled 
sales and advertising responsibili- 
ties (AA, Nov. 24). 


produce Carling’s Black Label beer | 
and Carling’s Red Cap ale, which|# Stanley F. Kord, who had been 
are not now sold in the Pacific| president of John Puhl Products, 
Northwest. | took over on the sales side. C. C. 
: | Overstreet, made sales manager 
# Mr. Davis may continue with | just six months ago, continues in 
Carling as regional vp, Mr. Dowie | that post. Mr. Davidson was named 
said, but there was no indication to head the advertising side, the 


what arrangements may be made 
as to an advertising agency. The 
Heidelberg account was for many 
years handled by How. J. Ryan 
& Son, Seattle. In 1954 the ac- 
count moved to Hoefer, Dieterich 
& Brown, San Francisco; then to 
Lund & Heitman, Portland (now 
defunct); and then MacFarland, 
Aveyard & Co., Chicago. Last year 
it shifted to its present agency, 
Guild, Bascom & Bonfigli, at a 
time when C. James Kramer, 
Heidelberg’s advertising manager, 
explained that his company had 
been attracted to GB&B’s “uncon- 
yentional creative approach.” * 


job he held before Mr. McLaughlin 
joined the company. Leslie C. 
Bruce Jr. continues as director of 
advertising and Jack A. Northrup 
is still director of product planning 
and marketing research. + 


Ellington Adds Kruger Brand 

Kruger Brewing Co., Newark, 
N. J., has shifted advertising for 
its imported Holsten lager beer 
from Grey Advertising Agency to 
Ellington & Co., New York. Grey, 
however, will continue as the agen- 
cy for Kruger beer and ale and 
Ambassador beer, 


manager, and technicians from tv 
station WLWT, all transmission 
arrangements were completed by 
10 a.m. 

A 20 x 25’ screen was set up in 
the hotel, where the meeting was 
| held, and reception was perfect. 


= “Advertising relationship,” Mr. 
Briggs told the adclub, “is the re- 
sponsibility of both agencies and 
\clients, as differentiated from a 


buyer and a seller. It is no help to} 


| an agency when a client plays a 


unreasonable delays by local sta- 
tions in putting network programs 
on the air—such a plan represents 
the surest road to the building of 
more confidence in network radio,” 
Mr. Karol said. + 


Campbell-Ewald Names Tara 

William W. Tara, Los Angeles 
advertising consultant, has been 
named creative consultant to H. G. 
Little, board chairman of Camp- 
bell-Ewald Co., Detroit. Mr. Tara 
| will maintain both Detroit and Los 


|guessing game and says, ‘Let me | Angeles offices. 


|}see what you have in your cam- 
paign, and then I’ll show you 
mine.’ 

“This simply shows that both 


the same frequency,” he said. + 


Other Nets Will Use 
Barter Plans, CBS 
Radio Exec Predicts 


LOUISVILLE, Dec. 5—The first 
|CBS Radio executive to make a 
|public speech since the network 
decided to switch to a barter op- 
peration (AA, Nov. 17) believes 
all the other radio networks will 
|have to do something of the same 
|sort eventually. 

John Karol, sales vp for CBS 
Radio, made the prediction in an 
|address here today before the Ad- 
vertising Club of Louisville and 
the Better Business 

Mr. Karol, who did not use the 
term barter, outlined some of the 
|basics of the CBS “program con- 
|solidation plan” and then asked: 
| “How does it happen that no other 
network has taken this major step 
toward stabilization of its affili- 
ate and advertiser relations?” 

(Editor’s note-—Apparently Mr. 
Karol does not consider the Mutual 
Broadcasting System’s bartering of 


agency and the client are not on) 


Bureau. | 


Gallo Names Rogers Ad Head 


Jeff Rogers has been named di- 
rector of advertising of E. & J. 
Gallo Winery, Modesto, Cal. Mr. 
Rogers, formerly manager of the 
Los Angeles office of Richard N. 
Meltzer Advertising, succeeds Nor- 
man J. Krieg, who resigned. 


DONALD L. GREENE has been ap- 
pointed advertising manager of 
Rayco Mfg. Co., Paterson, N. J. 
Formerly advertising controller of 
Bulova Watch Co., Mr. Greene suc- 
ceeds Malcolm Baumgartner, who 
has assumed other duties in the 
company, 


Advertising Age, December 8, 1958 


Broadcasters Fret, 
but Liquor Ads Find 
Way onto Air Waves 


New York, Dec. 5—There seem 
to be a number of broadcasters 
who are not reluctant to pick up 
some advertising dollars from the 
hard liquor industry. 

Batten, Barton, Durstine & Os- 
born, which sounded out 35 to 40 
radio and tv stations on the subject 
at the behest of Schenley Indus- 
tries, told ADVERTISING AcE that 
80% of the stations said they 
would be willing to accept liquor 
advertising. Of that group, some 
indicated that they would carry 
cordials, but not whisky. 

For the moment, however, this 
survey remains of academic inter- 
est to Schenley, which, according 
to the BBDO executive, has de- 
cided not to try to shatter the 
broadcasting and liquor industries’ 
ban against liquor ads in radio and 
tv. Schenley is not a member of the 
Distilled Spirits Institute, but the 
company abides by the DSI stand- 
ards. The idea to go into broad- 
casting reportedly was dropped 
after the DSI ban was reaffirmed. 


= Federal Liquors Ltd. is using 
radio to reach potential customers 
in the Boston area. Commercials 
for Nuyens vodka and Nuyens 
cordials are being aired on WCRB, 
Waltham. This company has in- 
dicated that it believes other dis- 
tillers should follow its example. 
Nuyens sponsors news programs. 

Another break in the anti-liquor 
barrier has been made by Carillon 
Importers Ltd., which is now spon- 
soring a twice-weekly newscast 
on WBAI, New York. Time on this 
fm station was bought through 
Gore Smith Greenland Inc., which 
scheduled commercials for Grand 
Marnier liqueur. 

Alexander Lesnor, president of 
Carillon, hinted that this may be a 
test for a wider use of radio.“It is 
possible,” he said, “that this will 
be a prelude to our advertising ap- 
proach in various sections of the 
country.” 


s Meanwhile, Station KADY, St. 
Charles, Mo., reported that its poll 
to find out what listeners thought 
about running liquor ads on radio 
and tv finally resulted in more 
than 7 to 1 voting against liquor 
ads on broadcast media. 

And at a meeting in Tucson of 
the Arizona Broadcasters Assn., 
delegates representing 30 of Ari- 
zona’s 46 radio stations and all 
eight tv stations in the state unan- 
imously adopted a resolution to 
continue the industry’s ban against 
hard liquor advertising. + 


FTC Names Sweeney, 
Steps Up Radio-TV 
Monitoring Activity 


WASHINGTON, Dec. 4—The Fed- 
eral Trade Commission today 
named a vigorous new chief for its 
radio-tv advertising unit, and des- 
ignated all 350 of the commission’s 
professional staff as unofficial, lei- 
sure-time scouts to keep their eyes 
peeled for questionable radio-tv 
commercials. 

The new head of the radio-tv 
monitoring program is Charles 
Sweeney, who has been serving 
unofficially in the job for several 
weeks. During most of the 23 years 
he has been with FTC, Mr. Sween- 
ey has been a specialist on drug, 
food and cosmetic cases, and has 
been responsible for handling 
many of the commission’s most 
important cases in these fields. 

The new program to step up 
coverage of radio-tv commercials 
calls on all FTC employes to re- 
gard themselves as scouts for the 
radio-tv monitoring group. All em- 
ployes here, and in FTC’s nine 
field offices, are being provided 


with legal information sheets. # 
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AMERICAN 


MAGNETIC RESONANCE 4UFTV CENTS 


August 1958 


SCIENTIFIC 
AMERICAN 


4UFTY CENTS 


October 1958 


| SALAMANDERS IN THE LABORATORY 
} 
‘ 


The engineers, scientists and technically trained 
executives of industry read our magazine for en- 
joyment and knowledge. Their interests are inside 
and outside their specialties. They are interested in 
the creative process and the regeneration of limbs 
in the salamander, in the mathematics of “perfect” 
rectangles and the magnetic resonance of the atomic 


nucleus. Proof of their interest is our steadily 


SCIENTIFIC | ¥ 
~ AMERICAN | 


INNOVATION IN SCIENCE 4UFTY CENTS 


September 1958 


SCIENTIFIC 
AMERICAN 


“PERFECT” RECTANGLE 4UFTY CENTS 
Movember 1958 
I canna aed 
growing paid circulation (now over 200,000). In ee 
the creation of new products, processes and plants, 
these men of Technical Management deploy the 
purchasing power of industry. More than three 
hundred companies, sure of the need to speak to 
Technical Management, speak to them in our pages. 2 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVE., N. Y. 17 
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If you want to sell musical instruments, radios or television 
sets, go where every page is full of ideas that sell: Better Homes & 
Gardens, the family idea magazine. BH&G’s home centered readers 
are ready to tune in on the world of musical ideas for family enjoy- 
ment that they find in Better Homes & Gardens. One result: BH&G 
primary families bought more than 10°;* of all the television sets 
sold in the U.S. last year! 


*BH&G Continuing Study, January, 1958 
During the year i 
1/ of America reads better ' OMNES ... the family 
_ a > ; 


idea magazine 


CHANNEL 


: 
* 
¢ C 


REPRESENTED BY 


i BLAIR-TV 


BASIC 


NBC 


AFFILIATE 


Telephone: FAirfax 1-8700 


Writer Foresees 
Better Researched, 
More Credible Ads 


Syracuse, N.Y., Dec. 2—A fu- 
ture in which advertising will be 
more believable and more ably as- 
sisted by research is foreseen by 
Philip Ward Burton, chairman of 
the advertising department of 
Syracuse University. 

His predictions are contained in 
“Journalism Tomorrow,” a collec- 
tion of prognostications on various 


aspects of journalism made by} 
members of the faculty at the! 


school of journalism at Syracuse. 


While not attempting to set a| 
timetable for the changes he ex-| 


pects in advertising, Mr. Burton 
notes that “it does not look as if 
the changes will be revolutionary.’ 
Some of his comments: 


e “Consumer advertising will be-| 


come more believable. The arti- 
ficial dialog in print and in sound 
will be replaced by conversation 


from the heart of Pittsburgh 
to the entire tri-state area! 


WIIC PITTSBURGH 14, PA. 


TWX: PG 16 
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that sounds like natural conver- 
sation between two human be- 
ings.” 

e “Consumer advertisers will 
emphasize even more than they 
do today the image-building 
approach... Advertisers will 
create identification for their 
products and their product mes- 
sages by creating a favorable 
image for the company adver- 
tising those products.” Future 
admen will look upon research 
as “an indispensable tool.” 


e “Even in straight product ad- 
| vertising, consumer advertisers 
will do less importuning of the 
j}audience than they do today. 
|The better educated, more so- 
phisticated consumer of the fu- 
' ture will resent even more than 
| he does today the pitchman ap- 
proach. Gradually, hard sell 
| will vanish; the soft sell that 
| takes its place will be more in- 
telligently conceived, more per- 
| Suasive in the long run.” 


'e “Aiding the consumer—and 
ithe honest advertiser, too—will 
| be a greatly strengthened Fed- 
| eral Trade Commission. Instead 
'of hamstringing this department 
| by denying it adequate operat- 
ing funds, the government will 
|give it ample money and per- 
sonnel.” 


e “Another field for advertis- 
ing that will develop over the 
years will be government ad- 
vertising ... Big government of 
the future will be a gigantic ad- 
vertiser. Perhaps, however, it is 
unfair to advertising to use the 
term ‘advertising’ to describe 
| the government’s use of the me- 
dium. A_ better description: 
' That the government will apply 
advertising techniques to prop- 
aganda activities. Thus big gov- 
ernment of the future will ad- 
vertise intensively: (1) To in- 
form the public about latest 
government directives and ac- 
tivities; (2) to propagandize in 
order to create a favorable pub- 
lic opinion toward objectives 
sought by government leaders.” 


e “Subliminal advertising, un- 
der strict supervision, may well 
be used in the future. Despite 
the present furor about this use 
{of persuasion, public opinion 
may gradually swing toward 
preferring this kind of adver- 
tising to the less subtle forms.” 


e “It might be difficult to rec- 
ognize the advertising agency in 
the years ahead. Some of these 
changes have already been por- 
tended in the 1950s. One of 
them—the marketing agency 
concept—will continue to grow 
until the advertising agency 
does, in fact, become a market- 
ing agency. It will not be sur- 
prising if, in the future—the 
name ‘advertising agency’ is 
wholly discarded in favor of 
‘marketing agency’.” 

e “Because of the marketing 
agency concept, there will also 
be a gradual swing away from 
the traditional 15% system... 
The agencies will work out their 
financial arrangements with the 
advertisers who, in turn, will 
pay the media.” 


|e “Advertising’s important role 
‘in evening out the ups and 
downs of economic cycles is be- 
coming recognized—a role that 
will become even more impor- 
tant in the future, when the ad- 
vertising men, and the econo- 
mists themselves, more fully 
understand it.” = 


Sea-Land to Ried] & Freede 

Sea-Land Service division of 
Pan-Atlantic Steamship Corp. 
has appointed Riedl & Freede, 
Clifton, N. J., to handle its ad- 
vertising. Sea-Land is described 
as the largest fleet carrier in the 
U. S., and expects to bill an es- 
timated $250,000. 
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: | Two Long Beach, Cal., agencies,| Frank J. Blewitt has been ap- O., as its advertising and pr coun-| view, Portland, Ore. 
License Form Asks ee ae ee 
; Wi ad, | Se tote : airy stores in eastern 
and Sarver-Witzerman Advertis-|Times, Scranton, Pa., succeeding Ceccccccccscoccccccers 
WASHINGTON, Dec. 2—The| are Gene and John Curtis, owners |Blewitt has been acting ad man-| ‘Pacific Drug’ Names Rep urs laugh with th 8 Have Better @ 


FCC's Revised | Long Beach Agencies Merge Frank Blewitt Named A.M. Norman Malone Associates, Akron, ; representative for Pacific Drug Re- 

| Patch & Curtis Advertising Agency | pointed advertising manager of the sel. Cumberland Farms operates a 

Programming Datai |ing, have merged to form Curtis, | the late Humphrey E. Bradley, who | Massachusetts. : MAKE ’EM LAUGH! 
Sarver & Witzerman. Principals |died Nov. 11 (AA, Nov. 17). Mr. @ Friend! prospects ay, elckar. Make © 

Federal Communications Com- of Patch & Curtis; John Sarver|ager during the past year. | Jerome Meyer, formerly eastern $y — Oh — FA Ee 


oe cae er Psp pr and Joseph Witzerman., The new | |representative for Northwestern| ®@ tor details on your business letterhead. 
of to S408 . ag simplification agency will headquarter in its own Norman Malone Adds One Druggist, Central Pharmaceutical| $ FREDERICK E. GYMER 
5 licensing forms, but the building at 3308 E. Broadway, Long| Cumberland Farms Dairy, |Journal and Southeastern Drug|® 2123 E. 9th $t., Cleveland 15, 0. 


commission’s draft retains a re- : : SOOSSSHSSSSSOECSSSESESESE 
. . nted | Journal, ame s 
quirement that broadcasters| °°" | Woonsocket, R. I., has appoi |Journal, has been named eastern 


provide a general outline of the | 
programming pattern which 
they intend to follow. 

Commissioner T. A. M. Cra-| 
ven released a separate opinion 


in which he said that FCC’s & & 
questions about programming 
plans represent an “illegal and 
impractical” effort to influence 


the kind of service offered by ° . 
broadcast stations regardless of 

the needs of particular commu- | ° . : sa 
nities. The colorful mid-month magazine devoted to family living. 


= Some segments of the broad- 
cast industry have contended 
that programming questions 
should be dropped by FCC. Un- 
der these questions, applicants 
for licenses or for renewal are 
asked to indicate the percentage 
of time which will be devoted 
to various types of program ma- 
terial. 

Commissioner Craven said he 
recognizes that the commission 
as a whole has no desire to cen- 
sor what goes on the air. But, 
he contended, the mere fact that | 
the commission asks about pro- | 
gram plans represents a “lifted | 
eyebrow” form of regulation 
which influences the kind of| 
programming that stations de-| 
cide they ought to present. 


® FCC contends it asks the pro- 
gramming questions simply as 
a “guide” in determining wheth- 
er a station will operate in the 
public interest. It claims it does 
not try to influence the actual 
apportionment of time and! 
points out that it does not in- 
vestigate particular programs 
offered under any category. 

A number of advisory groups] | 
participated in the revision of 
the form, which retains in sub- 
stance the same provisions used 
by FCC for many years. An of- 
ficial summary indicates chang- 
es were designed solely to clari- 
fy and simplify the form. 

Broadcasters have until Jan. 
19 to submit comments. + 


Wallace Dealers to Help 
Write Consumer Campaign 
Wallace Silversmiths, Wal- 
lingford, Conn., is running a 
dealer contest asking what 
“sure-fire single sentences” the 
dealer uses to sell each of the 
5 ; 13 Wallace sterling patterns. 
The winning “sentence sellers” 
will be promoted in the compa- 
ny’s consumer campaign for 
1959. Women’s interest editors 
of magazines and newspapers 
are also invited to enter. Prizes 
will be Samsonite luggage, Van 
Heusen shirts, Knox hats and 
Prince Gardner wallet sets; all Reader D. L. Richardson of Hollywood, California, sent in this picture when TOGETHER'’s . 
are clients of Grey Advertising photo editor requested color transparencies depicting scenes of family life. ; 
Agency, which handles Wallace. 
The consumer campaign dur- 


ing the first six months of 1959 A good measurement of TOGETHER’s influence in over 900,000 homes is the re- 


will consist of 55 insertions 


both color and b&w) in nine > ° ‘ . 
magazines: Bride & Home, sponse of readers to editorial suggestions. For example, TOGETHER readers have 
Bride’s Magazine, Charm, House 
Beautiful, Living for Young . ; ; ° ore 
Geddes Mudsuetadiie, spent an estimated $20,000, exclusive of equipment, in submitting over 16,000 color 
Modern Bride, The New Yorker A ; : en ; ; 
and Seventeen. transparencies for publication. This influence is important to you, as an advertiser. 

Toni Appoints Billingsley Send for the latest Starch report figures on this family market. 


Gene Billingsley has been ap- 


ointed sales promotion man- 

ager of Toni Co., Chicago, a di- READ BY OVER 900,000 CHURCH FAMILIES 

vision of the Gillette Co. He TOGETHER ... the midmonth magazine for Methodist families, 740 Rush Street, Chicago 11 3 
formerly was sales supervisor Bei? 


and assistant sales promotion 
manager. 


. Ns j : % 5 i most he oie cute y 5 
viene . , ; = : oe : : 5 if _ - RA ed 5 . : : : oo a ae a i 3 es ar ; a ze 
ve ee 
f * 
ad On 
~ ae oa x, a 
ee 
Beet! 
cy ene 
r " Ns) Sate 
ooh saeco 
es See 
7 Bette . 
: Ste bes Nagy ss > no saeae st Se 
Meee, \) \y e \\ feel eke, . sa ake 
My KS oe a ae | Drinking o@ Airlines 4 frewow i See 
ries ¢ Midmoath Payezema jor Methadsl Domedins December 1958 i 
i nae . ; 
4 wit wet age . + : 
@ = , i es - Ree : * eames A 3 | fra ea 
v a is Q ’ ¢ » gc OD ye ’ re 7 ji ere Ag 
: PAN 44 , aa | Oo 
i x. % tolp : ‘= , or, | el 
erie . . ° 3 / Ee Be 4 ~ Bie iy < 
oe } : 4 % = E i ie " x ‘ ; é. rei e. 
Eola i f By (So Mr ik. | Tame Le \ 5 i 
* ’ p bs 4 ho blige é = CS ie , eras 
if 3 F is ; GRE hoy a aoe jv sel 
ty ™ 1 # - ime = ae: hw —_ g . - 2, .gane cad 
Reg | —- eas -. 
é ] a, ta é a id e \ A " 2 SA j E an 
ms # ae Re ae ’ oe dee ase 
: if ee ee eee, ee ee BS are pena 
: ee a eS ff 5 at i i Ss 2 , ir teh eee ae: 
; J 3 | 7 a a eS ‘tei : ir ~ on ,* Ne , : eet 3 = fe Abas 
, a 3 il ak Spe is a oil a oS Soe { eB = k se, a a os Py 
Ps oo .. ae . 5 Sy: ; Pos ry i at ae: 
. “SY eee por , % “1 : | , & a ae 2o | Sek aa 
Pine <a + Fe ‘ - E ay ey Li ijt, eS 
a Stee 7 _& ¢ 3 -e ” ca pte, 
ho | a. f ; ot , A 4. ae verre 
BS job - y ; ce J > aa a 
Wash i ‘ig ws - “ n : E BA . x as rot ai? , , 
: ag weeps las ; " - 
" CO Ve = * 
; > Sete : a “a Z a fine 
- y -— a, 5s eal ees 
j + ? ; ff « — va 
e J Bens | ? ae oa ~ee ee ¢ Let an 
ee Ge aes a F Winer ede ~ pe 
a <i ; x Bes i eae ; e 
a oii ‘x 4 eee “1 Ta, cae 
= —. ~ 4 ri - ied, a ‘ as a { een - 4 in) 
. “e* ay a wee if bse — | ; re = 
# j : : ae is tian —_ ae 
; & a oe 3 ae 
‘ = Z F Ri “ \ Oe meet a ; ‘ 
Pe ——— mi sie. - : - be Tie ie a ae 
ae iy ie aa ee : ts BU “eee 
ahd a a ae Ss eee : > 4 hh. 4 r esate 
se ; - et) > Lae < rast tia atte. , i eee 
ue ‘ Ae ine 4 2 a a Se . 
ex , cea me ae fe b 2 eseey ae ’ -_ s 
— . re \ i ey & — 
Res ae P * i? a _ Re 
: ¥ —: Bt eae ee \ 
| 4 file a 3 ¢ | ) F : 
eS. _ ott ican Px ee ay =: . i 
; iv yin ‘ ; ett ee . oe 
a . é eth a ait sa ganic tale. aie ; ; SE yS ee i t : 
<#h 
SS 
3 
Fors 
etl 
oe 
i x 
ies 
; a er 
ra ae 
7 ie — i 
c. 
fe Pk 
a 
ait 
2 
ae 
Po Cae 
a 
Ban 22 
i 
: : sen oe 
ae ae EEE SS ee ee Laie Cee tReet ane SR. nee tseegea ae nt aes COE = ORR * on, RR A yi... Miva ee cd ns WO re iy Me ER 5 a cs 
Pes A dre or eS See Dera sunt i ethan sa ee oj) ne. irs ees Sere aes iat Bole ee See”  !} PRI EN” Oo Rie tue Manes pl ok ie mi! ee. bi ee 
STaial WEN RE ek SEs se eee ee Meg er On Mr ee ae Eg ee ee ee pao ea: rea 7 ea coe 
| Bg Pao as ee A yan eer ee uke nee fg ee Ms So PR MMR he a oe ey 2 Ra ce oe Een atl ak eg Me a ag Liao A ae Eee eich eee la are ty aah ek Vek ae, ate te 87 GS Baahase Mino ise 87 


today 
as never before... 
the important 
buying decisions 
are made by top 
management 
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The Editorial Viewpoint... 


The Case of the Rented List 


While the Direct Mail Advertising Assn. promulgates a code of eth- 
ics for the rental and exchange of lists, and agency men aver that too 
many second-rate and too few first-rate creative talents are being put 
to work on direct mail, the medium continues to suffer from something 
that the code for list users ought to discuss, but doesn’t. 

Direct mail is certainly not of a lower creative order now than it was 
some time in the past; we have every right to assume, on the comtrary, 
that it is more carefully and more intelligently prepared than ever. 

What is causing so much public unhappiness with direct mail is not 
so much its content, as its volume. And what is principally responsible 
for its overwhelming volume is the fact that no one any longer has any 
scruples whatever about renting lists or exchanging them with others. 

List brokers once secured their names almost exclusively from peo- 
ple who sold commercially by mail, and who in turn built their lists 
largely by direct advertising. But now it apparently occurs to no one 
that there is anything confidential in any sense about any list. So if 
you subscribe to a magazine, or open a charge account at a retail store, 
or send a contribution to a university or a charity, you quickly increase 
the flow of miscellaneous mail at your home or office. 

In our case, a modest contribution to the operating funds of a rather 
well known university has brought us an extraordinary collection of 
mail with a specialized appeal to a certain minority in the population 
to which we do not happen to belong. In this instance, cause and effect 
are obvious because all the mail bears the same mistake in address 
which appeared on the original acknowledgment from the university. 
Yet when we ventured to protest to the university’s president against 
this obvious commercialization of the names of his contributors, he 
seemed genuinely surprised that anyone should question the practice. 

This universal willingness to make a few dollars by renting lists 
causes another headache for direct mail which must result in lowered 
returns and greater cost. With so many lists available, any collection 
of lists is bound to have a high number of duplications; but with labor 
costs so high, no one can afford to check them in advance of mailing. 
So you not only get a lot of offers from a lot of people, but you get a 
substantial number of duplicate offers. 

The whole subject of lists and rentals and exchanges deserves more 
thoughtful consideration from more thoughtful people than it has been 
getting in recent years. 


FCC Speakers, TV Performers, Etc. 


Hal Boyle, Associated Press feature writer, devoted a recent col- 
umn to an interview with Candy Jones, model, tv commercial actress 
and wife of Harry Conover. 

Few, if any, television commercial actresses have matched a record 
Candy Jones set not long ago. As Hal Boyle relates it: 

“I did six tv films in a single day,” she recalled, “and the final pay, 
counting residuals, came to $34,000.” 

Candy’s probably one of the downtrodden AFTRA members cur- 
rently pushing the networks for a sizable pay hike. 


* * * 


We see by the papers that the Federal Communications Commission 
told House investigators it will ask Congress next year to bar FCC 
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Gladys the beautiful receptionist 
| 


—Joe James, Dallas. 


“He usually doesn’t dig culture, but he turned out in white tie for 
‘Medea.’ Thought it was about advertising.” 


members from making speeches for pay. Seems such speeches, espe- 
cially to radio and television groups, have been sharply criticized by 


congressmen. 
This kind of thing seems a li 


ttle childish. Congressmen make 


speeches for pay; why shouldn’t FCC’ers? Rules of reason and of de- 
cency ought to govern situations like this—not rigid regulations that 


don’t necessarily make good sense. 


* * 


It is a little shocking to learn that the Air Force has invited 100 


agencies—100, we said—to compete 


for its recruiting account, and has 


also left the door wide open for others who feel qualified to handle the 
$1,000,000 account but were not invited. 

Let’s hope they have the knowledgeable and experienced personnel 
available to work the list down to manageable proportions without too 


much difficulty. 
# 


= 
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What They're Saying ... 


Media's Siren Song 


. . . | 
Merchandising services offered) - 


by publications or radio-tv sta-| 
tions should not be a decisive force | 
in selecting media—unless the| 
choice is justified by all other! 
standards of performance. The) 
sending of postcards and contacting | 
of retailers by media is fine—by 
all means take advantage of such 
cooperation. But retailers are in- 
ured to getting such mail from 
media, carrying a list of products 
advertised. And it really is of little 
value to have a newspaper’s mer- 
chandising man include your prod- 
uct along with two dozen others, 
as he rattles off a list of advertisers 
to retailers, buyers, etc. 

The limited budget advertiser in 
particular tends to be swayed by 
this siren song. Unfortunately, your 
own merchandising cannot be done 
effectively by anyone else but you. 
If supplementary services are ef- 
fective, you’ll pay for them; if 
they are not paid for, they may be 
gestures of doubtful benefit. In 
any case, it is the value of the me- 
dium itself, in reaching your pros- 
pects, that is the most important 
thing. 


—“Perspective,” newsletter published 
by The Zlowe Co., New York. 


Copy Test 

What are the signs of good copy? 
I’d say there are four of them. If it 
startles you a little without shock- 
ing you...if it strikes you as 
something you might have said if 
he hadn’t said it first... if it sticks 
in your mind, like an idea you 


weren’t quite ready for, but which 


you feel you could grow to enjoy 
..and if it sounds as if this man 
were talking to you...then, I 
think, you can be reasonably sure 
that it’s good copy. 


—Pamela V-W Wood, copy director, | 


Silton Brothers, Callaway Inc., Bos- 


ton, speaking at the public relations | 


forum of the Massachusetts Bankers’ 
Assn. 


How to Treat Creative People 
Good advertising should be un- 
laydownable. An ad mouthing gen- 
eralities is awfully laydownable 
and gets nowhere—like trying to 
nail marmalade to the wall. To get 
vivid advertising, let creative peo- 
ple be free of red tape and dull di- 
rectives. Let them be important— 
up on the decision-making plateau. 
Give them four to six weeks’ vaca- 
tion. You probably shoot grouse in 
Scotland and bask in the Carib- 


bean. Fine. Good for you. But! 


what’s good for the bee is good for 
the swarm. 


—Bernice Fitz-Gibbon in her series 
of trade ads for Coats & Clark Sales 
Corp. 


Men in White 


Commercial actors are to be 
banned as medical pitch men un- 
der a new code, and it was felt that 
this might spell the end of the 
nauseating gastrointestinal displays 
that elutter the American television 
air. The New York County Medical 
Society has just sent out a warning 
to all its members after three of 
them reported they had been ap- 
proached with seductive offers to 
make filmed commercials. 


—From an editorial in the Hartford 
Courant, 


gk Se 


Advertising Age, December 8, 1958 


Rough Proofs 


The new Aqueduct race track 
| will have an agency to advertise its 
many attractions. 

The idea will be to assure bettors 
they’ll have a good time even when 
losing. 


Calendars featuring nudes are no 
longer good advertising media, as- 
serts Jay F. Shaw. 

After the Marilyn Monroe clas- 
sic, everything had been said. 


“What kind of market is the 49th 
state?” asks the J. Walter Thomp- 
son Co. 

Seems to be Democratic at the 
moment. 


Smokers are so confused by the 
multiplicity of new brands that 
confront them at the cigaret coun- 
| ter, it’s no wonder they objected to 
;a change in the familiar Camel 
| package. 


| 
| e 


| Those tv writers who blame ad- 
vertisers and agencies for stifling 
their creative genius merely want 
to be permitted to discuss homey 
subjects like abnormal sex and de- 
viating communists on their shows. 


“Sociability to be 59 Pepsi mo- 
tif,” reports the world’s greatest 
advertising journal. 

Just so you won’t forget. 


The song of the Lark in South 
Bend was temporarily silenced by 
the walk-out of all those dedicated 
craftsmen who have been toiling 
so long for Studebaker. 


“Send us comprehensive samples 
—your own—and your resumé,” is 
the wording of an agency invita- 
tion to copy men. 

There’s a dirty dig in there some- 
where. 


The Courier-Journal and Times 
describe Louisville as “the Ruhr of 
America, where one newspaper 
combination reaches 99% of the 
people.” 

Must be the other 1% can’t read. 


A big New York company look- 
ing for an assistant advertising 
manager says he must possess “ad- 
ministrative and platform ability.” 

Speaking, or writing the copy 
platform? 


Magazine publishers who run in- 
serts for advertisers classified by 
the Post Office as “independent 
publications” are willing for once 
to surrender their independence. 


A retail grocery chain looking for 
a division advertising and public 


relations manager adds, “Initial 
salary to 10,000.” 
Dollars or boxtops? 
Copy Cus, 
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Some advertising slips past a cus- 
tomer’s consciousness so smoothly he 
doesn’t know it’s there at all. 

It’s not on his wave length; it doesn’t 
speak his language; it’s not even in his 
world. 

There’s another kind of advertising 
that gently (but firmly) picks up the 
reader, or viewer, by the scruff of the 
neck, shakes him awake and dumps him 
right into the middle of your sales story. 

He says, “That’s me they are talk- 
ing to.” 

Then he’s with you all the way—with 
that food, that work-saving machine 
or whatever you want him to wear or 
drive or build. 

The psychologists call this “Involve- 
ment”, We call it good advertising sense. 

It’s the kind of advertising our agency 
is very partial to. 


We work for the following companies: ALLSTATE INSURANCE COMPANY + AMERICAN MINERAL SpiRITs Co. « APPOINTMENT 
HosrerY MILLs, INc. « ATCHISON, TOPEKA & SANTA FE Rartway Co. + THE BissELL CARPET SWEEPER Co. + BROWN SHOE COMPANY 
CAMPBELL Soup CoMPANY + CHRYSLER CORPORATION « COMMONWEALTH EDISON COMPANY AND PuBLic SERVICE COMPANY+ THE CRACKER 
Jack Co. +» Crane Co. « Tue ELecrric AssociaTIon (Chicago) « GREEN GIANT Company + Harris TrusT AND SAviINGs BANK + THE 
Hoover Company + KELLocc Company « THE KENDALL Company + THE MaytaG Company + Mororo a, Inc. + Partie Morris Inc. 
Cuas. Prizer & Co., Inc. « THE PiILLsBuRY COMPANY + THs ProcTEeR & GAMBLE CoMPANY + THE PurE O1. Company + THE PuRE 
FuEL O1t Company « Star-Kist Foops, Inc. + SuGAR INFORMATION, INC. + Swirr & ComPANY « TEA CoUNCIL oF THE U.S. A., INc. 


LEO BURNETT CO., INC. 


CHICAGO, Prudential Plaza * NEW YORK * DETROIT * HOLLYWOOD ¢ TORONTO 


33g Sons aba aes cue ” oe ee a Kis Blas BS ta 3 a te rice ae 
al x Pr Re. Bs oS 
; 
se : 
. 
F mie 
es ao 
; Kf 
eas 
ag Re 
‘ eae 
ae 7 naa 
ve “a 
sa ee. 
iy oe 
r ‘ Bo 
' ‘a na 
a 
esa 
i ‘nae 
9 9 : i 
; f Sey 
“ e 
é ewe 
ia 
3 “e 
ce sit 
. Bee 
aie 
; Fog 0 
ro ie 
. ae 
Mas Met 
4 Ri 3 
aU 
’ nee 
3 pe: 
; peel 
ane 
—— eer 
: . ee ee ee ae 
i ‘ : ay roe ‘ i Sie ge ee Bg gre 
eyes : : “ae ed ‘ tak ae eres :. we - ; a eee, 
Sa Ware Epa ee hoo Rate trae Fiat oe 8S Tr is ae 
‘ CRS a kee Oye © Ta hie Eee pa AS * Seas: 
; bd 5 fe? apis eee ? Dee yer waar Sk ea ee re 
i ee a ee é iis "aie ee ae Se Sia, fis eee 2 F oe 
mr * SY ae an ' pera) Ohl ah ieee , ‘ 2 
lc cg ae a a et ea : a 
pied PE i ee ee ; a P SB OORPCRII ESA oe ale P : 
: ? <a aod hemegere eager eee ae a te 9 nen 
r Lien BR FH pee ee a “a a (AIRE See hea Sea rt aa 
Be rts ik late %. — Ries! MS hols Ue a Weis: 
i UR ARE gen age gy, cee z es . 4 : ds = Seger = | Poe 
ee ets  eieecltenmiber Me age eas ee i ~ i ie Wig pea Net aaah 
be Si ee a ae : ¥ heck ast a fl Pee ae at ae 
ak Hoe 2 ee ee pao d £ nail ea a ele ee 1 fee a 
ES, 2 AE gay SS Nor tart fe: — ter vie he 4 ie 
ee cee em ey ‘i a cnet ‘ oo 
i Tee Ei ho ls oa & Fe ‘ a aa 
i ae ai saRpiecrit Spey ‘ SS Ee y site: | Dd 
ig s etageh: a 4 ae te . ee ‘ Ms - Sige 
noe rae o_o i a i STE era Pps shale 
= Da aay . a af : = 
1 BS See aR Seelec ! ‘ os : eas : os) 
Pape. WG NOP a ery em lise a bs Soe Wak whi : ie 
2 ean rks Fem a ox - bs ee, c hee 7) g ey 
; i ie Re ‘ e a i aie { ne ¢ 
: Be me se E ; ee —_—_- a ea ae , on 
pe wer pai py ci 3 Et ad Pate ee. : oy r es Oe ag oe | eS 
je 5 ee — j 
fs - ‘i 4 iz ee F ee Pe , — r n 
i ait ine CH Teateie oe a of P — e 
: i f ‘ iit 5) = — = 
j ; Siam ays ee a9 = nae = J : 
% a Th A ce : - } 2 [ 
p is * . $ : ice = 
E v : ' By 
2 @ * ame ele q * — = any ; 
op : ee . eo 4 Re oe ees ae eee 
: , ag " jaar oy Mee: eee eer see 
s ee, ata. ee ‘ tent sit ct AREA eer 
de qlee eae t =e @ fi ee Epics 
E Nee a bcs — i ee — co 
- ss = pee a % * Ba mh sll em ‘$ an 1 
. 2 ae cea : eT He Z 
Bie eta ; za i, é 
< : a oe PE bey We F F i sir y see : 
: zr bis, eS a 3 i 7 
: sa el Ae ae ie ia Sa ei ee ? : age ae ; yf ’ a 
ai 4 a eee eee a } eer Pn Ae t su 
svtuts 4 Pe | “0a ae ‘ rete Mey eM cs GS ge iad... 3 Se i = Eh} os _iteangll ite 
Bar Satna Ce RAEN, hy Pe er ee ; Pt. nes 4 eae : mi 
" Meee rg tiene a ee epee! ein Nene a hy cc) ey , ae OE an i es 
ma Woes ane Ae ee rag eats! oer a a ae : eee, aig oF i He ; 
me Oeste srs earn Pe cee ree ee eebuam ’ sf Re iinet, Pe i ae 
P wanes pe ear yea 3 Re ee ee er aa Dije- akin pet ae ct ™ eee 
; Be i a ee ee Pi. age ae Selle " nae 
Bisa,’ ne: Cae Pie en ae se eae es " i Gn eee, i iat 
“ «(oS et mene ee RIM AE agmectac SO Das ne Os co : Hei. ¢ voi eta Os 5 esas 
heed ioe eta eee Ne oe tei iat Aion gaaies i . Salk 4's Sasi eareamanes 4 ee 
ghia 5 ese 4 ee Sas aoa ; ae Bia er " eee te . mcmeabs 
aoe aro. ce ie ee ema Oe hee ra a. uae aes ee eee Sete 
cay he I Risr ar aR ie PR elie Ca NES ee Se ee 4 het a m4 pee 
: is ere 5s wee Be Die a eis ee oe a fee lee: # Bese 
ee ot cage eeeanre Sage gee a ee "eet 
i m PRs ‘ ig ‘ me EN aun ss 
rt * ets nae ees fe ty. a p S Bee a baeie iS 
: Be eee " Se ee oe ee a Drea peter ie a eRe eae 
ees ae ea ~\ ’ ‘ae Be een ae nam 
: ge eee. eae ee ‘ - BE et eet er 
aed wes Li ; gone a Pigs én Ri Re een vie 
a ide eae Or es ed aS : i “2 See seg : rn 
x. cine, Oe Nees ee 2 i ran Pe 
saison eg eae nase, ; Rac eee a Be ee Coa au Tiago aged 
ee eee ee CP pee cr re eee igre a <theil 
int ite a ete er ARNE (se cee retigger SSIS ee ie ee Be eae aad seat 
: UNS eet a eer Bis 1 FCP eae Slee ame 7 “Mik nF : os nt ies 
Ads 
ae 
? a 
4 mir 
Rig 
: 
“Bo 
: ey ad 
a 
~ beg 
Si ts 
ee Sy 
oe o 
fio, ‘ 
ho rs 
ees, 
Mos 
iin 
Te 
paths ak 
— 
rr i ee z ¥ 
Shean 
ee % 
a 
, ; . teen 
is bet, a: : i 
pars ta 
deere NC ia MR mat pf So eae it a ot or Pare Bs a Faas gies. er coe er 
Ber SO ge Reo LTY soem Mammen ayer Tia 5: 1a eer aa Ceci gee a meat ee ee ae teense Roeser cr te ae: 
pap st ed eins ioe Sg ey NP Ree es La SETAE Point pei au soe Sis 7 elke ey Soe ae Boo ne eS ne amc a) of ae Bea Ticats S sighs ; s : =} 
a Re a ee ee ee Gosia ees Bee SGT Oe eNOS Rap at a ae Ss S| gee ea ee Bice Ccer ea ae Nar SR UE 5 er ee once oy cele | ies ee a ; 
oe eh ee ree ee) ee Fas EES” ae Ss Rey Seige te Gl i eed Toa Sate e pee es Sr er Ret, Win sere, ce Phan Oe NS ne | 
ee eee cial de ee ee Sa oy inp ete Ge a Cy aaa Meee - Sg eens Pee eee Ma CO ee re et ee ees eee ver etien vce oa ee Re get oe Ree ter a. seas Sores iraey ee SEA eee So a ee | 


oie 


These homes may look alike but the difference to @ 


That’s how much more is spent on consumer products and services each year by U. S. 
households with children under 20 than by homes without children. 


The difference is greater than the current defense budget. Larger than the annual profit 
of ail U. S. corporations. More, even, than the total amount of money in the country, 
including coins, bills and bullion. 


While only 56% of American households have children, they account for 64% of consumer 
mS expenditures. Household for household, this spending difference in favor of families with 
: children amounts to $1,315 a year—or 39%. 


Is all this excess money used to buy baby food and toys? Hardly. Most of it is spent on 
, appliances .. . furniture... cars. On drugs ... soaps... clothing. Even on cosmetics... 
tobacco products... beer and ale. For the fact is, people in homes with children spend 
more money per household on all of these products—and many others—than do people in 
childless homes. 


‘ There is an inherent danger here for advertisers. Because 46,000,000 American adults 
live in homes without children, you can command a multi-million-person audience and 
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U.S. business represents 97 billion dollars a year 


still reach few people in the top-spending families-with-children market. That’s why it 
is of such vital importance to know the characteristics of your audience . . . to know just 
how many homes with children you are reaching. Some media are strong in coverage of 
these homes; others, despite vast audiences, are notably weak. 


Look, with 70% of its 27,900,000 readers in homes with children, offers advertisers a 
tremendous concentration of its audience in such families—the highest concentration of 
any major magazine. What’s more, LOOK reaches more people in homes with children per 
advertising dollar than does any other major national publication. 


It is LOOK’s unique ability to capture editorially the essence of family life . . . to evoke the 
interest of every member of the active family ... that explains why so many families with 
children are Look families, why LOOK is literally America’s Family Magazine. 
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of) q Subscription Managers Calumet Directory Published 


" | Open Chicago Office | Reuben H. Donnelley Corp., 
5¢ a thousand ace ° . A Chicago chapter of the Sub- Chicago, published the third an- Demands Know-How, 


Outdoor Advertising son tts vec: 


dle subscriptio: 


Ju n ior Panels reach More People for LESS{ agg Fait 


} Write or coll . NATIONAL OR ys | Publishing Co., 


330 UNION 8 EASY! 77 the group. In! 
" SpRi . able from Mr 
feta "hs 7 ” Yeas _ 'Ohio St. 


ment Managers’ nual edition of “The Calumet Area 
‘tablished to han-/| Street Address Directory” on Dec. 
problems in the 1. It lists more than 104,000 fam- 


J. Howarth, Play- | ilies and businesses in 12 principal | 
gherty, Ziff-Davis | communities neighboring Chicago. 
‘ire co-founders of | |Information about the volume can 
rmation is avail-| be obtained from Reuben H. Don- 


Howarth, 232 E. | nelley Corp., street address direc- | 
| tory division, Calumet 5-6161. 


Other magazines offer you an 
audience, but only PARENTS’ 


offers a constantly moving parade! 


arent 


| On rearing children from crib to 4 collage sil 


WCGAZINE 


Most people, if they like a magazine, continue to read it for years 


and years. Not so PARENTS’ MAGAZINE. The circulation 


of PARENTS’ is constantly rotating. Because of its nature and purpose, 


it is read by young mothers and fathers only during the years 


when they are most concerned about problems of 
child rearing and homemaking. 


Families begin reading PARENTS’ when their children 
are young. They stop reading it when their 

children are grown up. The years during which they 
read PARENTS’ are the ones in which they buy 

the most food, drugs, clothing, homes and equipment. 


PARENTS’ alone of all magazines has a constantly 
rotating readership—a parade of mothers and 
fathers during the years that they are buying the most! 


ccuurion cuaranrie 1,800,000" 


* effective with February 1959 issue 
CHILDREN IN PARENTS’ MAGAZINE FAMILIES 
4,100,000 


see 


the 
¥ 


MONTHLY READERSHIP 
6,100,000 


Advertising Age, December 8, 1958 


Using TV Abroad 


Ad Group Is Told 


| New YorK, Dec. 2—Television 
as an international medium high- 
lighted the latest meeting of the 
| International Advertising Assn. 

Thomas Hughes, president of Na- 
|tional Export Advertising Assn., 
| said that, compared to radio and 
|newspapers in Latin America, tv is 
“the first really expensive medium. 

“Nevertheless, most of us got 
into it as soon as we could and are 
staying with it,” he said. 

One of three panelists, Mr. 
'Hughes went on to explain that 
‘compared to demonstrators—a 
|popular form of promotion in Lat- 
in America but with “astronomi- 
cal” costs per 1,000—television is 
contacting “more people in a day 
than [a demonstrator] could con- 
tact in a year. By comparison tv is 
cheap and worth the expense,” he 
said. 

In those Latin markets where tv 
is now an established medium, Mr. 
Hughes reported, combined billings 
for his agency’s clients run 9% in 
the press, 50% in radio and 41% 
in tv. 


s As in U. S. television, program- 
ming is shifting from mostly live 
to mostly film. Base time rates in 
the Latin markets range all over 
the lot. A half hour in Brazil or 
Guatemala costs $90. Brazil has 
300,000 sets, Guatemala, 7,000. It’s 
$234 in Nicaragua, with 2,000 sets; 
$200 in Venezuela, with 100,000 
sets; $200 in Mexico, with 400,000 
sets, and $2,500 in the Dominican 
Republic, with but 6,000 sets. 

Mr. Hughes said filmed commer- 
cials are essential: “(Good ones are 
as expensive as your best demon- 
strator. Cheap ones are usually 
better than a cheap demonstrator. 
The cost of a good commercial av- 
erages down when you use it in 
several markets,” and using them 
in cinema outside tv markets pro- 
vides extra mileage, Mr. Hughes 
commented. 


= Paul Talbot, president of Fre- 
mantle International, said there 
are more than 20,000,000 tv sets in 
use overseas and 566 tv stations, 
of which 404 are commercial. Ap- 
proximately 100 U. S. filmed shows 
are broadcast weekly in 43 coun- 
|tries, varying from more than 90 
|in Australia to three in France, he 
| said. 

Mr. Talbot described restrictions 
on commercials and programming 
which prevent sponsors from con- 
trolling tv fare in any way. He said 
a filmed jazz show overseas is 
needed, as well as a dramatization 
of the role of the U. S. Negro in 
this country. 

Mindful that a sympathetic por- 
trayal of the Negro might lose pat- 
ronage below the Mason-Dixon 
line, Mr. Talbot said there is $2 
available overseas for every $1 to 
be lost in the South by a film pro- 
ducer, and he volunteered financ- 
ing by his company to any produc- 
er to the extent of any business 
losses in the South sustained by 
the producer. 


s Ernesto Balleste, export adver- 
tising manager, Gillette Co., de- 
scribed his company’s razor blade 
commercials as “the closest we can 
‘come to having a Gillette salesman 
call on a private home and make a 
direct sales pitch,” with the added 
benefit of the entertainment value 
in the commercials. + 


DO YOU WANT THE ACCOUNT? 
. . Reach for BRAD-VERN’S! 


Over 10,000 reconstructed ad schedules 
In '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 or 2980. 
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hls hud Sales 
for SEVEN-UP 


...because 8 out of 10 people remember OUTDOOR advertising! * 


tis the seasen te be je 


ie VIA 2 % { Outdoor Advertising Yam 


Poster designed by J. Walter Thompson Co. 


“An effective merchandising program 
for Seven-Up Sales Makers too” 
Fe i. 7a" 


Mr. Joseph Thul 


Advertising Manager 
The Seven-Up Company, says: 


“We believe Outdoor has done a fine job for us and our future 
plans will certainly include its use. The large, full-color 

posters are effective in all types of markets and we consider 
them basic in our over-all advertising plans. We were very 
pleased with the medium’s practical merchandising services. 
The miniature badges prepared for our Seven-Up Sales Makers 
aided our 1958 Outdoor campaign’s success.” 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


62 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers— Starch Continuing Study of Outdoor Advertising. 
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With the addition of PopULAR MECHANICS to 
its list of special interest magazines, THE 
HEARST CORPORATION continues its program of 
planned, progressive expansion. 

A leader in its field for over half a century, 
POPULAR MECHANICS fits well into the Hearst 
philosophy of publishing—namely, service to 
readers based on an intimate understanding of 
their wants and interests. 


The bright promise of tomorrow...Since 
1902, POPULAR MECHANICS has been dedicated 
to that role of service. When electric power 
was primitive, it forecast the bright promise 
of today’s appliances. When the automobile 
sputtered and churned, it confidently pre- 
dicted and encouraged its progress. When 
timid souls at the beginning of the century said 
man would never fly, POPULAR MECHANICS 
scorned the scoffers, cheered the pioneers. 


American Druggist 
Bride & Home 
Cosmopolitan 

Good Housekeeping 


Hearst Magazines 


Albany Times-Union 
Baltimore News-Post 


Hearst Newspapers and Sunday American 


Boston Record-American 
and Sunday Advertiser 


Detroit Times 


And today, as man conquers space, it con- 
tinues to report with authority on his infinite 
quest for the new, the strong, the good. 


1,300,000 circulation plus 5 foreign edi- 
tions...This editorial policy of boldness, imag- 
ination and foresight has attracted more than 
1,300,000 circulation among eager young 
American readers. 

Also, POPULAR MECHANICS is now published 
in five foreign editions: MECANIQUE POPULAIRE 
(French ), MECANICA POPULAR (Spanish ), poP- 
ULAER MEKANIK (Danish), POPULAR MEKANIK 
(Swedish), POPULARE MECHANIK (German). 

New horizons are ahead for POPULAR ME- 
CHANIcs—widening horizons, leading to even 
more ambitious goals, because this latest 
member of our family will now enjoy all the re- 
sources of THE HEARST CORPORATION: Financial, 
editorial, advertising, publishing. 


Harper's Bazaar 
House Beautiful 
Motor 

Motor Boating 


Los Angeles Examiner 

Los Angeles Herald-Express 
Milwaukee Sentinel 

New York Journal-American 
New York Mirror 

Pittsburgh Sun-Telegraph 


WIRE IRE en th REC TRI TS ELGAR ETIRE ES 8 


New Medical Materia 


Popular Mechanics 
Science Digest 
Sports Afield 

Town & Country 


San Antonio Light 

San Francisco Call-Bulletin 
San Francisco Examiner 
Seattle Post-Intelligencer 
The American Weekly- 
Puck—The Comic Weekly 
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- Advertising Age, December 8, 1958 


= = 
Ne ‘work Gross Time Charges ‘Canadian Retailers 
Source: Tv igures from Leading National Advertisers and See 1959 First Half 
gereern eg aan oe 5% Ahead of 1958 

MONTREAL, Dec. 2—Canadian 
Sep! »ber September % Jan.Sept. Jan.Sept. % |merchants expect retail sales vol- 
9 1958 = Change 1957 1958 Change|/ume in the first six months of 
ABC . $ 5704888 $ 6,627,093 +162 $ 58,282,982 $ 72,252,184 +24.0'1959 to run ahead of the compar- 

cBs 19,925,115 19,415,705 — 2.6 173,475,494 181,179,782 + 4.4/able 1958 period by 5%. 
| 15.280.270 16,408,345. + 7.3 137,434,323 154,718627 +1246) Christmas advertising this year 
Total ... $40,926,273 $42,451,143 + 3.7 $369,192,799 $408,150,593 +10.6| by Canadian merchants will be 
| equal to or above 1957 levels in 
1958 NETWORK TELEVISION TOTALS |90% of Canadian department 
|stores. Of these, half will spend 
asc ces NBC Total 10% more on Christmas advertis- 
| Janvary ...... $9,168,609 $22,094,015 $18,344,111 $49,606,735 | ing this year than they did a year 
February ........ 8,441,988 19,410,741 16,785,315 44,638,044\ ago. Only 11% of the stores are 
March ...... : 9,402,407 21,211,070 18,874,597 49,488,074|cutting their advertising -budgets 

| ee boa . 8,739,456 20,628,511 18,283,379 47,651,346 | for the holidays. 

ser aves 8,477,755 20,970,022 18,470,368 47,918,145, These facts were released here 
ee ae ; 7,387,586 19,733,057 16,648,462 43.769,105| last week by J. Gordon Dakins, 
ARTS ULIO-T “PESETTING- 1 < s < BOK F S ; , bond Sa ee 7,083,555 18,332,925 15,702,029 41,118,599/ exec vp of the National Retail 
a 6,923,735 19,383,736 15,202,021 41,509,492| Merchants Assn., before the Ad- 
| September ..........-.-. 6,627,093 19,415,705 16,408,345 42,451,143 vertising & Sales Executives Club 


ey . can ___—___._. | of Montreal. The data released are 

from an NRMA survey of Can- 
‘adian member stores just com- 
pleted. 


ae 


ae s The survey showed, Mr. Dakins 
HOW DELTA AIRLINES GETS we said, that inventories of Canadian 
gs . Bate department stores are now at 


F about the same or higher levels 


EY sy 
f . “3 ze than last year in seven out of ten 
i: AT t E N Til O N Vv A LU E A stores. Eight out of ten stores re- 
2 ea ’ ‘ st i : oe port that business activity has 
i let picked up in their communities 
FROM A ONE-COLOR ADVERTISING PIECE Prices 

_ ; + Prices in Canada next spring 

s i are expected to hold steady. That 
: ‘ie —- nee pe hegre oe is the opinion of 91% of the mer- 

; = greene Me aa |chants. In 62% of the stores sur- 
lveyed, Mr. Dakins said, their 
inventories will match or top 


comparable 1958 levels. 
On advertising generally, he 


said, although 65% of the store 
DELTA’S NEW DC-7 heads report that niwesener ad- 


vertising rates are higher than a 

year ago, only 24% say they plan 

al “3 ° to reduce their expenditures for 
CPUWCE, newspaper advertising next spring. 

Of the remainder, 61% will spend 


the same amount as this year, 


WITH CHAMPAGNE DINNERS while 15% will spend more. 
—— On profits, he said, more than 


four out of five stores expect 
Cholce of Entrée profits this year to run ahead of 
1957, mostly by more than 10%. 
In the first half of °59, he said, 
85% of the stores expect to equal 
or run ahead of this year. 


> eed 


Beverage Service +- Music 
Three Stewardesses 
Reserved Seats 

Fast Baggage Handling 
and a host of other luxury features 


= Spending for capital improve- 
Call Delta or your Travel Agent for reservations dk vapgageele ments, Mr. Dakins said, will con- 
tinue in 1959 at about the same 
rate as this year. About 48% will 
Reproduced in miniature (the actual size install new fixtures, 19% will in- 


is 34%” x 814”). Original job was printed ¢ stall self-service operations and 
on Beckett Text, Canary, Laid, 70 Ib. 14% will either add a new store 


or erect a new parking facility. 
Stores are stressing credit as a 


- This attention-getting envelope stuffer, produced by Delta Air- — 2 selling tool this year and will con- 
‘ : : Se ; tinue to do so in ’59, he said. One 
lines in their own Atlanta printing plant, is an outstanding ex- store in three is already promoting 
ample of how maximum color can be obtained in a one-color its credit services, while an ad- 
printing job. Delta has achieved a two-color effect by printing in Gittins! 25% plan to increase em- 

i ‘ } phasis on credit next year. 
ae dark blue ink on canary-colored paper. (Actually, a third-color Generally speaking, Mr. Dakins 
effect has been created by screening the blue ink in two areas.) said, Canadian merchants feel that 
; ; a wider use of simplified selling, 
When you print on colored paper you practically get a color recruitment of better quality per- 
free, for colored papers cost little more than white papers of sonnel, more intensive training and 
: : ‘ better merchandise information for 
comparable quality, and colored inks cost little more than black salespeople are most likely to pro- 
ink. duce better selling under present- 

Make your next one-color job a “two-color” job by specifying |@ay conditions. # 


one of the many beautiful colors available in the Beckett line. Polécson joins Vance a 

. . ‘ ‘ Arthur E. Petersen, formerly a = 

FREE—on request—demon stration packet titled ‘How to Put . vp of Buchen Co., has joined Vance ‘ 

‘ Color Into Your Printing”. Contains 11 samples of printing on Publishing Corp., Chicago, as as- , 
colored stocks. sistant to the president. At Vance i 


/he will devote his time to the sale, 
research and promotion phases of 
the company and will study and 
recommend action on new acquisi- 
tions or expansion opportunities. 


THE BECKETT PAPER COMPANY 


HAMILTON, OHIO 


Pilgrim Agency Becomes 
Isker & Adajian 

Pilgrim Advertising, Chicago, has 
been reorganized as Isker & Adaji- 
MAKERS ALSO OF THE WORLD’S WHITEST PAPERS — BECKETT HI-WHITE AND BECKETT BRILLIANT OPAQUE an. Armen Adajian and Rohland A. 
Isker were president and exec vp, 
respectively, of Pilgrim. 


Bee ee 


é E x s ae a : ; Bs oa Le epee : er Re 
: ‘ = . é _ sapien wenn sos ale ei owas ~ 3 Pr ae 5 gece ay = si A al a ET ee 
A ie Pier aan : ¢ : : - rs 
Rs J : ie 
, ae 
4 7 
é 
a 
é E 
AP, — 
* a 
gaat _ 
x7 3 
0 
be 
-_ (| | 
ips 
ud ee 
Je ha 
ie Dane ae cds are eile TS ey Re ee ae ee Wahi ie pen = ae ite : + 
ies ge Bangs cae | ice SA 6 20 eae j DEF PA Sa ane ok “ ig 
ag i acgamiyt SC a nee ee” : aig , 
e it 
a 
oa 
a, 
aN : 
dS a] 
ies 
Bint: 
ant ; 
y i : s ~- ae beet ms: Po z, 
os . x: 3 
co a is <a Ne ke % 
it ; bo tls Shy 
mee ¥ rr de 5 
ne oe r 
" a ee pitas so os os 
; RS 2 aaah rr 
fen: A eee Os w sa We 
Boe We i on peated 
sae Uk . 7 
Se: Si > ae e as ts } 
— pa aaa e the — 
i ed = ail eh at ; =i 
a oe eee ican Bip 
‘i i: ash ultimate — 
? : Sg) eee . “ sieve ae 
aa pe eos My — - — - 55 - ‘ 
x . 5 : a 
ag rere 
tt. ne 
| 
AO in. 
ie 
Q 
a - 
2 a 
ie | 
; ee | 
+: Ne Ay 
ame Ae 
he ee ) | 
, th i » 
=, fs 
OD ; 
ee 8 
ay 8 
sis 
a ¥ 
2 an 
ay # Se ¥ 
ies 4 . ; ae 
: : > - et h 7‘ 2 . : 2 ee i pee SS ee ee a a et IS lec ORRAi mea AN Aad pe LS ES Sia als a ah eh NL Tae A ea 1 ae 
ny Tia high Rs ape eT ee ee eI ae Ee ae “ai : 7 ila ia. oa ma RS ig Se ee ea ea i cae ee GMM Sei | oy <x ieee Stig eg ad LAP See RE ot eee tS ove neste ae Sac en es = 
Lae Se ee a Se Ee ea = ene Se DeRose eS 
Maite < i) | (See ie Ue Mae oa ae : os ee eE Ae eee > a ee Rees Se en © REDE ii ae ei re eae ge Ec th oo one ira Bl fet) oo eta at oteey tee Re kn chs, 
Porayoee es =e ey > Ee tS Fel Ta aE rea) PU le dh he sn Df. Won A gee a a ear SET AW so toicare Sit Se G4 aU one ak CRE aoe Sane ai Below cs oe tien oa. 
— | ee eet pa Sg eee ek Saas ener ye 
ahaa ee rey Mints oman ce ee ee Ce st str afilah st co lai@l tracy cy tog $8: sats NRE Coie is” aah nT Mae pene ee ares 
-< “ileal Peat Sy Ain eae a We ah OR Sema REA Oe ate fo RIM nie oy te ley he he ea 4 he Ma renege, ular Tae a 


The New Yorker is directed toward articulate, affluent and responsive 


families who live in the better residential sections, shop the top stores. 


This is one of the reasons why The New Yorker advertiser attains* results. 


*T he New Yorker sells quality in quantity, from coast to coast. 


THE 


NEW YORKER 


New York, Chicago, San Francisca, Los Angeles, Atlanta, London 
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Smith Joins John W. Shaw |M. A. Jensen Forms Agency | Hancock Names Meyer 

Floyd Smith has joined John W. Melvin A. Jensen, exec vp of | Russel H. Meyer, formerly. re- 
Shaw Advertising, Chicago, as ac-|Robinson, Jensen, Fenwick &/|gional management services man- 
count executive on the Dormeyer | Haynes, Los Angeles, has resigned | ager, Edsel division, Ford Motor | 
Corp. account. Mr. Smith was for-|to form a new agency, Melvin A.|Co., has joined Hancock Indus- 
merly with Campbell-Ewald and|Jensen Advertising, at 1111 Wil-/ tries, Jackson, Mich., as marketing | 
Sunbeam Corp. |shire Blvd., Los Angeles. assistant. 


‘Diner's Club’ Guarantee Up 


raise its guarantee from 500,000 to 
900,000 with 
At the same time, the b&w page 
rate will be raised from $2,340 to 
| $3,940. 
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A typical neighborhood in 

Culver City, California—one of 
many prosperous communities 
covered by the COPLEY “Hometown” 
Newspopers in the rapidly expanding 
Greater Los Angeles Market. 


Only “hometown” newspapers can give you 
effective coverage of Greater Los Angeles . . . the vast suburban 
market which surrounds the city itself. 


Of all Los Angeles County sales, 53% are made outside the city. 
And 25% of the people in this Greater Los Angeles 

market live in communities served by the COPLEY “Hometown” 
Newspapers. Sell them where they live! Include these 
newspapers in your advertising plans. Maximum penetration 

... complete flexibility . . . and strong 

merchandising support at the local level. 


ALHAMBRA POST-ADVOCATE BURBANK DAILY REVIEW 
CULVER CITY EVENING STAR-NEWS 

GLENDALE NEWS-PRESS MONROVIA NEWS-POST 

SAN PEDRO NEWS-PILOT VENICE EVENING VANGUARD 
SOUTH BAY DAILY BREEZE (Hermosa Beach, Redondo Beach, Manhattan Beach) 


Sa 
"The Ring Gy of Truth” 


COPLEY NEWSPAPERS 15 “Hometown” Newspapers covering 


Greater Los Angeles—Springfield, Illinois—Northern Illinois — and San Diego, California. .. 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


The Diner’s Club Magazine will 


its February issue.| | 


Advertising Age, December 8, 1958 
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| J. A. MelLNAY has been elected to the 
new post of vp in charge of mar- 
keting of Electric Storage Battery 
| Co., Philadelphia. He formerly was 
|vp for sales of Ray-O-Vac Co., 
| Madison, Wis., a division of Elec- 


? | tric Storage Battery. He is suc- 


|ceeded at Ray-O-Vac by Owen R. 
|Slauson, formerly general sales 
| manager. 


'Bruskin Uses Cards 
ito Test Consumers’ 
‘Awareness of Motifs 


| NEw BRUNSWICK, N. J., Dec. 2— 
R. H. Bruskin Associates has de- 
vised a new tool, AIM, to measure 


f'consumer awareness of slogans, 


|copy themes, trademarks, pack- 
| ages and other sales messages. 

| AIM (Association-Identification 
| Measure) consists simply of a deck 
|of ordinary playing cards, except 
that the cards, in this case, carry 
| Slogans and sales points. 


+| Respondents are given the cards 


} 


| to shuffle, sort and identify. Brus- 


|kin—offshoot of the old Advertest 
| research company—plans to inter- 


S| view 2,500 persons for every AIM 


| study. Scores will be made by sex, 
|age, income group and geographi- 


| cal area. 


Bruskin reports that it recently 
pre-tested AIM in the metropoli- 
tan New York area, using more 
than 50 different slogans. The Gil- 
lette slogan, “How are you fixed 
for blades?’’, scored highest, with a 
|77% identification. Next, with a 
|71% score, was the “You can be 
| sure if it’s Westinghouse” slogan. + 


Gardner Joins ‘Raleigh Times’ 

William B. Gardner, formerly a 
classified advertising salesman 
with the Record and State, Colum- 
bia, S.C., has been named classi- 
fied advertising manager of the 
News & Observer and the Times, 
Raleigh, N.C. He succeeds Al B. 
Clem, who has joined the promo- 
tion department of the Des Moines 
Register and Tribune. 


Harwood Named Ad Unit Head 

Howard T. Harwood, advertising 
manager of Shure Brothers Inc., 
Evanston, Ill., has been named 
chairman of the advertising section 
of the Electronic Parts & Equip- 
ment Manufacturers Assn. The as- 
sociation has a membership of 
about 120 manufacturers through- 
out the Midwest. 


Headen, Horrell Adds Gits 

Headen, Horrell & Wentsel, Chi- 
cago, has been appointed to han- 
dle advertising for J. P. Gits Mold- 
ing Corp., Chicago, maker of plas- 
tic material for industry, plastic 
housewares, advertising specialties 
and premium goods. L. W. Byrnes 
& Co., Chicago, was the former 
agency. 


Crittenton to Lanolin 

George D. Crittenton has joined 
|Lanolin Plus, Chicago, as vp in 
charge of sales of the grocery di- 
vision of the company. Mr. Crit- 
tenton was formerly vp and di- 
rector of marketing of Aloe Creme 
Laboratories, Fort Lauderdale. 
| Prior to this, he had been a Lano- 
lin vp. 
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Best Seller in HOUSTON because: 
The Chronicle’s magazine “Texas” gives you coverage 


1 WHEN and WHERE you want it! 


The extra dimension of GREAT NEWSPAPERS 


12 of the best of the 52 Home Edited, Gravure Magazines by which you can reach any part or all of the nation. 


@ AKRON BEACON JOURNAL @ ATLANTA JOURNAL AND CONSTITUTION © COLUMBUS DISPATCH © DENVER POST © HOUSTON CHRONICLE © INDIANAPOLIS STAR 
@ LOUISVILLE COURIER-JOURNAL © NEWARK NEWS © NEW ORLEANS TIMES-PICAYUNE, DIXIE ROTO © PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT © TOLEDO BLADE 


aa ; ba ae = Sy ae : ea hee ee pee Soe ‘ ae a : : , ; 5 
— ; Se a oe eee lee ee RO a 2 aa eee 4. se NT pos : oa . : lee 
3 i aes ~ ll * : . ‘i ada é oe = ae Z 4 3: nl - ‘ De oe i P iia 
ce 3 ' age 
Me i 
= + eae 
1B re 
h vi 
“ bs 
5 
| | ee 
vs a we 
ee wee 
- roe 
‘ Fees 
2 Pais, 
5 eee 
oe = a. ee 
: . = beak 
4 Z eS 
aa Ait - 
i > ee —— wen 
ts I a i 
Ke ; ' 7A ei 
> : i, SARS ES a ea aS Re 7 ; 2 neat : . ess e P= 
a : Raa Bie heehee iis: oe ee weit an Pe ae 2 eee ae > — ae + 
> Api oa ane eis Os as Sg a Te eg, ne beg rs Ba : ai Er ee ee. ae ae cat ‘ 
S 7: ta a RP ic oo = OO ena ag aaa ele rae ee 
Si : SS ea Nica Ss ay 2 east ae Si en a oh po | a 
" = pe aie Stuns saceuie sa! Bane ema ee er ie Ein aa : 4 ie 
i ~ ay oo eA otis panme ev ; a! So aes eee Ee “tae 
Po ees a 5) ee in : ae Nie Reais. ca i: = } N [ne 
= Re oe eee, Us ae jails iste: he fe a ough 
; d > Ceri te! pees ie Ear ea a hae 
— ea a. es oe Pe POP A a ee = io 
pa ar _ “SS peer To RSS ae — 0 De eS 
a y <> e Ge as ‘ice eee re Soe 
oi c Bain SS aa : a ack CDR ee = T or 
7 + = eg £ —> 'a al is Tie a - R Et 
j aie r — a aie, « it Re ch 
E : ‘ an > —_ ¥ * r Trea 
» SS ~—— Z ee aL 
: _ $\ Szz—7/7?;. et ae peng 
is + an ee geen: en 
~ oT ae é , ; cy a q Ree 
pi i * J "ey y E e's mes 8 ce % “Sheed 
_ “e 7 Tea y arses ; : c CS a ea 1? ae 
: : % By ‘sagem : al Pans ale ~ PEELS es : ; Sen, 
Hs aa i, SN Oe te : i . a BAG Fe, ae 4 1H * + sy 
7 rs ae ; SS ge ay 3 a 
ie i m_—_£:. ee oe 
; or E od 7 ee ‘ tag 
_— >) . 
¥ ee + c 7 f "7 <b Siti (s 
cae é * i eve ae we 
‘ cae eka 4 wee es 3 re. 4 — 
oy hes a is tate ae 9 , } eit 
sees é Te eN i * ay 
oe ; 5 ‘ é . pas 4 4: " wee 
s Den. en u@ me FY ’ es 
= ae ee 2 ; ii ’ » ——- . — cia’ s; es 
ka ah. oa i r eh ‘ — <i 4 Se hes 
+ see a a aes ‘ 2 - .. 5 ae uli 
: ee sf ‘ a - ed ~ P St fi 
@ mrad ‘ 7 7 So “A age ~~ “4 P . 
“g ee ‘ im ; : : F - * ‘ : 
P eee e as & 7 a 4 < Bac, 
% ene oe : r b ts ; ba: 
we Set ee . a ; a a? F ~ ry : ae 
rere” ¢ * fy a of y q eee 
Wes : sd ‘ ae : , s : 
a i é rr ne ae. 
hot 2 ‘ay foe : é : 
Pe : , oh ee ‘i bi ae ‘ -s ’ i : 
B eee, =r . j yy A is aa — Sea 
: oe eal * a ee ie Sr ae ‘ * z ae 
si > an ee } ‘ \N \ ’ - Foe — ; ae: 
raise sees Et : E~ 4 mak PING - a 
Depa = % 4 oa.) x ae far Li > J j N pees 
; a 7 a Re : & r oma) age \! av ae Pane a af es 
Pen i ee cig 3 ; oman Je? Sieh 2 ; : eo sa 
cial Ss F - 7 4 F uies ht Resell 
i eh re eae ee ' rere ; he el —_ : } 4 a. ee ' a , «A : -_ vi ae 
ss i = pate a a) rel} | - Sy “e ae as 
a we oe S, se . . ip i ae Pane , te se" 
z Poi hahE = % , ‘ es as ~ es peas e 
- PGE) : is f x = < : . \ * we yee sa ‘ 
BS ae ie FE : iG it A. : ~ eee: eee zt : 
5 ‘en ; Sf a X Pee Saas - I ee 
ne i tt os ou . —<— : ’ a @ rf Bie oe , srtr ae : 
od ieee ne, Bs = ie ' hee 4 . , ae ce.” : : ‘ = 
i — we | Pre 4 se : a cee seme : Rees Sj hee 
7 =e { % it 4 " . b a < - y i aa) aa a 5 ok al : ? 
Nae i . »” , ' Fi a 
— “ as : fy 's y _ 
ai : ee b , wy 4 , 3 . - 
7 ’ \ ‘ aia 2a : ; ; ' , “ : 5 
: * F . J ‘- Bagel 
" c 4 f iz 7 ; ‘ 
‘ Spek a : 4 Fits , eee seis 
‘ pi Se oer st Pcie : * 
4 ii . S ! : ] a pean Se pea or 3 act - 
; mt : ’ Ps 4 ’ oe ae Pye wei ee eae fe 
a ses ‘ - b oe / ; ' ae? Te siicle aici bie. teteeis Bite 
> Sears Ae res i ak j 5 liar A oD bali On ceab =e 
* eae ee 4 5 z j D uf feo einen ee fois > ae 
e: pe eae A ieee A 4 De (oe? 7 en thor oe 
2 ety tae a) ' the nf ; nie ees 4 ae fas 
_ im fel eT ces N x i Sa 4 neil, she Ae : ay 2 bie ae 
4 iat, Ee fie Fy eis ae 5 Sag eae ee Prweas deat © 
3 ear et I AIA ite re sa: Sh ooh Bees js > j 0 
: a ce J SoZ Tigi tera ts j A eo. mead * peas nied 
7 ee co ae ; cute eaeeeeee ites leks 
: ; * ‘ “~* oe : ee Wwe MI fi ad: ae 
" im ae eee ao: ae ee eS Re mae p Bae — 
| Ye apa ema a 1} Me Faies ; Y eee (oe eal po aaa — 
: GO eee Cae eke i ara # A eg ee cee ee ua alts 
f ee fiat . apt 5 te Be eo ee a es ‘2 HD coats aN ' 
: : eat Ful, peas ae er See whee bas ; iG : ae - ~~ ei ereke ome Baca 
@ eee Te es Be ale ; es See; : Bee ooo eee Pay ed 
ee ns Ne eat Me: we 3 ; ie ae: ee : Bag eo eae Gar pa 
j SEERA SRI eR ese ee a % ee ; ea Ma oe F Saas aeaeaeae pena mal ul 
ee sans eae ae va f iy a A a: Pafetie. . naem oe ap 
‘ Beni P05! op a ee Nem! 2 ig ros 3 ’ / rane se ee: Sane ea nh ere se a tds Beh 
5 ~gcelenenn Sire Nt ak: ie: Weel veer Roh 4 . , Be er ay ae a ae : Was Sine vee let, ea a ar te 
i a ESN LD eh os eo Ba f j soa” git aaa “10 sageesennaly a RMT Se a 
¢ epee hee dee oer ing bax Sere eee es eet 2 i i WE hi Pe so a is 
% 1 OO eRe Sea ph ii A aie ie ao eae ay : ee eens ie ge a 2 i a ee ae =n 
‘ REP eg eee ALT” Pe Eee OTe ae VON ae a ie ; 6 inos Lh Aa pales Vila aioe # ae 
oy qos ib R Sei ae ae % wil i ae “ = A, me 2 
Ate gh vss 3 ik: fa ty er eat F 
he ; Bee ae pA oo nd sll saan ; 
2 Bek Beg sd ee j S Pe P Ren 3 
ee : ‘ Me ie e i - , » ee 7 
apa: ? Shiga” igi. Here Seen SS MEE a ‘ a cS, in ieee RR d nr a lel nt a ea aera oo ‘ena 
7 RO eR Tern yon tS es er a Semen ee aN ee ace ani bs f a oo Wid peat 0a a eee ted eas RG ete ONE Ute i "ese 
‘ MRR fh eee Sn OR a OO OER Re gta etree Seen geras ra, , ey" Mee 2 SR a Ae. ae Clip Opn eee a Patt 
a i oi i rr ee ih ae eee ey Nese |” eeMgememy Be tt ee ae abet: - Sl ee irae SA ae ee i, ieee ae ges Aone ea ae ake 
" AP pear are, Gee eas ae OS ore A eg See LS) ais ca pF y On 3) orereeh oe SP I PRS aaah fle mea 
ee wi ate ee See Se er aR mM gc eee ees se fj _s Pipe Be Petits ee Se ae ay oe AMOUR ir EI fe ee 
e : ee "i hay 4 
: ‘ a 
> 4 ee 
mi oo 
é ye 
é 7 
iy : 
ri = 
: ertege 
ee 
aa 
ct a 
poet 
s spas 
A ee 
fe a 
ae 
s See 
a pies. 
o teats 
: a 
a - 
es oF 
ark . ‘ z . “ ae 
v ST ta ep OE ge RE A ORE URE EE We Ne Pee oan ay Ube ee gga ten ey” Te rg RE RIOR RN Oe nee Fe ogee ey NE) 4 Agr aaiae : Ma Rete peop he judith tet nS Lin it gt eal el a 
aie eee aaa on cell ck Ben ee Ran si el.” ae IR A eR AE, TORT ee <u eu uit LA Shes Pe le ie 
ey) hired sk a ary Tonle ie ae a ce ani g = haw. Wace bine aia ag ca Soe Lae ay cin csr a eae Seapets Megs Omens, Nek eat Gey? ME Nii Dec pees Ota Me SA se ye Oe 
; Som" Mey es, em Tae feat a De Pea eat Saad se a A 2, cele Be ee go are oe Se eg Ry! 2 Lege D Pee ae Men Ca eat a 
oh age tee PhS ane er UN ne Ware eS DO a Ales) Se RE A MINE Pens lume ir a gh PE eaeY Orn) "a olen a Me Ee eS ct no OS aa gare oR! Ye Aen SS i - eo aa 


26 


pe 


\} ATLANTIC CITY PRESS cc ers 
SOUTH ERN Newderseys BEST varket / 
ii ~~ 


Even | know that...only he 


—— 


It doesn't take a club—to drive home the fact that Allo tic City is the 
first metropolitan area in retail sales per household in ‘he U.S.A. Yet 
that's just part of the complete market thoroughly blanke!ed by Atlantic 
City Press circulation. The only morning paper in Atlantic, Cape May 
and Cumberland Counties, the Press gives the only consolidated cov- 
erage in ail of Southern New Jersey. 

Separate, local daily editions carry your message to the heart of buying 
power represented by over 200,000 top-dollar consumers. Buy sales 
instead of statistics, with the Atlantic City Press! 


Atlantic City Press 


Southern New Jersey's ‘Good Morning’ Newspaper 
Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 


| overseas 


Black, Little Adds Two 

Black, Little & Co., Newark, has 
been appointed to handle advertis- 
| ing,.sales promotion and public re- 
|lations for Mullen Storage Ware- 
{houses Inc., Montclair, N. J., a 
|member of Allied Van Lines Inc. 
Black, Little also has been named 
to handle General Sheet Metal 
| Works, New Brunswick, N. - 
/maker of pane! boards for industry. 


Bastord Men Start Business 

T. Norman Palmer and John J. 
| Codella have resigned from G. M. 
| Basford Co., New York, and have 
|started their own business, Pal- 
mer, Codella & Associates, at 33 E. 
| 48th St., New York. They will spe- 
cialize in corporate and public re- 
lations, marketing publicity and 
promotion. 


Norwich Boosts Cooper 

| W. Roger Cooper, formerly in the 
division of American 
Home Products Corp., has been ap- 
pointed director of the export ad- 
vertising division of Norwich Phar- 
macal Co., Norwich, N. J. 


Guinand Freres, predecessors of the S. A. Venezolana firms in Venezuela. The company handles a number of 
de Estudios y Representaciones Guinand, was founded 
in Caracas in 1848 and is, therefore, one of the oldest 


important machinery accounts and has acted as distrib- 
utor for CARRIER CORP. for more than 20 years. 


On the first line of selling in Latin America 


... the First Magazine is TIME Latin American 


Sr. Jorge Neher, Executive Vice President 
of S.A.V.E.R. GUINAND states: 


“T have been a faithful, cover-to-cover reader of 
TIME’s Latin American Edition for many years. 
I especially appreciate the completeness of TIME’s 
coverage, not only of Latin America but of all the 
world. 


“The fact that so many of my business friends 
read and comment on every issue is to me the best 
proof that TIME is an excellent advertising medium 
that reaches Latin America’s leading citizens.” 


In Latin America, more distributors read TIME regularly than any other magazine. 


a 


AMERICAN 
EDITION 


ew 
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Advertising Age, December 8, 1958 


Sustained Ads Vital 
in Industrial Field, 
Canada Study Shows 


TORONTO, Dec. 2—Sustained 
and repeated advertising, rather 
than jumping from product to 
product each month, sells to in- 
dustrial purchasers. 

This is one of the conclusions 
drawn from the interim report on 
the Business Newspapers Assn. of 
Canada (BNA) London, Ont., 
study of industrial purchasing by 
| J. A. Daly, president of the BNA. 
| Mr. Daly was one of a panel 
|which discussed the interim re- 
|port before the Toronto chapter of 
ithe National Industrial Advertis- 
ers Assn. The NIAA is endorsing 
the study, and its members from 
Toronto, Montreal and Hamilton 
have participated in policy and 
| planning meetings. 


® The conclusion on advertising 

is drawn from the fact, pointed 

out in the study, that the time 

taken to consider industrial pur- 
chases is often longer than usually 
| believed. Capital goods purchases 
often are discussed two or three 
| years ahead, according to the in- 
| terim report, Mr. Daly said. 

Mr. Daly said that the senior 
group in each team of “industrial 
purchasing influentials” rarely 
sees a salesman for the products 
it is considering. He said these 
;men form their impressions “from 
|reports from subordinates (not all 
of whom have seen salesmen) ; 
from contact with similar opera- 
|tions and their executives and 
‘from preconceived images of po- 
‘tential buyers.” 

The London study demon- 
strates, Mr. Daly said, that if the 
top purchasing influentials are in- 
sulated from direct salesmanship, 
obviously advertising could open 
doors to salesmen. 


|@ The BNA-NIAA London study, 
|which was undertaken earlier this 
year (AA, Feb. 17), explores the 
‘industrial selling-purchasing 
process in order to determine who 
influence the buying process and 
the main factors which influence 
their decisions. 

Albert A. Shea, managing di- 
rector of CORE Research, was re- 
tained by BNA as consultant on 
'the study. Dr. Donald Thain of the 
|Institute of Business Administra- 
| tion, University of Western On- 
|tario, with the aid of two col- 
|\leagues, Dr. David Leighton and 
|Professor Bud Johnston, conduct- 
ed the study. 

The study involved detailed ex- 
jamination through personal inter- 
views of three actual industrial 
purchases in each of 37 compa- 
nies, located for the most part in 
' the London, Ont., area. 

The BNA is headquartered in 
| Toronto, at 137 Wellington St., W. # 


| Scholts Leaves Heintz to Join 
Atherton Mogge Privett as VP 

Tom D. Scholts has resigned as a 
vp of Heintz & Co., Los Angeles and 
|San Francisco, “because of an in- 
| ter-agency-office-client conflict,” 
and will join 
Atherton Mogge 
Privett, Los An- 
geles, as a vp and 
partner, effective 
Jan. 1. Moving 
with Mr. Scholts 
will be Luther 
Myhro, art and 
copy director, 
who will become 
copy chief of 
Atherton Mogge 
Privett. Mr. 
Scholts will bring five food ac- 
counts to Atherton, including Bar- 
bara Ann Baking Co. 

Prior to his two-year association 
with Heintz, Mr. Scholts operated 
his own agency, Scholts Advertis- 
ing Service. 


Tom D. Scholts 
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This is only one of many productions of magnitude 
envisioned by ITC, Independent Television Corporation. 


Less than ninety days ago, 

Jack Wrather, Chairman of the Board, 

and Walter Kingsley, President of ITC, said: 
“We’re going to provide the television industry 
with facilities — sales, service and products — 
without equal anywhere throughout the world.” 


By September 22, another announcement was made 

of “the first of several expansion moves planned for ITC 
both here and abroad.” Jack Wrather and Walter Kingsley 
stated that ITC had acquired TPA, 

Television Programs of America, Inc., 

a leading television production and distribution company. 


This then is ITC’s first “Quarterly Report” to you in 
the advertising industry. 


ON THE NETWORKS: 


LASSIE—(CBS) 7he Emmy and Peabody Award-winning 
all-family program! 


Sponsored by The Campbell Soup Company through 
Batten, Barton, Durstine & Osborn, Inc. Now in its 5th year in television. 


THE LONE RANGER (ABC, CBS) — 7he first Western and /ongest 
run show produced for television! 

Sponsored by General Mills, Inc. through Dancer-Fitzgerald-Sample; 
The Cracker Jack Co. through Leo Burnett, Inc.; The Nestle Co., Inc. through 
McCann-Erickson, Inc. and Smith Bros. through Sullivan, Stauffer, Colwell & Bayles. 
Now in its 25th year in broadcasting—10th in television. 

FURY (NBC)— Consistently delivering a higher share-of-audience 
than any other network show! 


Sponsored by The Borden Company, Inc. and General Foods, Inc. through 
Benton & Bowles. 


THE GALE STORM SHOW (CBS)—/nstantaneous hit, now 
sponsored for third successful year! 


Sponsored by The Nestle Co., Inc. through Bryan Houston, Inc. and Lever Brothers 
Company (to start January, 1959). 


IN PRODUCTION FOR NATIONAL SALE: 
THE FOUR JUST MEN- Based on Edgar Wallace's thrilling novels, starring 


Dan Dailey, Vittorio DeSica and Jack Hawkins. 
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IN PRODUCTION FOR NATIONAL SALE: 
THE FOUR JUST MEN-— Based on Edgar Wallace’s thrilling novels, starring 


Dan Dailey, Vittorio DeSica and Jack Hawkins. 


CANNONBALL- stirring human-interest series about truckers on the highway 
to high adventure, produced by Robert Maxwell, creator of Lassie. 


THE ADVENTURES OF TOM SWIF T_ paring space-age version of the 


beloved all-American classic. 


INTERPOL CALLING — chilling drama of the international police force. 


FOR LOCAL MARKETING: 
SERGEANT PRESTON OF THE YUKON - First time available locally 


after 3 years on CBS Television. 


NEW YORK CONFIDENTIAL — sponsored regionally by D-X Sunray Oil Co., 


Inc.; Drewrys, Limited. 


JEFF’S COLLIE (Syndication title) — the original cast that made Lassie the 
network’s most honored show. 


ARROW PRODUCTIONS: 
SUSIE, re-runs Of Private Secretary—starring Ann Sothern. 
THE ADVENTURES OF TUGBOAT ANNIE 
THE NEW ADVENTURES OF CHARLIE CHAN 
HAWKEYE AND THE LAST OF MOHICANS 
FEATURE ANTHOLOGY 
THE COUNT OF MONTE CRISTO 
RAMAR OF THE JUNGLE 
STAGE 7 
THE HALLS OF IVY 
MYSTERY IS MY BUSINESS 


ITC’s objective is to enable you to be a winner 
in the constant contest for audience. 


We think you'll enjoy talking matters over with us 
when you want to increase your sales — 

and we'd welcome being of service to you. 

If you prefer, you can write directly to us. 
Telephone or wire collect if you wish. 

We’re making 1959 strategy-for-sales plans today. 
We cordially invite you to join us— 

to let us make our plans together. 3 
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SPACE AGE—This ad in the Pitts- | 
burgh Post-Gazette is part of a! 
campaign by Thrift Drug Co. to 
promote its prescription service. | 


Ketchum Art Men | 
Win Top Honors in 
ADCC Competition 


CuHIcAGo, Dec. 2—Ed Hall, 
Tom Ross and Frank Perry, art 
directors of Ketchum, MacLeod 
& Grove, Pittsburgh, carried off 
three of 15 top medal awards! 
presented last week in the Art 
Directors Club of Chicago’s an- 
nual midwestern advertising art 
exhibition. 

Other multiple winners were | 
Needham, Louis & Brorby and’ 
Leo Burnett Co., both Chicago, 
with two medals each. In addi- 
tion, 35 silver merit awards and 
three special merit awards were 
presented. 


s A special award—the club’s 
honorary life membership—was | 
presented at the awards dinner | 
to Walter Paepcke, chairman of 
Container Corp. of America, by | 
ADCC’s president, Orville Shel- | 
don, of Foote, Cone & Belding. | 

Judges in the print category 
were Ernie Allen, Tatham-| 
Laird; Draper Daniels, Leo Bur- | 
nett Co.; Sam Fink, Young & 
Rubicam, and Jim Hastings, 
Campbell-Ewald Co. Judges for 
tv were Steve Elliot, Elliot-Un- 
ger-Elliot; Herb Futran, free 
lance writer; Franklin McMa- | 
hon, artist-designer, and Alice 
Westbrook, North Advertising. 

The gold medal awards win- 
ners were: 

Design of complete unit, 
print: 

Magazines, color—Glenn)| 
Smith, Campbell-Ewald Co., 
Detroit, for Burroughs Corp.;) 
magazines, b&w—Frank John-| 
son, Needham, Louis & Brorby, 
Chicago, for State Farm Insur- 
ance Companies; trade periodi- 
cals—Sy Lachiusa and Al Jen-| 
kins, Fuller & Smith & Ross, 
Pittsburgh, for Aluminum Co. | 
of America; newspapers—| 
Frank J. Westbrook, Lilienfeld | 
& Co., Chicago, for Thomas J.| 
Webb Co.; and editorial design, | 
magazine or house organ—| 
Charlie Walz, Abbott Labora-| 
tories, and Frank Perry, Ketch- | 
um, MacLeod & Grove, Pitts- | 
burgh, for Herbick & Held. 

Art and photography, print: 

Magazines, color—Thomas 
Gorey, Needham, Louis & Bror- 
by, for Morton Salt Co.; trade | 
periodicals—Ed Hall, Ketchum, | 
MacLeod & Grove, for Gulf Oil | 
Corp.; newspapers—Don Klotz, | 
Gardner Advertising Co., St.) 
Louis, for United Fund; and| 
editorial design, magazine or | 
house organ—Tom Ross and_| 
Frank Perry, Ketchum, Mac- | 
Leod & Grove, for Herbick &| 
Held. | 

Design of complete unit, tele- 
vision: 

Film commercials (live tech- 
nique)—Don Tennant, Leo Bur- 
nett Co., Chicago, for Marlboro | 
(Philip Morris Inc.), and Jack | 


sae. 
a 
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Bramlette, Leo. Burnett, for Tea, 
Council of the U. S. A.; film com- 
mercials (full animation)—Ben | 
Goldstein, W. B. Doner & Co., De- | 
troit, for National Brewing Co. 

Art and photography, television: | 

Film commercials (live tech- 
nique)—Bob Johnson, D’Arcy Ad- 
vertising Co., St. Louis, for An- 
heuser-Busch (Budweiser); film 
commercials (full animation)— 
Ron Maidenberg, Bozell & Jacobs, 
Omaha, for Skinner Mfg. Co. 

Special merit awards: 

For the use of a theatrical per- 
sonality, McGoo, in advertising— 
Jerry Joss, Edward H. Weiss & Co., 
Chicago, for Carling Brewing Co.; 


Comstock Foods selected the testingest market in the country to get the answers 
. . . Portland, Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities 
regardless of population and second in New England regardless of size.* Comstock 
Foods is just one of many who found Portland, Maine the best test city. Marketing 


special recognition merit award— Ab and distribution facilities are ideal . . . testing is accurate. *Source Sales Management 
Lawrence-Schnitzer Productions, iced 

producer, and Campbell-Ewald Co., " 

for General Motors Corp.’s “Going | APPLES , 100%, coverage of city zone 94%/, coverage ABC retail trade zone 


to the Dance” for Chevrolet, and — represented by the Julius Mathews Special Agency, Inc. 

maddest commercial of the year— 

at: PORTLAND, MAINE 
tising Agency, New Orleans, for 7 

— Brewing Co.'s “This Is| PORTLAND PRESS HERALD ® EVENING EXPRESS ® SUNDAY TELEGRAM 

our Beer.” # 
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“UNITED AIR FREIGHT 
HELPS US KEEP THE 


RETAILERS (AND GIRLS) 
HAPPY’’ 


HARRY DURAN, Traffic Manager 
Catalina Knitting Mills, Inc. 
Los Angeles, Calif. 


“More than 70 United Mainliners leave Los 
Angeles daily, and United’s Barrie Duggan 
sees that our shipments get on the first and 
fastest available flight. This speed is worth 


“To stay competitive in swim . 
about 40 store orders to us. 


wear, you have to cover every re- 
tailer and sell your entire year's 
line for early delivery in just two months—April and May. 
We can do this, thanks to the speed and 80-city service of 
United Air Lines. Beyond this two-month peak, United gives 
us the flexibility to replenish fast-selling models on ‘as 
needed’ notice from our Los Angeles warehouse.” 


The 14,000 miles of United airways offer more than just 
market coverage. To many shippers, this scope represents 
profitably low inventories, reduced warehousing costs and 


high turnover. 


For service, information or free Air Freight booklet, call the nearest United Air Lines representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 


IT COSTS NO MORE FOR EXTRA DEPENDABILITY—ON UNITED, THE RADAR LINE 
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BUILDING PERN ITS 
UP 64% 
So far this year building pe mits in El 
Paso have increased more ‘ian 64% 
over the biggest year in h tory. An- 
other reason why— TWO - FOR - ONE— 
El Paso is a fine Place ote: rein em- 
i phasize low-price 
to do BUSINESS: Langit oe 
” : 
mes cheapening ef- 
The £l Paso Gi fect, Jack Gilbert 
ane Morning and Sunday Associates, New They 2 me at «Yai. pn eb , m Ant me 
CAPITAL CITY a York, plays price va ate ee Sie me ee ra oft Sateen, one 
oF 2 : a E] Paso Herald-Post with this “Two = Sanaa pos Ecce sr ame a ase 
by WA : , V4 st Evening Can Be Happy” 00S EE ep Leh. eee an BS ADs 
Hie a W OdSs OW we: ; approach for Ya- : 
shica brand Ja- 
panese cameras. 
The ads appear poems som ome pas pean eee mee . 
in camera maga- = 
zines. . 
WI i Wilmotte to Release 
: 
7 Data on Newspaper 
P . . R : . Circulation Dec. 15 
Th ea h ld 5 d f il k CHICAGO, Dec. 2—Wilmotte Re- 
is y r t e wor $s iggest airy armers wi ta e in search Tabulating will release two 
* * new marketing reports on news- 
paper circulation on Dec. 15. These 
3 ion & q@rs r Orn eee are the fourth annual “Metropoli- 
tan Area Newspaper Analysis,” and 
“Newspaper County Level Circu- 
lation Data,” which provides com- 
plete newspaper circulation data 
for all of the 3,072 counties in the 
US. 
“Metropolitan Area Newspaper 
Analysis,” which reports newspa- 
per circulations in metropolitan 
areas according to the design de- 
vised by the Chicago Agency 
Group for Media Research, is 299 | 
pages long, spiral bound, 8%x11”. 
= “Newspaper County Level Cir- 
culation Data” is 500 pages long, 
loose leaf, 84%x11”. Data for both 
ABC and non-ABC papers are de- 
tailed, and for morning, evening 
and Sunday newspapers. 
Each report is available at $45 
each, or, if both are ordered to- 
gether, the combined charge is $75. 
Wilmotte Research Tabulating, a 
division of Workman Service, is lo- 
cated at 320 N. Dearborn St., Chi- 
cago 10. # 
‘Mass Leisure’ Tells What 5 
Americans Do with Spare Time ia 
“Mass Leisure,” edited by Eric 
Larrabee and Rolf Mayersohn, 
will be published by the Free ‘é 
Press, Glencoe, Ill., Dec. 15. The 
book is divided into four parts: a 
“When Does Time Become Lei- -) 
e * ° © sure?” “Time on Our Hands,” E 
and the biggest slice of this will be “Too Much or Too Little,” and ‘ 
There’s d ‘ : “The Runaway Weekend—Mass “ 
spent on pr Leisure.” The editors have re- = 
a third partner P ° P ° ucts advertised in printed works of such authors as 
e ° » ° ° David Riesman, Joseph Pieper, i 
Sie Wisconsin Agriculturist...will you be there? Clive Bell, Jean Piaget, Bertrand . 
in the pictur e Russell, Aldous Huxley, E. Frank- 
‘ er nae P . lin Frazier, Cleveland Amory, a 
Father and son partnership of John and Wisconsin s 548 million dollar-plus bankroll from milk, places it first Robert Maclver, Russell pee $ 
Chris Hansen, Sturtevant, Wisconsin, milk in the Nation. This is spendable income to the world’s biggest dairy and Margaret Mead. 2s 
40 head of pure bred Holsteins night and farmers—part goes for producing more milk—part goes for better Other chapters have been writ- ‘“ 
x morning; also ok 20,000 pounds of pork living—more is spent on products advertised in Wisconsin Agricul- ten especially for the volume. Price as 
pst hg Aen market several -_ of soy turist than in any other farm publication. Wisconsin Agriculturist of the 429-page book is $6. se 
yw rece» ye sera? gh wena goes to over 40,000 more Wisconsin farmers than the next nearest fi 
ti ote we aan pi coigeeane farm publication. In preference studies, Wisconsin farmers and dealers 
nee es onbred ote — tt repeatedly name Wisconsin Agriculturist over all other publications. “Best attended event in the field” 
a. No other publication comes close—invest your precious advertising th 
Wisconsin Agriculturist first for the infor- doll wh the infl * 12 ADVE Tl in 
mation they must have to keep their busi- SS TS NSS os. " 
ness growing. Both on the editorial Next Starch Readershi ebrua: issue 
and in the i if it's in Wieconsin Agries!. Next Split-Run Readership Study, April ith, issue ESSENTIALS & NAT L 
turist, it has @ head stort with the Hansens. aeOe $ ALES AIDS SHOW 
se, ce aa sake ype weinbiy nag ea BILTMORE HOTEL, NEW YORK : 
World's Fair Oe (eee  CEntral 6-3407 March 30, 31, April 1st, 1959 
of Agriculture &e ] a 250 Park Avenue, New York 17 Average annual registration 9,655 
FARM PROGRESS YUkon 6-6263 F ailabiliti ri 
mr griculturist ie ogy 5 
rt Elijah Farm ADVERTISING TRADES INSTITUTE 
AND FARMER Towsend, Millsap & Co. 
aes opted ae: 110 Sutter St., San Francisco 4 135 E. 39 St. NYC _—_LE 2-9921 
—_" vicina Caan Be ana 
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And the whole family had a great time. Clark Gable’s due tomorrow . . . then 

Kirk Douglas, Bette Davis and Maureen O’Hara—all on KDKA-TV’s Early Show. Morning, 
afternoon and night, KDKA-TV is the Pittsburgh showcase for 

Hollywood’s great hits and personalities. Big attractions these. And big sales 

value too. Every KDKA-TV feature film program consistently outrates 

the other two stations. By far. 


Quality programming, the showman’s instinct for sure-fire box-office, an intimate 
knowledge of their markets . . . these are the things that continue to 

attract more viewers more often to each of the 

five Westinghouse Broadcasting television stations. This is why 

no selling campaign is complete without the WBC stations. 


KDKA-TV Pittsburg 


Represented by Peters, Griffin, Woodward, Inc. 


@@© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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If you want to sell more drugs and toiletries, go wh: 2 every 
page is full of ideas that sell: Better Homes & Gardens, t! family 
idea magazine. BH&G ideas are the kind that send people «:t to buy 
—and one of their buying destinations is the drug store. In « recent 
survey, 70.2%* of the readers of Better Homes & Gardens had 


shopped at a drug store in the past two weeks! 
* Source: Look-Politz Study, 1958 


During the 
pt pee reads Better Homes ... the family 


idea magazine 


a 


AGENCY MOVE—Anderson-McConnell Advertising Agency, Los An- 

geles, will take over the top floor of this new building at 922 N. Vine 

St., about mid-December. The move coincides, within a few months, 
with the completion of the agency’s 12th year in business. 


Restaurant Assn. Releases 
‘Careers for Youth’ Kits 

The National Restaurant Assn., 
|for the sixth year, has released 
“Careers for Youth” kits designed 
to interest youngsters in entering 
|the food service field. More than 
|25,000 of the kits are expected to 
be distributed this year. H. J. Heinz 
Co. publishes the materials. 


12 mm. pin-fire French 
pocket pistol with folding trigger. 


THE INDIANAPOLIS AREA* 


If your target is sales—and more sales—just squeeze the trigger! 
You can't miss the bull's-eye in this rich, diversified market. With 
each shot, you'll hit customers and prospective customers that not 
only want the best in life, but can afford it. In Indianapolis, “people 


*THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


buy more because they have more.” High family income keeps er arnyeacaty Seber 
Indianapolis retail sales shooting up and up. Last year, the average monet a 
family spent $4,620.00 in the retail market—placing Indianapolis 11th Retail Sales: $2,472,792,000 
among cities over 600,000!t Simply aim and shoot... and the best Coverage: 56.4% By 


ammunition, of course, is The Star and The News. They give you 
saturation coverage of metropolitan Indianapolis and a bonus cover- 
age of 56.4% in the surrounding 45 county area. 


t Sales Management; Survey of Buying Power, 1958 


™~ 


Kiigecen, STAR _.... 
‘ia, NEWS... 


iawanehi 


‘ata eee Fi ray sit age ee ee eae ts 


The Star and The News 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


| Jumbled Research 
Scene Confuses 


‘Advertiser: Durgin 


New York, Dec. 2—Don Dur- 
gin, vp of National Broadcasting 
Co., last week pictured the adver- 
tiser as a mighty confused man, 
beset by conflicting media claims, 
reams of ratings and agency 
theorizing. 

Mr. Durgin addressed the week- 
\ly meeting of the time buying and 
selling seminar of the Radio & 
| Television Executives Society here. 

In the category of conflicting 
media claims, the network execu- 
tive cited three examples of the 
kind of things that bewilders 
|many advertisers: (1) The battle 
between the newspaper publishers 
and the Television Bureau over 
cost comparisons, and particularly 
the Buick newspapers-vs.-televi- 
sion fight; (2) The Saturday Eve- 
ning Post’s comparison of its cost- 
per-1,000 ad page exposure with 
the cost-per-1,000-viewer-impres- 
sions of a top ten tv show and (3) 
the recent NBC-ABC Trendex fra- 
eas. 

Point No. 3 was made without 
reference by name to either net- 
work, but NBC’s Mr. Durgin, who 
has discussed the how-do-you-in- 
terpret - the - October - Trendexes 
dispute before, again accused 
American Broadcasting Co. of hav- 
ing switched its research bases. He 
said such goings-on destroy the 
jadvertiser’s confidence in the 
|standard measures of evaluation 
|which the industry itself set up. 


® The research organizations con- 
tribute to the confusion, Mr. Dur- 
gin complained. “The referees— 
that is, the standard audience 
measurement research services— 
jadd to the confusion by their pau- 
|ecity in the print field and their 
multiplicity in the field of elec- 
tronic media,” he said. + 


_EWRR Adds Local Thermo-F ax 

Thermo-Fax Sales, San Jose, 
Cal., has appointed the San Fran- 
cisco office of Erwin Wasey, Ruth- 
rauff & Ryan to direct local adver- 
tising for Thermo-Fax copying 
machines, produced by Minnesota 
| Mining & Mfg. Co. 


Borg-Warner Names Williams 

Ben L. Williams Jr., formerly 
manager of the public relations 
| division of VanSant, Dugdale & Co., 
Baltimore, has been appointed to 
|the new post of director of public 
‘relations of the York division of 
| Borg-Warner Corp., York, Pa. 


— Printing Buyers 


FACTS—about roll-fed offset printing 
e Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 
FRanklin 6-6175 
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For one hundred and five minutes, San Francisco watched spellbound. Closeups showed the 
surgeon’s knife pierce and repair Tommy’s heart. Camera 2 picked up the mechanical heart-lung as it 
kept Tommy alive. Afterwards, 98,000 congratulatory phone calls jammed the switchboards 

at KPIX. While Tommy recovered, he got over 5,000 get-well cards. Ciba Pharmaceuticals, 

who sponsored the telecast, reported enthusiastic reaction. 


It’s no accident that you get such massive response here on San Francisco’s foremost station. 
Like all other Westinghouse Broadcasting Company stations, KPIX is convinced 

that the station which serves its community best, serves its advertisers best. 

This kind of programming gives WBC stations a very special character . . . and adds 

an extra force to the selling power of commercial messages. This is why 

no selling campaign is complete without the WBC stations. 


KPIX San Francisco 


@6© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ +WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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reaches every practicing physician in the U. 
Dr. Walter C. Alvarez, Editor-in-Chief 
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THE DOCTOR'S MARKET PLACE FOR PRODUCTS HE BUYS, PRESCRIBES OR RECOMMENDS 


AGA Committee Names Evans 

Mrs. Alta Ewalt Evans, ad man- 
jager of Southern Union Gas Co., 
Dallas, has been appointed to the 
American Gas Assn.’s national ad- 
vertising committee, which is re- 
sponsible for AGA ads appearing 
in shelter and service books. She 
is the first woman to serve on the 
committee, made up of gas indus- 
try representatives across the coun- 
| try. 


| 

Triangle Buys KFRE, KFRE-TV 

| Triangle Publications Inc., Phil- 
|adelphia, has bought all of the 
stock in California Inland Broad- 
casting Co., Fresno, Cal., for more 
than $3,000,000. The sale, which 
|is subject to approval from Fed- 
eral Communications Commission, 
‘will transfer control of KFRE, 
|KFRE- TV and KRFM to Triangle. 


Jere Patterson Moves 
Jere Patterson & Associates, New 
York, has moved its offices to 9 
Rockefeller Plaza. 


FOOD from America’s farm abundance . . 
cornmeal, cheese .. . is given to CARE, by the U.S. Govern- 
for relief distribution in less fortunate lands. These 
foods are allocated after all requests from qualified U.S. relief 
programs have been met. 


ment... 


. milk powder, flour, 


FOR every $1 you give, CARE can pack and deliver one Food 


Crusade package (average, 22 lbs.) to those who need food 
most in critical areas of Asia, Europe, the Middle East and 


Latin America. 


HUNGRY children and their parents, orphans, refugees, the 
aged and sick are reached by distributions made directly to 


needy families or to schools, hospitals and welfare institutions. 


PEOPLE who otherwise would never get enough to eat receive 
this food as your personal gift: your name and address, or that 
of your group, go with each package, to tell them that you and 
our country are their friends. Send as many dollars as you can 


to join the people-to-people Food Crusade! 


Every $1 sends 22 Ibs. 


.-- $100 sends a ton of food 


Colombia 


Egypt (Port Said) India 
Greece Israel 


Hong Kong Italy 
Korea West Germany 
and Berlin 


Poland 


Macau 


Pakistan Yugoslavia 


mr 


Name 


hunger hurts! 


Enclosed is $ 


packages to the needy. 
(Make checks payable to CARE, Inc.) 


CARE 660 First Ave., New York 16, N. Y. 
to send Food Crusade 


Address. 


City 


Be 343 


Zone____ State. 
CARE Food Crusade contributions are income tax-deductible 
(Federal). 


Advertising Age, December 8, 1958 


33 Newspapers Now 
Offer Frequency 


Rates on National 


New York, Dec. 2—There are 
now 33 important newspapers of- 
fering frequency and/or continuity 
discounts to national advertisers, 
according to the research depart- 
ment of Moloney, Regan & Schmitt, 
newspaper representative organi- 
zation which has been urging adop- 
tion of such discounts. 

The dailies offering these dis- 
counts are: 

Charleston Gazette and Daily 
Mail; Chicago Sun Times; Chicago 
Tribune; Cincinnati Enquirer; Cin- 
cinnati Post and Times Star; Den- 
ver Post; Duluth Herald and News 
Tribune; Elizabeth Journal; Hack- 
ensack Bergen Evening Record; 

Houston Chronicle; Houston 
Post; Houston Press; Indianapolis 
Star and News; Indianapolis 
Times; LaCrosse Tribune; Memphis 


Commercial Appeal and Press 
Scimitar; Minneapolis Star and 
Tribune; 


Nashville Banner-Tennessean; 
New York Herald Tribune; New 
York Times; Omaha World Herald; 
Philadelphia Inquirer; Pittsburgh 
Post-Gazette; Pittsburgh Press; 
Pittsburgh Sun-Telegraph; Port- 
land Oregonian; 

Quincy Patriot-Ledger; St. Paul 
Dispatch and Pioneer Press; San 
Francisco Call-Bulletin; San Jose 
Mercury News; South Bend Trib- 
une; Syracuse Herald-Journal and 
Post-Standard; Toledo Blade and 
Times. # 


Two Join Doyle Dane 

John F. McManus, formerly 
with the Marschalk & Pratt di- 
vision of McCann-Erickson, has 
joined Doyle Dane Bernbach Inc., 
New York, as an account execu- 
tive. Bernard Gilwit, fo®merly 
with Kenyon & Eckhardt, has 
joined DDB as an art director. 


World Wide Info Moves 

World Wide Information Serv- 
ices, New York, has moved to larg- 
er offices at 660 First Ave. The 
company was organized last June 
after International News Service 
merged with United Press. 


Scharer Joins S. Jay Reiner 

Si Scharer, formerly general 
manager of the Mayfair Supermar- 
ket chain, has joined S. Jay Reiner 
Co., Mineola, N.Y., merchandising 
consultant, as vp and merchandis- 
ing director. 


THERE’S 
UNIFICATION IN 
BERLIN, (PA.)! 


Everyone in Berlin, East and 
West, agrees that The Trib- 
une-Democrat is the number 
one medium for selling the 
four-county Johnstown, Pa., 
market. 


Write today for Johnstown's 


PERSONALITY PACKAGE, 
filled with facts and maps that give 
character (o the Johnstown market, 


The Tribune - Democrat 


JOHNSTOWN, PA. 
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This is how the building looked before the fire started. At 3:10 P.M. the first alarm 
sounded. That evening, while the building still smoldered, thousands and thousands of Boston 
homes saw the entire scene on WBZ-TV. For in the Boston area, WBZ-TV’s 

fifty-two weekly newscasts reach 71% of all homes. Newscasts with all the color 

and impact that come from alert and enterprising local coverage, the best of 

the wire services, and direct news from Westinghouse Broadcasting’s own 

Washington News Bureau. 

Accurate, objective, authoritative, complete. That’s the news story on WBZ-TV, and on 
every other WBC station. One segment of a consistently high quality of programming that 
earns WBC stations the respect and confidence of the communities they serve... 

the reason why no selling campaign is complete without the WBC stations. 


WBZ-TV Boston 


Represented by Peters, Griffin, Woodward, Inc. 


@@© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE W4JZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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Purpose of the club is to pro- 
mote dining out by offering din- 
ners to club members at half price 
at participating inns and restau- 
rants. It will be operated on a 
State-by-state basis, starting in 
Connecticut. During 1959, the $10 
annual fee will allow a member 
with a guest to use his member- 
ship card once at each of 30 eater- 
ies in the state, each time paying 
'50% of the check. 


Supper Club of America 
Promotes Dining Out 

The Supper Club of America 
has been formed in Hartford, 
Conn., with Charles Caplin, pub- 
lisher of Connecticut Holidays, as 
president. Herman Wolf, former 
public relations and advertising 
executive, is vp, and G. Frank 
Sweet, head of G. F. Sweet & Co., 
Hartford, is treasurer and secre- 
tary. 


Material Handling Engineering 


Advertising Age, December 8, 1958 


Reynolds M: —_ es , . 
1959 Boat, M ampaign F 
-athoaied M ; Co., Richmond, A NEW STAN DARD EIGHT 


record campaign 
ts and motors in 
the ad expendi- | 
ducts over 1958. | 
publications and | 
id boating mag- | 


Va., will laun 
for aluminun 
January, trip! 
tures on thos 
Network tv, tr: 
sports, outdoo: 


azines will be ed. Ads for the! | OR FOR EXAMPLE 

boats and mot: will also appear | — = mate one 

on packages Reynolds Wrap. | a - = Agel 

|Clinton E. Fran: Ine., Chicago, is| en ey 

| the agency Drive away the car of your choice * from your nearest STANDARD/TRIUMPH -- 

| Spooner & Krievel Gains One | : ; gel ee RE 
Paragon Swimming Pool Co.,| 


| Pleasantville, N. Y., has appointed 
| Spooner & Kriezcl, New York, to| 
| handle advertising of its swimming 

pool equipment. accessories and 
| chemicals, effective Dec. 1. 


| Felton & Buffum Adds Two 
| International Medical Research 
| Corp., maker of x-ray equipment, | 
jand Pab Enterprises, importer, | 


|both in New York, have appointed | ‘Better’ Advertising Needed to Offset Ad 
Felt & Buffum, New York, to} 
andle their adve * "°’ Pressure on Consumer, Groesbeck Book Says 


ON THE NEVER-NEVER—Elimination of all controls on instalment buying 

has led to ads like this in Britain. Dealers are now free to set their 

own terms with customers. Auto dealers generally seem to have 

agreed on 10% down and payments spread over three years. Two 

months ago a buyer would have had to make a 50% down payment 

and pay the rest within two years. The relaxation of controls is ex- 
pected to stimulate consumer goods advertising. 


Although Lemarge is one of 

the largest mechanized processors 

of mass mail, the machines are 
only part of the story. The effective- 
ness of Lemarge mass mail advertising 
still depends on human brainpower. 

A goodly percentage of the million 
or more direct mail messages which are 
processed here every day depend for their 
success upon the skill, knowledge and ex- 
perience of our direct mail specialists who 
have created a science of mail advertising 
and promotion. 

Direct mail created by these spe- 
cialists produces measurable results 
that keep some of the largest users of 
direct mail returning to Lemarge again 
and again. 

Lemarge offers its clients a com- 
plete range of services, from the cre- 
ation of complete campaigns through 
list production, inserting, addressing 
and labeling to the final evaluation of 
returns. 

If you are concerned with sales of a prod- 
uct, service or idea .. . if you want direct mail 
advertising that is different because it works 
harder... why not see what Lemarge can do for 
you. You may consult us without charge or obliga- 
tion, of course. 


er ee ene 


'LEMARGE 


5 
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Mailing Service Company, 


handle their advertising. 

| CuHicaco, Dec. 2—High grade; problem that confronts advertising 
|salesmanship, ability, connections, | today is its volume ... Each in- 
|money, luck and hard work are/dividual is subjected to a far 
characteristics of the successful| greater pressure of advertising 
;;and profitable agency, according|than ever before. Consequently, 
| to Kenneth Groesbeck in his book, it takes much better advertising to 
“Answers to 317 Advertising| interest him and convince him.” 
Agency Problems.” 

Of these six characteristics, the | ® The ten most frequently asked 
= |most important are salesmanship, | questions, Mr. Groesbeck found, 
me |ability and hard work, according | covered these subjects: (1) Get- 
= |to Mr. Groesbeck. |ting new business, (2) handling 
| Mr. Groesbeck, a columnist for | account executives, (3) creation 

ADVERTISING AcE, drew the on. | and campaign strategy, (4) mar- 
id | terial for his book from his “Agen- ‘keting and merchandising, (5) 
i | cies Ask Us” column in Advertis- | copy testing, (6) cost accounting, 

Bj ing Agency, which was acquired | billing, charging, (7) pensions and 
by Advertising Publications Inc.| profit sharing, (8) extensions of 
several months ago (AA, Aug. 18). | credit, (9) research and (10) al- 
Mr. Groesbeck is also an agency | jocation of agency expenses. 
consultant. | The book is published by Moore 

| Publishing Co., 48 W. 38th St., New 
# In dealing with another of the york 18. The price is $4.95 for the 
“317 Problems,” the author cited | 958-pnage volume. # 
six characteristics of the smaller 
agency which handicap it competi- 
tively, These are lack of authority, Hood, Snyder & Rasco F ormed 
frittering away time on small ac-| A new advertising and public 
counts, undercharging, under-| relations company, Hood, Snyder & 
servicing, pressing (“Small agen- | Rasco, has opened offices at 2616 
cies get worried. They press, to use Commonwealth St., Houston. John 
a golf expression.”), and finance) Hood, president of the agency, and 
(“Don’t spend any money until|Philip R. Snyder, of the former 
you’ve got it.”’). |Hood & Snyder, have joined with 

Other replies included: “It seems John E, Rasco, former pr director 
to me that the greatest agency as-|of the Texas Manufacturers Assn., 
set is honesty.” “I think the biggest | to form the new company. 


SPREADING THE NEWS | 
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SINCE 1922 


WaAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 


| REVERE PHOTOENGRAVING CO. 


417 S. Jefferson St., Chicago 7, Ill. 
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Another new TV family in Baltimore. In a few moments they’ll be 

ready to tune to Channel 13 . . . to sparkling, live performers. Buddy Deane and his top-rated 
music and dance show. Jack Wells’ colorful Morning Show. Keith McBee, 

“Mr. News” of Baltimore. Three very live reasons why WJZ-TV has been first in 

Baltimore for 10 out of the past 12 months. 


Live talent shows help rack up ratings for WJZ-TV. That’s only part of the story. 
Like the other Westinghouse Broadcasting stations, WJZ-TV delivers a fine balance 
of network, film and local live programs, skillfully designed to meet the particular 
tastes of its community. WBC station programming has the capacity and 

talent to cover the entire range of local listener interest. The payoff is audience... 
the reason why no selling campaign is complete without the WBC stations. 


WJZ-TV Baltimore 


Revoresented by Blair—TV 


\e\© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO: BOSTON WBZ +WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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™ Advertising Age, December 8, 1958 g él 
4 : ae: 
W PTF bed ge 7 Estimated Gross : a 
pot vertisers by Product Classification Tine Cons 
tee, 
Raleigh-Durham Third Quart 1958 | Packaged Soaps, Detergents 10,025,000 ime 
the Nation's Ir u er, Miscellaneous ...........:.000000 400,000 
Source: Televisi reau of Acvertising from N. C. 
on Buresu © nate N. C. Rorabaugh Data HOUSEHOLD PAPER PRODUCTS 1,048,000 A 
Estimated Gross Estimated Gross | Estimated Gross| Cleansing Tissues ................ 173,000 eI 
Time Costs Time Costs | Tease Cate PRO OGRE scssiessiccncecascasene 346,000 
SE atichsicicesrsstnsaisveninvorten 85,000 
| AGRICULTURE 0... ocecsscensee $ 292,000 CONFECTIONS & SOFT DRINKS 6,399,000! Cold Remedies coocccoccsssssoe Toilet Tissue 221,000 
PR, THIN, docctctesececscossssnses 195,000 | AS ..........csosmaneenel 2,253,000 Headache Remedies Miscellaneous 223,000 
Miscellaneous ..................... 97,000; Soft Drinks ......... ..--cccc000... 4,146,000 _Indigesti R a 2,068,000 | 
% a ES 857,000 | HOUSEHOLD, GENERAL ........ 757,000 
Pk | ALE, BEER & WINE 11,610,000 | CONSUMER SERVICES ............ 3,284,000 Vitamins ..... 464,000| Brooms, Brushes, Mops, etc. 49,000 
Beer & Ale 11,225,000! Dry Cleaning & Loundries .... 9,000; Weight Aids 451,000 | China, Glassware, Crockery, 
iP 5 MENDES clinidaiiinenieaipnssncseseslsseieiieh 385,000 iil ............ciqiihdneeatie 525,000 Miscellaneous Drug Products 1,492,000 CONaIMES .....0..0-ccerseereeenee 59,000 
NAGE agins--....--chapinababsenie 733,000} Drug Stores .........cccsccseseose 200,000| Disinfectants, Deodorizers .... 159,000 
| AMUSEMENTS, ENTERTAINMENT 141,000| Medical & Bante! .ccniscvccsw 33,000 | Fuels, (heating, etc.) ............ 60,000 
| | Moving, Hauling, Storage .. 56,000 |FOOD & GROCERY PRODUCTS 25,883,000 | Insecticides, Rodenticides .... 379,000 
| AUTOMOTIVE ......................... 1 438,000 Public Utilities avnneennene 1,504,000 | Baked Goods ..........:cese0e0000 5,315,000, Miscellaneous .........-...-...00. 51,000 
: pS 000 Religious, Political, Unions .. 235,000 RII i iscciaitinseicaediieli te Detad 2,283,000 | 
a ge? «Eee 9.000| Schools & Colleges .......... 23,000| Coffee, Tea & Food Drinks 5,580,000 | NOTIONS ..............ccssssesessenvees 90,000 
yp AU ees 424,000 Miscellaneous Services ........ 166,000 Condiments, Sauces, Appetizers 1,125,000 | 
erry name | Dairy Products ...cssccccnsee 1,362,000 | PET PRODUCTS ............csesssees 759,000 
Ee te ye 54,000 | COSMETICS & TOILETRIES .... 10,980,000 | Desserts .........-enreeneeeennsen 298,000 | 
i | ‘glemeatilaaen dmneasnihes ne eee, 1,583,000 Dry Foods, (Flour, Mixes, | PUBLICATIONS SRE eS ek ee 87,000 
oe & Supplies ........ 357,000 | Deodorants ......-.--ssrsmernnsees 1,095,000 | tc Tee cdctbednsiicunstiien 1,470,000 | 
e itches aceedemmmmmmmmmnn ’ es ......cddibeme 167,000 | Fruits & Vegetables, Juices 1,780,000 | SPORTING GOODS, BICYCLES, 
/ Hair Tonics & Shampoos .... 2,028,000! Macaroni, Noodles, Chili, etc. 333,000) SE, SP ee 380,000 
| poe ‘ 7 
_ BUILDING MATERIAL, EQUIPMENT, Hand & Foce Creams, Lotions 544,000! Margarine, Shortenings ...... 842,000 Bicycles & Supplies ............ 16,000 
PERTURSS, PAINTS ...-..seseue- 621,000 Home Permanents & Coloring 1,923,000 Meat, Poultry & Fish ............ 1,519,000 . PER 311,000 
| Fixtures, Plumbing, Supplies 147,000 | Perfumes, Toilet Waters, etc. EE SMI Scsedecssancresennscrcesncseocssonce 68,000} Miscellaneous .............0:000+ 53,000 
Materials ......eccsoonnneeven oes eed a Oy ae 545,000, Miscellaneous Foods ............ 1,547,000 | 
EL Seer! 250,000 Shaving Creams, Lotions, etc. 387,000| Miscellaneous Frozen Foods 304,000 | STATIONERY, OFFICE 
Power TOONS .......-.rcessssssssn 700} Toidet Soaps ...ccccssseecsneeseenns 2,387,000 Food Stores .........ccsssesssees 2,057,000 | EQUIPMENT .............ccsseeeen 66,000 
5 | MilecoMlameeus ...nsecrereennen 77,000) Miscellaneous ....-.......-..ee 166,000 
. GARDEN SUPPLIES & EQUIPMENT 69,000 TELEVISION, RADIO, PHONOGRAPH, 
CLOTHING, FURNISHINGS, DENTAL PRODUCTS ...........00... 2,652,000 | MUSICAL INSTRUMENTS .... 378,000 
Dy NII seh csscecancovenate 3,124,000! Dentifrices ..............-:c0cessee 2,231,000 | GASOLINE & LUBRICANTS .... 5,595,000, Atenas oo... 4,000 
m | Clothing 2,653,000! Mouthwashes 212,000 Gasoline & Ol 0.00.0... 5,350,000 Radio & Television Sets ...... 17,000 
Footwear 335,000 Miscellaneous Sika eenaniehaibiehaut 209,000 I as 181 ,000 SNS Bliiesiscerseessvsnseceesosnsy 219,000 
Hosiery 136,000 | Miscellaneous «0.0.0... 64,000| Miscellaneous ................00 138,000 
| Miscellaneous DRUG PRODUCTS ..........20.0e000 8,746,000 | 
h r & ater “HOTELS, RESORTS, “TOBACCO PRODUCTS & 
as RESTAURANTS. ........cccccseeees SRA TEPID © eretisteaisrccsesemasscnsee 8,330,000 
IED ve rnnctnthigtnbasivernunenesees 7,793,000 
j | HOUSEHOLD CLEANERS, CLEANSERS, | Cligors, Pipe Tobacco ....... 514,000 st 
| POLISHES, WAXES .............. 4,434,000 | Miscellaneous. ..............-.0 23,000 pte 72 
* | Cleaners, Cleansers ............ 2,756,000 : 
; ay eager ay TRANSPORTATION & TRAVEL 631,000 
f RNIN icc snensdscheosrieaininonese 1,364,000 BIE eesssecseecnveenseennessnecnsccsnensens 425,000 
Glass Cleaners fe Sn! Ee 87,000 Bus TTT Te 50,000 
i Home Dry Cleaners .... 4,000 | Rail Sevesepenpadedabenansbeobedenredearens 136,000 
| 2. a ~ 35,000| Miscellaneous .................... 20,000 
Miscellaneous Cleaners ...... 188,000 | 
#h a n g th | WATCHES, JEWELRY, CAMERAS 469,000 
Cameras, Accessories, Supplies 75,000 
| MOUEEGRD EQUIPMENT — Clocks & Watches .......csco..+ 11,000 : 
ie j © | APPRIADICES ssevneeesseeeenine poeed Ge ie 37,000 ‘ 
™ Metropolitan & .. Sa {i 
HOUSEHOLD FURNISHINGS .. 669,000 | Miscellaneous  ............000006 23,000 
Beds, Mattresses, Springs .... 331,000 | 
ar er | Furniture & Other Furnishings 338,000 miSCELLANEOUS ...........0000000 1,629,000 
| Trading Stamps ..................:. 216,000 
| HOUSEHOLD LAUNDRY | Miscellaneous Products ........ 658,000 
: You're ahead when you buy Ce 11,581,000 | Miscellaneous Stores ..........- 755,000 
. gee ts Sean Ee Oe ee ee i es i a cee FEI, © FI arrincesrcscctisterssniticnccoed 113,184,000 
%¢ radio by Radio Markets. : ia 4 = , Bleaches, Starches 1,156,000; TOTAL $113,184,00 
That’s the way to reach the T TAKES — handling and training of personnel . . . 
maximum number of people purchase and maintenance of machines . . . prepara- . 
r ad dollars. tion and checking of an ever increasing number of . i 
ae 6 8 | A Technique 
records. | hs Wiadiens * 
or Frodaucing 4 
28th Radio Market There's one sure way of getting rid of this manage- | ig : 
$ 5] é 471 000 ment Frankenstein — 
/ / R & S high-speed, electronic : 
28th Metropolitan Market PAYROLL ACCOUNTING : 
$152 346 000 . .. one, low cost for the entire job — in direct pro- < 
lf 7 portion to number of employees — 75 or 2,500! 
8th Metropolitan Market “Meeting A Payroll Takes More Than Money” is the title 
4 50 és 382 000 of our booklet giving full details of this time and money- :f 
, . ° 4 
f | I Saving service. A request to Dept. A will bring a copy ; 
without cost or obligation — it’s worth your study! Where do the moneymaking which they consciously or un- 
, ideas come from—those ideas consciously follow in producing 
. which make success novels, ra- ideas. He shows you how to 
NATION'S dio and television programs, — ro mind ° that idea 
moving pictures sales campaigns production is, as he says, as 
28th RADIO end od meaner - definite as the process by which 
a MARKET motor cars are produced.” 
y NIELSEN #2 NATION-WIDE SERVICE James Webb Young, one of ee 
a’ the highest paid idea men in Enthusiastically endorsed by ¥ 
” the advertising business, set sales managers, editors, college 
‘ out to answer this question ~ aa and -“— pm, ‘ 
a his students at the University o advertising men, salesmen an 
4 F Cc @) R D | N G & STAT I STi CA L Chicago. The result is a little ee a who ge 
Ve’ fo F E- book which you can read in an read it. Send for your copy o 
CORPORATION hour but will remember the rest >. a eal FOR FRODUC- 
50,000 WATTS 680 KC Executive Offices: 176 Broadway, New York 38, N. Y. of your life. — Only $1.25 
NBC Alfiliate for Raleigh-Durham NEW YORK: 100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 In the simplest and clearest 
ond Eostern North Carolina BOSTON: 566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 of language Mr. Young has suc- A D Vv tb R T { $ | N G 
R. H. Mason, one Manager CHICAGO: 223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 ceeded in describing the way 
Gys Vounquenm, Setes Manager SAN FRANCISCO: 560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 the mind works in all creative 200 E. ILLINOIS ST. 
a PETERS, GRIFFIN, WOODWARD, INC MONTREAL: 407 McGILL STREET, MONTREAL, CANADA. Plateau 3831 people. He gives you the formula A G E CHICAGO 11, ILL. 
4 pact Enensittetioen of ¥ TORONTO: 439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-4951 “Attention Book Department.” 
Be 


' 
Sey 
ae x23 
Brie: Be 
ae Fes 
= ay 
Sg tid 
‘ Scat os rea 
Yew a4 j e 2 z rat Pe " Ly eat hat hi eet ~ Satie al : ss at eh ol 
eee, La aa dite aks Cn eae yn he RIESE eon es To eigen Ream kia, Nees Woe aha ig ees ee mn Oe ie ot act RNR eM 8 0 AE eS cas ee Me NO age cvs) i err 
a ee” OR ee | N 
acts lags i a nen ca enact) aa a - Lo EIECSADN iy glo Rene mene Cee aa Dt te ehh eee Ua SON ORR REN ete IIa, Sie ROR ARE on sh ey 
einai Re 7 enc Lm ee 3 aie ware pie eee Ea, UU ey aie pee) Lap ee ea es cise eae eee a ae aR ge (I tla eae = alec tress 
ee) eee ee fei ermal eg pe od aos eee ee ae “pean a cae eS is RE RA ha in. a ena ae mae aes area Scoatg 
; = a ee “ ee ee ee ae Hh a St! te ; les takes SE Sa 2 ete ae RW wea, a hi + ea Adige AS PERO sR peas gh aed saan 8 i” 7 Stig tae 
ty =. ee ae Ris Ce Oe ee Be a ee a Gita. rg, Me Rpg Sa yng TNS, Sri Opes ie Re ete ese RO. 8 9 ee = tees igh D yarn i, 


es se we 


4 SaaS 


To the rating machine they may be just digits. But to you they’re the Kellys, the Koskis, 

and a thousand Smiths and Joneses. People. Customers. Day after day 

they come back to make KYW-TV first by far in Cleveland with a consistent 40-plus share-of-audience 
in this three-station market. 


Time was when the station was a poor second. What’s made the change? 

Westinghouse Broadcasting’s able and aggressive management. Vigorous promotion. 

A rare gift for showmanship. Certainly these . . . and more. KY W-TV shares the experiences, 
abilities, and creative thinking of all other WBC stations. And each 

station can call on a WBC corporate staff of specialists in all areas of broadcasting .. . 

each outstandingly qualified in his field. It’s a winning combination . . . the reason why 

no selling campaign is complete without the WBC stations. 


KYW-TV Cleveland 


Represented by Peters, Griffin, Woodward, Inc. 


© WESTINGHOUSE BROADCASTING COMPANY, INC. 


TELEVISION: BOSTON WBZ-TV BALTIMORE WJZ-TV PITTSBURGH KDKA-TV CLEVELAND KYW-TV SAN FRANCISCO KPIX 
RADIO; BOSTON WBZ+WBZA PITTSBURGH KDKA CLEVELAND KYW FORT WAYNE WOWO CHICAGO WIND PORTLAND KEX 
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Meats: . ete Tufluence— reader Bialiites that aie Hoiise x Garden todays perfect selling medium 


a ont Softy: photographs like this consistently 


“set House & Garden readers to dreaming, 


to planning t6 travelling, to buying: 


Maybe this ‘is the year for Patis instead 


of Palm’ Springs: For House: & Garden 
readets don’tsit still. They have the means 


arid desire to travel. They want thé best 
of evetything. at Home and they want the 
best away from home, when they're vaca- 
tioning: They'tan pay for it—59% of them 
earn $10,000"r more ‘yearly. 
__ Consistently, too, House & Garden does 
justice to quality advertising. It: does so by 


WS ee ee 


fine printing; bésistifal photographs, edi- 


torial pages that are,exciting, thoughtful, 


sales-provoking. ’ 

First, readers look to H&G as a buying 
guide for everything in’and around their 
bomes. But’ House & Garden influences 
their outside livestoo. It provides the right 
climate for a Cruise, 'a"plane trip, a luxury 
hotel, a motor hop:coast to coast. If you're 
selling a quality product~a second car, 
a travelling appliance, a stay at a sunny 
hotel, a suitcase, a camera—you'll find 
your advertising supported in a style un- 


xa = 
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equalled by any otber medium today. 

Well over 600,000 copies of House & 
Garden are flow ‘being sold each month, 
Our magazine has never been more excit- 
ing to look at and read, nor more persua- 
sive. From.every point of view—editorial 
climate, réader “interest, buying power, 
cost-per-thousand—House « Garden is a 
media must for ‘59. 


Taste without waste is what you buy in 


House Garden 


Los Angeles 
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Do ‘t J t S ll S S ll Gl make July ‘Spread Month’ and | Mathes Boosts 3, Adds 1 Garvey, a Mathes account super- 
nh us e pace, e amor, offer two pages for the price of} Robert S. Collins and James QO.|visor on Burlington Industries 
one? And could another publisher Rankin, formerly group heads in|and Volkswagen of America, has 
” . )make January ‘Insert Month,’ of-|the creative department of J. M.| been appointed a vp. 
Morse Tells Business Paper Publishers ‘°° 2" %2 inser’ at's staies ine, New York, have been 
| 25% discount" ill named assistant creative directors. Marshall & Coch Adds Unit 
Toronto, Dec, 2——“Get out and across the board, why couldn’t we M.A. » oerenditiies oie agency also has named ; its Marshall & Coch, New York, has 
sell adcitement as well as ad space. offer some space inducements, and offering to run a one-inch oe aan wemen sscount Cuseuve, started a special ag odhir-apay- division 
If business papers don’t do this,” run some sales? per d in Life for 24- ’ r | Mary Entrekin, who will handle for architectural and industrial 
Haze Morse, staff vp of Associated column a + e page ad- Burlington Industries and its di- clients. Lyal Marshall, exec vp, is 
Business Publications, told the » «Consider the | " Loin so a ey — — visions. She formerly was with in charge. The agency also has been 
Toronto Dotted Line Club tonight, . - e e Lwied inage | prociaim, in ely merchandising Daniel & Charles as an accoumt/named to handle advertising for 
“we will lose advertising dollars to months, for example, Mr. Morse paper ads, that their products are executive handling several Bur-|Fred Reuters Inc., maker of win- 
media which do a more glamorous suggested. Could a_ publisher | ‘Advertised in Life’,” he said. + _lington divisions. Edward J. (Ned) dow walls. 
selling job, which dare to do new 
and different things. 
“The most sacred thing in the 
legitimate business press,” he said, 
“is the rate card. The biggest sin 
we can commit is to sell cut-rate. 
Our code permits no wheeling and 


no dealing; no specials; no premi- | 
ums; no two-for-one sales; no § 


money-back guarantees. 


“Is it heresy for me to say that 
we might re-evaluate this selling | 
religion as it applies to modern- |§ 


day selling techniques—the tech- 
niques that make us buy; the tech- 


niques that apply more and more |& 


to the sale of consumer media?” he 
asked. 


s “Read the newspaper promotion || 


ads in the Nov. 10 issue of Ap- 


VERTISING AGE, for example, and /|@ 
note the South Bend Tribune’s | 


‘Big New Discounts’ headline. 
Read the Allentown, Pa., Call- 
Chronicle ad offering 2 to 20% 
cash discounts ... ‘No Contract 


Required,’ ‘No Space Obligations,’ 5 


‘No Year-End Surcharge Wor- 
ries’,” Mr. Morse urged. 

“Also, bear in mind,” Mr. Morse | 
continued, “that the Reader’s Di- 


gest is now offering bleed for free, i 
and two-color ads for the price of |§ 


b&w. And did you know that men’s 
clothing and shoe manufacturers 
who place a page ad in Playboy 
receive for free the same size space 
in Men’s Wear or the Boot & Shoe 
Recorder? 

“I agree,” Mr. Morse said, “that 
the business paper which takes 
what it can get for its space, and to 
hell with the rate card, should be 
run out of our business, and most 
of them have been. But so long as 
they are made out in the open and 


Pardon my eye-patch_ e ee 


' 
y 


Roney Plaza 


HOTEL 


in the heart of Miami Beach fun belt! 


Three-block long, sun-drenched private 
beach. Olympic size pool. Cabana Colony. 
Acres and acres of tropical gardens. Ten- 
nis courts, Putting greens. Steps away 
from clubs, famed Lincoln Road shops. 
Minutes from race tracks, Jai-Alai and 
deep-sea fishing. Luxurious air-condi- 
tioned suites and rooms—with free TV. 
Dancing and entertainment nightly. 


53 of 283 rooms 
per day, per person, double occupancy 


316 Dec. 19 to Jan. 4 314 Jan. 4 to Jan. 31 
nsiaing world-famous Roney meals 
(Breakfast & Dinner) canes available 

) For reservations call: 
N.Y.: MU 8-O110 (Open Suns.) 
Chicago: AN 3-6222 
or SEE YOUR TRAVEL AGENT 


7 acres On the Ocean 
at 23rd Street, Miami Beach 


Le a ee ee fo 
eS RE 


Going Great 
—in Sales 


Already . . . renewals for a sec- 
ond great year by over 60 sta- 
tions and advertisers in markets 
of every size and type. Advertis- 
ers like H. P. Hood & Sons... 
Standard Oil . . . Pepsi-Cola . . . 
A&P, and others. 


They're buying 26 MEN with the 
same great star — Tris Coffin; 
the same featured player — 


Kelo Henderson; the same top 
production by Russell Hayden. 


Going Great— 
and Going Fast 


Smart buyers everywhere want 
to hang on to—or latch on to—a 
property like 26 MEN that’s 
proved it does a top job for sta- 
tions and advertisers. 


Join this group of smart buy- 
ers — while good markets are 
still available. 
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Racusen Joins Jacobson & Sons| Burlington Narrow Fabrics Co. 
Bernard M. Racusen, formerly | and Mooresville Mills, both divi- 
ad and sales promotion director | sions of Burlington Industries, has 
of Truval Shirt Co., has joined F. joined the sales promotion staff of 
Jacobson & Sons, New York, in a Dow Corning Corp., Midland, 
similar post. He succeeds John K.| Mich. 
Northway, recently named assist- 
ant general sales manager. The 
company makes Jayson and Ex- 
cello men’s wear products. 


Memphis Papers Tap Anderson 
John N. Anderson has succeeded 
Robert C. Berkeley, resigned, as 


/manager of promotion and re-| 


All Chicago Radio 
Stations Support 


‘Sell Medium’ Push 


2—Chicago has 


CHICAGO, Dec. 
become the first major American 
city to get 100% behind the “use 
the medium to sell the medium” 


17 radio stations here have 
agreed to use their air facilities to 
broaden the selling base for radio. 
They have targeted Christmas 
week for the campaign kick-off. 
They include the network-owned, 
the major independents, the Negro | 
and the foreign language stations. 

The stations have agreed to use | 
the idea kit prepared by Westing- | 
house for use on its six stations as | 


49 


them available to other participat- 
ing members. 


s Mr. McGannon introduced two 
“do-it-yourself” kits prepared by 
Westinghouse for using broadcast 
media to promote both radio and 
tv at the Broadcasters’ Promotion 
Assn. convention in St. Louis two 
weeks ago (AA, Nov. 24). # 


campaign advocated for broadcast 
media two weeks ago by Donald H. 
McGannon, president of Westing- | 
house Broadcasting Co. 


Stetsky Joins Dow Corning | search of Memphis Publishing Co., 
Beatrice Stetsky, formerly ad) publisher of the Commercial Ap- 
and sales promotion manager of| peal and Memphis Press-Scimitar. | 


the initial working tool for the! Pereira & Luckman Becomes 

drive. As each station develops | Charles Luckman Associates 

‘ideas and campaigns, it will make Pereira & Luckman, planning, 
architectural and = engineering 
company of Los Angeles and New 

York, has changed its name to 

Charles Luckman Associates. Wil- a 
jliam L. Pereira has sold his stock ay. 
in the company. Mr. Luckman is oa 
| president, 


' 
p 


| Robert R. Eckhardt, formerly 
: | with the Macy newspaper group, 
© |has joined the sales staff in the 
retail department of The New 
Yorker. 


| Eckhardt Joins ‘New Yorker’ 


| 


see is eee 


or ey. 
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BN te. arts 


eeq 
| I is Intent. 
| What is he hearing? 


sound in the foreground 


| 
| 


A 
Seems to be nearing! 


The sound he hears is the FoRE- 
'GROUND souND of KHJ Radio 
which has been selling Angelenos 
for a long, long time. 


sit Aide OE ELT ee i 


| 


| Until a few years ago we at KHJ 4 
» |never thought much about our . 
|sound as a sound. For more than 
36 years we’ve been programming 
|informative, stimulating radio 
‘fare designed to serve as a good 
deal more than comforting back- 
ground noise. And the worth of 
this ‘Foreground Sound’’ policy 
‘has continued to prove its value to 
our advertisers in terms of cumu- 
lative listening. 


“Siar apa - 


Yes, that sound he hears is KHJ 
Radio...and the sound that most 
often follows is that of your cash 
register. 


To underestimate the variety of 
tastes in Greater Los Angeles is 
to underestimate KHJ’s ability 
to sell. 


1501 Broadway 
New York 36, N. Y. 
LAckawanna 4-5050 


ABC FILMS. 


KHJ 


RADIO 


LOS ANGELES 
| 1313 North Vine Street 
Hollywood 28, California 


ARB + PULSE 
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Old Packs Can 
Be Best, Nigut 
Tells Packagers 


(Continued from Page 3) 
Campbell soup, which has come in | 
cans virtually unchanged in 50) 
years. He also pointed to Hershey | 
cocoa and chocolate, A-1 sauce and | 
Camel cigarets as a few of many 
successful products that have sur- 
vived without radical package 
changes. 

Even Heinz’ beans, which come 
in a blue and green can that almost | 
everyone agrees is a poor color 
combination, failed to sell in a re- 
vamped can color scheme, he said, 
because people are sold on the 
product and know it only by its 
blue and green can. 


8 The most dangerous myth, Mr. 
Nigut warned, is the belief Amer- 
icans today can well afford the| 
luxury of fancy packaging for'| 
their food. This may be true of) 


The seaning of DIABINESE ( chlorpropamide) in 


oral hypoglycemic therapy 


Ag advance i» duration of therapeut 


v 


Au advance in effectiveness over a wider range of palents 


“= DIABINESE 


(Continued from Page 3) 
= Groveton Paper Co., 


— Long Island City; Piel 
ae |'Co., New York; P. Lorillard Co., 
|New York, and Sunkist Growers, 
| Los Angeles. 


By taking the action of adding 


once-a-day dosage 


a@ MAJOR ADVANCE in the ORAL treatment 


| PFIZER’S LATEST—This spread concluded a 24-page Pfizer ad in the 


Journal of the American Medical 
tidiabetic, 


want,” said panel moderator Char- 
lotte Montgomery of Good House- 
keeping, “is more convenience— 
convenience in carrying, opening, 
resealing to save unused portions, 
and clarity of directions—prefer- 
ably on the outside of the contain- 
er.” 


non-food items, he said, but the 
notion that people want “more 
sophistication in food packaging” 
is “a lot of balderdash,” he as- 
serted. 


People still want the best pos- | 


| 


|@ The most serious packaging 
complaint of the wholesalers and 
| retailers—voiced by all those that 
|spoke—is the absence of white 
spots on many packages for price 


a proviso to its advertising con- 
of DIABETES “~<e-<--~ ie | tracts, Reynolds merely wishes 


Groveton, | 
sme: | .N. H.; General Foods Corp., White|ing for Reynolds’ customers be- 
Plains, N. Y.; Sunshine wae lt conducted in a normal way. 
Bros., 
melgheion Brooklyn; Hudson Pulp & Paper|the Clayton Act referred to stip- 


== |to be sure, an Esty executive 


Assn. introducing its new oral an- 
Diabinese. for Reynolds’ customers which) 
might bring about a charge of 
violation of the Clayton Act, or 
| amendments to it in the Robinson- 
Patman Act, by Reynolds. 


Pfizer Uses Big 


. The proviso being submitted to 


Ad to Introduce 
New Antidiabetic /mewspapers and broadcasting sta- 
| tions by Esty stipulates: 


: (Continued from Page 3) ; | “In order to assure compliance | 
times a day; the Diabinese patient | py R. J. Reynolds Tobacco Co.| 
takes one pill a day. _ | with Section 2 of the Clayton 

Pfizer feels its longer-acting| act, as amended, the newspaper 
drug will give it a competitive | [or broadcasting company] rep- 
edge on Orinase. Upjohn, on the| resents and agrees that it has not 
other hand, feels that since the po- and will not, by virtue of this 


|said, that advertising media will | 
not, through cooperative plans or | 
otherwise, perform any service | 


Advertising Age, December 8, 1958 


ze [ete J Reynolds Contracts 
-- Get Anti-Trust Clause 


contract so it will not apply to 
newspaper or broadcast advertis- 


Sub-section (D) Section 2 of 


ulates: 


It shall be unlawful for any person 

gaged in c ree to pay or con- 
tract for payment of anything of val- 
ue to or for the benefit of a customer 
of such person in the course of such 
commerce as compensation or in con- 
sideration for any services or facilities 
furnished by or through such custom- 
er in connection with the processing, 
handling, sales, or offering for sale of 
any products or commodities manu- 
factured, sold, or offered for sale, by 
such person, unless such payment or 
consideration is available on propor- 
tionately equal terms to all customers 
competing in the distribution of such 
products or commodities. 


® So far as could be learned, none 
of the companies cited in the FTC 
ruling mentioned above have taken 
any action similar to Reynolds’. 
|It is reported, however, that some 
of the companies have revised 
their advertising contracts to cov- 
er the point since the FTC ruling. 


sible food for the lowest possible marking. George P. Kokalis, pres- 
price, he continued, and the sus-| jdent of the Sure-Save food chain, 


than they are with Orinase, doc- 


picion that over-packaging is 
jumping the price of foods un- 
necessarily is voiced by more and 
more people these days—most im- 
portantly, he noted, by many 
housewives. 


® The third myth he attacked is! 


wrapped up in the slogan, “Pack- 
aging is advertising.” Literally 
this may be true, he said, but “ad- 
vertising is certainly not the pri- 
mary jeb of packaging.” To the 
extent that a package identifies the 
product within, it is advertising, he 
said. But he asserted that many 
products have gone to the wall 
for trying to do two jobs at once 
on a label, identifying it and at 
the same time loading it up with 
art and copy like a print ad. 
“We're in for a revolution in 
packaging,” Mr. Nigut predicted, 
“but it’s not toward higher-price 
packages; it’s toward lower-price 
packages that are more convenient 
to handle and use.” 
about 


s Housewives’ feelings 


packaging were summed up by| 


food editors of the four Chicago 
dailies—Ruth Ellen Church of the 
Chicago Tribune, Isabel Du Bois 
of the Daily News, Alma Lach of 
the Sun-Times, and Dorothy Coo- 
ley Thompson of the American. 

While expressing no wish to stir 
package designers from the “ivory 
tower” from which, they said, so 
many wonderful packaging ideas 
have come, they objected to the 
following: 


e Plastic containers that acquire 


Chicago, said the lack of such spots 
|makes some products almost im- 
| possible to mark. In other instanc- 
'es the white spot is difficult to 
|stamp, he said, because it is too 
| close to the corner or not easily 
| stamped in the opened carton. 

s Val Bauman, vp of National Tea 
Co., Chicago, called for greater use 
of multiple packaging. He point- 
ed out that only 10% of the ciga- 
rets National sells are sold in sin- 
gle units—the rest, he said, are 
bought in cartons or in taped five- 
pack units. 

Joseph G. Foy, general manager 
of Spartan Stores Inc., Grand Rap- 
ids, Mich., urged manufacturers to 
use more pallets in packing their 
cases, and standarize more on their 
case sizes. 


es Off in the bold new future, 
meanwhile, are many new pack- 
aging changes that will have a 
very practical benefit to food and 
its use, according to Phillip C. 
Althen, packaging and new prod- 
ucts specialist with Aluminum Co. 
of America. He cited these prospec- 
tive innovations: 


e Prepared meats packaged in alu- 
minum foil for heating in a toaster 
|or a pan of boiling water. 


e Steaks packed in their own alu- 
minum foil broilers. 


° Cereals in individual foil serv- 
| ing bowls. + 

/'HERBERT MORGANROTH 

| CHicaco, Dec. 4—Herbert J. 


tors will shy away from prescrib- 
ing the Pfizer drug. 

The prescription sales index in 
the coming year will tell the story. 


® An estimated 2,000,000 Ameri- 
cans have diagnosed cases of di- 
abetes and another 1,000,000 have 
|/undiagnosed cases, it is believed. 
}Of this group, some 320,000 al- 
|ready use Orinase. 

Selection of Kiemtner to han- 
|dle the Diabinese introduction was 
|noted attentively in ethical drug 
| advertising circles here. Earlier 
| this year Pfizer Laboratories, the 
ethical drug producing divison of 
| Pfizer, pulled its account out of 
William Douglas McAdams Inc., 
and there were reports that the 
company was planning to handle 
|the bulk of its advertising inter- 
nally. 

| Klemtner, meanwhile, has been 
| steadily adding Pfizer business and 
emerges now as the pharmaceu- 
tical company’s principal agency. = 


Frank Kearney, 60, 
Geyer Exec, Is Dead 


New York, Dec. 3—Frank A. 
Kearney, 60, a director and vp of 
Geyer Advertising, died of a stroke 
last night at Yonkers General Hos- 
pital. 

Mr. Kearney had been in the 
advertising business since 1919, 
was a pioneer in the development 
of radio and television and was 
considered an authority on mer- 
chandising and packaging. 

Born in Halifax, England, he 
| was brought to this country at an 


and transmit to their contents the | Morganroth, 70, retired vp of Ziff- | early age. He started his career 


odors of adjacent items. 


e Spice containers that are not 


|Davis Publishing Co., New York, 
| died of a heart attack at his home 


|in his family’s general store in 


easy to draw teaspoon measures | here Thanksgiving Day. Mr. Mor-| with Federal Sugar Refining Co. 


from, even though most recipes call 
for teaspoons. 


e Evaporated milk cans that can’t 


| Yonkers. Later he was associated | 


'ganroth had retired June 30, and| here before becoming a trainee at 


{the furnishing of services or 
|facilities to any customer of R. 
J. Reynolds Co.” 

| It is pointed out that the phrase 
“by virtue of this agreement” 
limits the additional clause in the 


| 
| 


Cigar-Like 
Smokes Invade 
Cigaret Market 


(Continued from Page 3) 
industry most of his career, em- 


phasizes that the new smokes con-| 


tain no paper. Pure leaf tobacco 
is used instead of the paper wrap- 
per. Distribution has been com- 
pleted in New York and Connecti- 
cut. Mr. Mapes expects to effect 
national distribution probably by 
mid-January. 
The company is not yet ready to 
do any advertising, ADVERTISING 
AGE was told, but it expects to be 
able to appoint an agency “within 
the next three to six months, if 
current plans materialize.” 

Milds retail for 25¢ a pack of 


20, and filter-king All sells for 30¢ 
a pack of 20. 

The new products will be mar- 
keted on a twofold basis. Where} 


| s o 
tential side effects and complica-| agreement. pay or contract for| D dl Ads 
tions with Diabinese are greater | 7 PM nse } win Ing 


Led to Slump in 
Car Sales: Strouse 


(Continued from Page 2) 
constructive selling. In our opin- 
ion, if there had been less price 
merchandising, less gimmick sell- 
|ing, during the past year, the drop 
|in total sales might not have been 
| sO great. 

“These activities only served to 
confuse the public and tended to 
confirm their fears that all was 
not well with the economy,” he 
said. 

Asserting that the growth of the 
car market would stem from pop- 
ulation increase and multiple car 
ownership, Mr. Strouse said that 
marketing autos would then be- 
come a problem similar to that of 
“lower price volume commodities 
where there are not great basic 
differences—at least not for long.” 


@ In such areas, he continued, 
agencies deal largely with product 
news and emotional appeals. And 
auto advertising will increasingly 
| stress news (new model introduc- 
tions) and emotional appeals (like 
Ford’s “World’s most beautifully 
proportioned car,” which are built 
into the introductory advertising). 
“Emotional appeals will help 
build a permanent and distinctive 
product image and clothe the prod- 
uct name with strong overtones 
of quality which will (1) over- 
ride the annual model changes 
}in such a way as to support the 
| market when a manufacturer suf- 
|fers from temporary competitive 
style or technical disadvantages 
|and (2) provide added push when 
_ he is on top,” he said. 
Mr. Strouse said American con- 


|had returned here, where he was| 
born and had spent most of his life. | 
| He started his career in the ad- 


be opened except by punching—| vertising department of Edward E. 


Calkins & Holden in 1919. He sub- 
sequently worked in the agency’s 
media department. In 1936 he 
joined Churchill-Hall. From 1938 


a distributor functions as a true|SUmers are rapidly becoming more 


wholesaler and promotes the prod-|umerous, that they are widening 
ucts at point of sale, he will be| their geographic range and their 


which mothers of babies (the big- 
gest buyers of evaporated milk) 
don’t like to do for sanitary rea- 
sons. 


e Bacon containers that can’t be 
resealed easily. 


e Containers with “push here” 
opening directions when no per- 


foration or other aid to pushing} 


is provided. 


e Frozen food packages—notably 
fruit containers—that virtually 
must be sawed open. 

“In general, what housewives 


| Strauss Co., Chicago clothing man- 
| ufacturer. In 1917 he joined M. M. | 
| Rothchild Co., printer, as a sales- 
| man, and a few years later sold 
printing for Hillison & Etten Print- 
|ing Co. 

| In 1937 Mr. Morganroth joined | 


to 1943 he was an account execu- 
tive at Blackett, Sample, Hummert; 
in the latter year he moved over 
to Dancer-Fitzgerald-Sample as 
executive assistant to the presi- 
dent. 

In 1946 Mr. Kearney joined W. 


| the Ziff-Davis organization as pro- | Earl Bothwell Inc. as exec vp, 


| duction manager. He was made vp|chairman of the plans and copy 
of production and personnel in| committee and account supervisor. 


1944. For a number of years before lIn 1952, when the Bothwell agen- 
1950, Mr. Morganroth lectured reg-|cy merged with Geyer Advertis- 
ularly on printing and publication | ing, Mr. Kearney became a vp of 
/production at Northwestern Uni-/the latter agency. He was elected 
versity. 


| to the board of directors in 1956. 


given an exclusive franchise in 
his territory. In areas where such 
a situation does not exist, the 
products will be introduced on an 
open brand basis. 


# Terms to wholesalers will be 
$10 per 1,000 of Milds and $12 per 
1,000 for All, less 12% and 2%. 
Both products will be shipped 
10,000 per case, and minimum 
orders acceptable will be 30,000. 

Both products are made for War- 
ren Tobacco Co. by a Louisville 
manufacturer, the name of whom 
Brambleigh declines to release. + 


age level, that they are increasing 


their economic resources “with 
unprecedented speed” and they 
are becoming better educated 


and more sophisticated. 


® He said a more sophisticated 
consumer is “less apt to be im- 
pressed by the hard sell so char- 
acteristic of much retail auto ad- 
vertising in the past few years.” 

He predicted, “Crude, wheel- 
and-deal, tricky, misleading ad- 
vertising will fall from the weight 
of its own insincerity and lack of 
believability.” # 
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THE REASON ... kesults! 


FOR INSTANCE... 


. 7 ** ‘ 
in total daily advertising 
J * 
published thus far this year ... 
3,431,471 lines MORE then... eR ag RPE The New York Times 
4,305,253 lines MORE than... 2. es: The Chicago Daily News 2 
7,991,678 lines MORE than... dee _......, The Philedelphia inquirer me 
3,960,696 Vines MORE teak ees The Philadelphia Bulletin Re 
2.735.020 lines MORE then... ......, ove cece... ... The Detroit News es 
416,404 lines MORE than. ..... ....... 0... ..... The Washington Post & Times-Herald ‘ 
2,731,320 lines MORE than......... 2 eee ccc, ..... The Sh. Lewis Post-Dispatch ‘ 
7,740,901 lines MORE than... .... 2.25. es... s,s... The Sh. Louis Globe-Democrat 
2,939,582 lines MORE than....... ....... ge dyes taees The Cleveland Plain Dealer 
TOUG446 lines MACON ee a Bass The Minneapolis Tribune 
1,662,487 tines MORE than... oo es. The Minneapolis Star 
3,668,157 lines MORE than... ec ccs s.... The Cincinnati Enquirer 
2,514,433 fines MORE than... ss sss... Deeper i, The Atlanta Journal 
3,384,405 lines MORE than........ ...... 2... Mee ee eee The Dalles News 
f Z0OV S62 net MORE hak i The Dallas Times-Herald 
PH 2,776,621 lines MORE than. ................0.-................ The Denver Post : 
Af SOURCE: MEDIA RECORDS, i 
| iST EIGHT MONTHS, 1958 : 
{ 2,923,521 lines MORE than........... es a7 The Houston Post - 
. | 12,259,831 lines MORE than. oes ees... ...... The Houston Press 
B | ‘ a 
| | 
; | JOHN T. JONES, JR., President . 
‘ oe R. W. McCARTHY, Advertising Director . 
a : M. J. GIBBONS, General Advertising Manager 
8 : THE BRANHAM COMPANY — 
. See National Representatives 
bd 
‘ ' 
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Getting Personal 


your key toa 


aaHIGH INCOME 
MARKET 


The ELKS Magazine delivers 
a class audience of 1,230,998 men 
with a median income of $6,798. 
23.1% earn $10,000 or more. 


Christmas tidings: A short story, “The Most Efficient Christmas,” 
in the December issue of Good Housekeeping, tells how an agency 
man organizes the frenzy out of Christmas by doing his shopping a 
year in advance. The author, Walter Weir, exec vp o1 Vonanue & 
Coe, admits, however, that he doesn’t practice what he preaches: 
he hasn’t even started his Christmas list yet. Surprised readers of 
the story were Bill Schneider, vp of Donahue & Coe, and his wife 
Nell, who found two characters were named after them... 


Arnold Gingrich in his “Publisher’s Page” in the Christmas Esquire 


Elks incomes rank 7th among readers salutes Morton Hague, vp of Henri, Hurst & McDonald, Chicago, for : 

of the 55 magazines in the Starch survey. creating the Good Samaritan League for motorists—and suggests i 
Higher incomes enable Elks to spend more ... that a $2 membership in the league would make an excellent Christ- es! 

more often... as shown by the high rating of Elks mas gift. The league supplies motorists with red flags, lettered with = 

in most ownership classifications in Starch. | the plea “Please send help,” to display when their cars break z 

To best reach and sell this high income men’s market, | down...The December issue of Pageant features a story, “Season’s ne 


advertise in The ELKS Magazine. 


More information? Write for a copy of our booklet, 
“The Elks Market” 


Greetings... the best way to say it,” written by Jane Trahey, head ie 
of Jane Trahey Associates, and her art director, Betty Fraser. i 
Another of their sidelines, the Random Thoughts Publishing Co. ‘i 
(Jane is president and Betty is vp) has just published some gypsy 
fortune telling cards and a Trahey-Fraser anthology entitled “1,000 
Names and Where to Drop Them.” The booklet covers such fields 
as The Arts, Big Business, “Fawshin,” The Theater, Texas, and 
sty | Publicity & Advertising—the latter category suggests such drop- 


pable names as Mrs. J. Walter Thompson, Commander Whitehead, 
YOU’RE ONLY 


P. T. Barnum, Hershey, St. Bernadino of Sienna, a Lever Brother, 


and Bert & Harry... 


MAGAZINE 


NEW YORK 16 
386 Fourth Avenue 


CHICAGO 1 
360 N. Michigan Avenue 


LOS ANGELES 17 
1709 W. 8th Street 


st i 


pe Se 2 


THE HAPPY WINNER—William Strosahl, creative director of William 

Esty Co., New York, poses alongside his painting which won the : 
top watercolor award—Gold Medal of Honor—in the Allied Artists ‘ 
of America’s 45th annual show. In past years, he’s also won two i 


ie 
ve ou DON . other prizes in this exhibit, two from the American Watercolor So- 


i \ ciety competition, one from the Silvermine Guild, plus a Hallmark 
i 


honorable mention. His work has also been shown in three one-man 
shows. 


Edward E. Voynow, exec vp of Edward Petry & Co., Chicago, and 
for 2Z years an owner and breeder of race horses, has been named to 
the Illinois Racing Board. Until 1957, he raced horses under his own 
name, but now races in partnership with Stanley Hubbard, presi- 
dent of KSTP and KSTP-TV, Minneapolis, under the nom de course 
of North Star Ranch. Best horse Mr. Voynow ever has had, he feels, 
is his two-year-old filly, Dark Vintage, which has won six of seven 
starts, including the rich Lassie Stakes at Arlington... 

} Joe Hudgens, program director of KRNT and KRNT-TV, Des 
| Moines, went home in style from the Broadcasters’ Promotion Assn. 
convention in St. Louis. Joe won a 1901—yes,1901—Oldsmobile in a 
drawing held by Television Age... Howard Gossage, partner in San 


This is Lincoln-Land—KOLN-TV's NCS 
No. 3. Figures show percentages of TV 
homes reached weekly, day or night. 


NO OMAHA STATION COVERS LINCOLN! 


WMBD RADIO — PEORIA, 
WMBD-TV — PEORIA, ILLINOIS 


There are two big TV markets in Nebraska. 
One is in the extreme Eastern part of the 
state. The other is big, wealthy Lincoln- 
Land, which contains more than half the 
buying power of the entire state! 


In the extreme Eastern market, there are 
three TV stations vying for viewers’ eyes 
and your dollars. In Lincoln-Land the situa- 
tion is entirely different as the NCS No. 3 
map shows. One station—KOLN-.TV —com- 
pletely dominates the area, with no chal- 
lengers in sight! 


Avery-Knodel will give you all the facts 
on KOLN-TV — the Official Basic CBS Out- 
let for South Central Nebraska and Northern 
Kansas. 


KOIN-TV 


CHANNEL 10 * 316,000 WATTS © 1000-FT. TOWER 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 


Avery-Knodel, Inc., Exclusive National Representatives 


Francisco’s Weiner & Gossage, has been in Children’s Hospital with 
an ulcer—his first...Roy Hutchinson of Good Housekeeping’s 
Chicago sales staff is Paris-bound. He won a trip for two in “crea- 
tive selling” contest. A trip to Mexico City was won by Gene Van 
Ells, also in Chicago. Robert Rose, Chicago, and Stuart McGovern, 
New York, won a week’s visit to Greenbriar. Gold watches went 
to Joseph Kern and Morgan Rawlins, both of New York... 

Stork stuff: A second daughter, 7 lb., 14 oz. Allison Hall, was 
born Nov. 20 to George C. Whipple Jr., public relations vp of BBDO, 
and wife Joe Ann. This is their third child.. It’s also a second 
daughter for the Roy MacFarland’s. He’s production manager of 
David W. Evans & Associates, Salt Lake City ... Verl Scott, business 
and ad manager of Improvement Era, Salt Lake, and wife Louise 
welcomed their sixth girl on Nov. 7 (not a boy in the brood) ... 

Two engagements: Linda Valenstein, daughter of Larry Valenstein, 
chairman of Grey Advertising, and Jerome I. Elkind with Bolt, Ber- 
anek & Newman, research and consulting company in Cambridge... 
Also Marian Kreiselman and E. Philip Slater of Harper’s Bazaar 
sales staff... 


On Nov. 20, Clyde S. Benham of the Chicago Tribune’s ad depart- 
ment celebrated his 72nd birthday. In January he’ll celebrate his 
49th year with the Trib... 

William M. Hines Jr. of the Washington Star has been appointed 
to the board of governors of the National Rocket Club... 


Time salesman Albert Roraback starred as Mr. Antrobus in a 
four-day run of the Time Inc. Players’ presentation of “The Skin 
of Our Teeth” ... Harvey Long, ad manager of the Washington 
state editions of TV Guide, has been named “Mr. X of 1958” and 
awarded the Seattle Magic Ring Inc. gold rabbit trophy, which is 
presented annually to a business man-magician for his contribution 
to magic... 


New members of the CBS-Radio’s 20-year club are Harper Car- 
raine, director of research; Philip Levison, assistant supervisor of 
technical operations; and Alice Santti, manager of sales research. 
They get their choice of a Model 360 or 642 Columbia phonograph ... 
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In a chain super market coupon promotion 


which was advertised in a full page ad 


in the two standard size papers 


in Washington, D. C. 


The Washington Post and Times Herald 


produced 93% more returns 


for only 18% more cost per page. 
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Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 


and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel a nd Resort adv. rep. West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly; Robert S. Farley—Financial Representative in New York. 
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'T PAYS TO CALL IN A BUSINESS SUIT 
WHEN YOU CALL ON A BUSINESSM 
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The “relaxation” atmosphere of some media can mute your message to busi- 
nessmen ... but you get a business-like reception when you dress your adver- 
tising in a business suit. Business Week is custom-tailored for management 
advertising: Strictly business in content. Conscientiously limited to a “man- 
agement-only” circulation. No housewives. No newsstands. No barber shops. 
No doctors’ waiting-rooms. Result: an atmosphere that encourages your 
management advertising to work . . . and at the lowest cost per management 
reader of any general-business or news magazine. A McGraw-Hill Publication. 


- BEST-READ AT LOWEST COST 


spite — 2S AR GLE 


ee ag HN 


a 


Soap 490% ee tail 


‘ * *) 5 =e ‘ > ae OSE af ‘ ae — > ib <a 5 iy 
Te askwe : re oe V make ne z wi, 7 : 2 9 ites * ali a Se ‘ 
f f . i f . : x. oe . i aie < f “ 
7 . N ‘. : . . i re By hese < ae * agp 
MT te Le ee ee Pe Rg oe ; ie es c - 
ES ett eee Se a bi 
‘ Pm ‘da “ _ et 
= DG Le rp ete 
> E ee. | eae x ee - 
; ES : ; ai < ai a ae 
ta — = 
- ~ _ Z ™ =* a E rs 
: } oe ’ > a ue 
: ,. oo , t - ~~ x $ FY wy. ae 
jt : ony ° ; ; F % ae 4 - pe ; 
— a we "> tt, # ¢ wane. f 
vee Li N 1 : = ‘ 2 ‘ai . 
Fi of i eo ‘ 2... i 
shui J “ly ” < s 
4 es, = a ek 
im 3 % fs | 
- “1 “ | : 
ae H | ene 1 ot a wn as 
; me Preys d é i 
: . \ : ra 4 ' 
an = oe ey 25 ce 
— 27 See 2 igen: 
ee ‘ ee F i tee eee = S oe 
: ty, Be ee Hoan ae oa . aa i, agai 
j - 2h al eae a 5) cs ? rs P ea 
— Wie. ee . Fed 
ae oe -*< e bs pees : a eon 
a a a WX & PM 5 aes". eel oe. 
Ne . 3 a * Hy: 2 i Cre: 5 ee oy 
— 1 i J oe 7 ee ee aa ’ oil ie 
"e. me e ee a eee Te i ae ee oe = ra ihe Ts eid aay . Pea eas 
‘ i. ‘ — F a e oN apa aka Es) a eee : pant 
ri i es Le Gan AG NS a ielleet 1K op. Reais tba, aio me a Bn it Od 
ai eg - “eae acai: « eae cee Tae tines ei hase ‘ aN eer 
Sed 1 Baas. ; ips 2 OS tale cic pamecenan: Ceae H bel cl lie i i OS alte. * anne 
= 4 —" Se ae ates” eae ae Dy Peete ok oe ' ees aig ain : 
i eae J pie gies. 7 eee ie 7 tafe opel Se tn ag ree ren as " oe h Was 
a : Bea A cay a OF Bigeae e iceh oy a eee Es pee © 
tie Spee eee F Sepia ee ee eee Me Pre te MET acne patie 
ee: q ee ae A ie ee G ne. Ci apes oy eee : ae Paved = 
a J ae S0 cr shai: ee. ‘ “i Ai cal * Bee ctaxsee Fe et ye ei ee pis cect nae ae 
as - ¥r ‘ Pa. fom a sy Sale ye Se es Pak Foe mci mene et tal at see as pe eae . we 
ey - , a. ; re eas os UR Pi ihe a a Bie ue TENE he io ee " tps 
x fi ies ag 8 ieee D & Sea es eens ey ee he a aii een “naa mee eee, 
= eo i oe, cat a aes fo peas oe" get p tere, 
= us a Mi 4 hae egies os ee STs. ee re: Aaa 
4 4 é* re a vee Far ats ars a A. 2" oe oe : 2 ah ai J ea rey. 
Bi .F : span et «, tase V : a eee yee ; oe Bur gi 
age .) oo ee cat AERe ee “a + RE ae 
ae | oa i sr +e a ce eee: pe 
fee | oo ns en : : "ig oa nies? oe ‘See 
vs | > = ‘ ‘i Sa y as 2 . 5 _ ee ; = 
‘ -_. oe pn mi P is Z , = es oe 3 
YY % 4 sot ey ca - 3 =e fe - b ie ae cP ae yt eo .) 3 
; 2) oe 3 ieee eae ae a Pe oi ae RG My 
co 7 Pis% igen oe | patel ie . ig = malty * of 
aa | a ane st > Ghee ~*~, san rag Sie 5 ‘ sre 
a te , Rt aie yj way Galen i ; Si Seen nae ie 
> 2. oe ee Se ee Sy Meee: 
; a : <a 3 aos eee a ee ee air 8 <. y pe 8 
- oe Ny eae =e Rates Pa) waieie? ee es lah eo een. Sat". 2 ae i aes: ¥ . ee 
A visa i : nS el aa ge oe e Ne ee Fran, ie 2 7 wuld fe me 
Si ‘ er” A Sper a ee Mie eis * git A EE a salt a Sa a ee ie = 
i abet | one 2 #0 see ee. BEG ee CO, ie EA, aD eee ia om RBS a A ee 
‘i y Se es & BMA iat | Xe ee ae ed 2) a rT ao gi ects : . hae «RE ee 
Sig) FE; ee Ete gt ae ee Be on sia), lee a Be ‘ i Ne 
ve a Pie ie, See 23 a) 2 SR led a ah oe ‘ st Mer eae 
: % DE agen Pes Bae a Fuse Se ay <a eth Warmer as) ke ayaa EN : Sth ae ee 
4 gt Be ie 7 Se gar apes aia ae Dea ee See! = i reese WY Ne = Sas 
eS ro — ea een 0 Se EE ese me aor rae " : ar 
he OS eee PP 5 gh teen >) 3 ae be ie a 1. peas oy Sie ie \ Aa 
ra ’ — 5 PRS Be a De i ie eer tes oe 5) ars os es st i, eee: ied F ¥ + os ; 
5 ; —_— — oo Bitasee area ne grat Peer eae ae ala ps. Phe 
* weet ney cs i: ae pracy puis eee Sa, tet ; a - Pee 4 ( = eee of oa tk a ig mee r p=. ; ¥ ae - 
a re ae \ ee cried ern alaaa e te 2s g aa Vasey tat Ps a ty og Bnd a: as 3 eeiliae tte 
; a ett meat ih ae ae een ee ae Sees : ig es 
: OS A sweat ie ee i “eae, ie a ——— a Dr i eee wes Tay . oe eo ae 
gee a i: oe wa eo - = Pe 
; se ass foe has ee ae >. re “al « SAlaree a ek eee P ee 3 ae  paeeigee© 
Bee ae en Be ae ee P RA in a ee a cee as eee he Doe sae 
‘ See ge 2 ee ae fenemer ei ee ieee Oe, ie ‘ ys a | AEM ei Bt ig 
oe + Re se eee yb  heatle 5 23 A Boos eee eee fae y Sie tals. a pe eee ea : ct aA “wot © 
ea : ; fee fe eer ect fees ise Fe MME Ss tear 25.9 SiR eee a 4 oe a aes: < 
q 3 oe ty Ras sear inca. #  itae te a ae po mee vyeaes to: gic see ee * ee eee 
oo ae . MEME er ge es Se ene me ete Nae Real +4 [oak ue Rey Lee as nee y i a fe, a eee % “3 oo = ee 
; es pony, ieee eee ee ee ae. Mee 1 ae ee pales i * a4 ee 
Rr i? Bn LSS era 4 f 4 Egan: eee ta en ee lle he a Tie: Bane $ et si eet ye nee “Ze ERO * eS i a i ee ed 
Sack.) : i i Nae pS ee 9 i Ma aie Ot oe ls oe é st Gh a Bier BR ation ha alam Ree 4 =e . i 1) cia 
‘ Pitas LT ae ' eae ta raeee. Refi lrccg Beh oe ears ‘dct ot ee is, oe Dees Rip ss Saree eS ie ie ; tee 2 le Se, le 2 
f 
AS Bh ci eRe th 5 ee pclae ee. se i ily pitt Sete ei Spt bea ce” aa E'S A a em Obie aria ih aoe Se a fT eee ry gc t t ie : 
Si is, ater eee et blag RR le oii Es eo pear fee ene ae i ee ip. Be SScepeieaon oleae ee i ae by SERS City a heed Of fe WED ee. tas B fans: 3 
ret ni vigemptindin a» ese ; , Eyer colinescafidhslaniainncasien Line Bom, OP peat TO eee eo ell, | SN ge ca te nS oe & ¢ ae P Bee 
bh Re Si | eee oe oe aaa a a oer ee ale 4 _ rae ee ¥ Za Re pe eng a aa ae 
ae BREAN ee!) eT as - o ES Ge lt Oe, aie rs eye BRS Gs ata aac te eR aR ise erg ha : ¥ ¥ ; Pe Ths 
if aee es ee a ine ee et me: Eg Be et. x. | et eh ese A oa | Reg ORG Se erie am ea ate a ogee ae OY : : aoe ee ee ae 
FeO ied oe (cc) enn Cele a eee 2 eee ae a Mg sities > Tare SM Sie geek io eae = ee TAY tec ies Se ae mae ine elk Ses ceric Mea : : 3 ‘pias Le eee: 
oe ES Se a at ee ema te ise eae at he ® ae jel Ay Rae a ea ‘ a Pee of Sas se Sc aguas cam ni erga Ree! hee ae tack ae Po 
aot At eee re trae 5)  a j =a ee, these tet ey Bi nea best: ee ie mealies v7 te ae A. hae oe tae eh ee ee ef eheemeat es eli ae «a 
ae AG il a i ielaecieiae pare ft peas ta gs SN rs ae ht ea a et Dee oe eS * AE Ae. pete cece ee ed eee ea ee ne ee ys ai ‘ é) ne a ae 
ae eS Le a oe Seen yee er a, ea ESE er eee ee Pee Ai nee epee os hin rN ati dN sie: 
a eset. eee } Po) eee ea € ia E OE. SOE yee Tes 5 ht thy an he Fie it SL i neat i a ome ae a Veet a i <i 
ren oe , eo ae ee ese Ve Vasa Se a CS) a ne os tee psy ies DLs tacit ie techie ye haiti een om ee 
= ah ‘ i “ i ~ : . — 2 7 = Si ai “ip , Spare ete ah a ns reine 2 
3 , } a ? : a ag fe 
f Jee) er Ee ieee Se a = ee i * . es ih i ix ‘ 
' » 4 ue j 55 i] Papeete, le ae ele acetal s 2 Eo egies eee oe bags ee pipe x ue ft te sian =k me i . i ) 
M BES fe } ee ae , eae a te ee naan? bb ge ; ASAD Rg ce ace lt : ieee 
— |: = Ja Se ren Bicice Sa all a ae, Ge ge ch ea cs ghee Th aL age ae alia 
: : Sen. gh pam 3 eee a ow 2 ESS ean eer ae = eee ie re Tae apes cds ee BP ise eh ), or ¢ SS : 
t al) Biss Ss ee ; Dees: ‘oe sem EMIS FES bab ah a: ue Ge a ‘i ce ee ‘ Boge & ' Pi vs ag ery 
© 1 a \ a oe Ny ye MP oe ee ‘ Bene ate cages 6 ; at 
sia ieee,” il . f a sae pee ey RS Ne 2 Be ee eee ee 1 SOAS cena Lt Senet ; eer SF 
; es H Wes Raa Oh ee: Le Naa reed ae cae pres Se eee: a Sushi Wee eee a oan | ff ea ee ee er - ee 
ae Vs aa : i ae i our a oF SE erly, Mes hae ey " pee uae ati ie ie ee , ed oP ecg es eens RR am gira hn ely CT Ne a * Be OA 
= i a :] eee , 4 ae phate Wt \ ten, agi ial Eas iether | y , ace 3 Cw beg et Ee onion Joka es . pee 
i bares ai } Bee os ame ik - iia te ey ae he sar as = a Ben see ane . noe ka 
; , ee. ea z . ; w= es : Bho eae eg ee iat te te ti ee tae Ce eee f ene ; ia u eee. ' : Wah 
eh ‘tee Bef oe ; aoa Fie eee SR! ey aman ee Zs E ‘ a aes Ad eae Sea Bae he EL? P eke fe eae ve eee 
: : a ae’ Seal i ee : eee oe ; ae Ng gaee ne Fea ae Site pir. “amy re at \ Pi vi 
= a ay me tee oe MES nt Bes = oom "nae, ee i ie heer y ¢ se ie f iwc yell 
ape Sues ee Bese de ee sa ; . ae Ja B SS oe ee —  - ihe CP ap bne sete. © lied Bes : ‘ Tags 
; seat, aah Bee So a ie eis ; i - sss cy Ny ms ‘es a ice en ER ER gO Eo : slit 2 pet 
-— 2 : te teen fae oe | . : ies. 
a } ee ee ee =f ’ Pie ; So * : f a A ae 
i Resi tee : “g ‘ oe ye ; : . ia sae ¥ % 4 - : Pie ais ee 
; 7 3 a See Oe Le : a aye ee ca ay > ge oS -0" 4 i eo urs 
a ’ free siecys Tar nated ar ee Tee ae : Pe Seer ae le ’ ene Pag ek cee ; ; ps lbs 
| See . i oS eee SO ee Se oe ee : —— 
ne ance oneal e Se ee an i Se ee eo: GETS Oa 20 MCE AM ie a ean een ee ee 3 oR Mea 2? es a et Sek Deira Rice Za hae ai 
J ‘ eee a i Seer iy alt a ae eee i ae ee: ee | es alge > ae Sa eel ean eae 5 ae a cit ia Ot PD a ae Ras: oa ae oe ae Saar ands Ge eae 
4 ee ee t : RAR ee cet Br Po ae Pris Ce So me Ry ea eee ss : Bien = Ss id aii aes eae ye ce ec 2 7 4 om f Fase laa 
sa F ae ; ae c ; ae es iri 9 ~<a 3 oa Mes” i i e aes s VSR ae a wince, eee : ie fille ae 
ay ae the ae ee nae k se iy set - Bitar z pis aa ‘ Lee ee es a vy 2 a ee 
pe t 4 : s i «ee ie ~ — er anne ae ene 2 : tN SS 
: mn ped ; - - ae ee e oe i ie ide eee ay : ; b Shs iy Sua 
ae rn & Bee: i - ped =) t u Be ae al eh: BS a Bi oe vad 
fe i as: c : eC y (ae eu 2 r ot pe =, i. Do ec ea 
f ‘ is ie " SH a ays 5 : <4 ane. Pee 
i. ig - Sy A ea ee ’ oe yas vate agen 3 a ei ; 
ona é sam : oi pa: Lee a alo Fea hes? ans aan ing thet, 
’ eG. : fs > ee ipak SASF oe oa st ear: ; . 2 Se Weis tie gay > or ; 
wd ee See ‘ Per ee fo a AN Sin: haces ’ BN a sac a ali dred - Pree eae,. 5 aes Aare 
pies i . 
pee ; a 4 me 
a » .. * a ee stall see ae apie ae i se Te y oe ge ve ™ ae 
Me ee 4 Le eee ee ee ag ii = SP ail : Ree oe: i Se yc, ten paket: SS eas ; iy , al ’ . , ae 
; ne Gc SAS al. ; poo a eye Bee oe ee ee ee ee ee 2: a en a ‘aie te 1 si é tr eon 
SY Spat alle . es Kg? ete ue es eee 2 a Sree eye. TN sae Eg | Re ape h ener ne it, cea hemes ee, oie ais | onl 7 af - a 
’ _— .. cc iccesnseis Poem is ial i, mee re ay eit a ee Sta lo i, Ber: 
ing ee, ae hy. he, piecena = Gee i, Wien “baie 7 Gey = Gunns ee As) : oe os Sey Sere ee 3 ae Dama eay eae tenn > ae _ io) eee 
oie ne ce. a, : eee * E.. Sater Biss “taped iy RRR 5 30 per Pans ieee ane Ape Bs ee a rate 
: pe at ; ; ana ie pe eR eer — SS Cee ceo ere han Go... Se: Bee Se Le. 
4 4 j ro pire go a | NR pt a ie a x i Be Se ee a ee ee AS cick amore : onc Met Rigas hs silk ok eee. a eae 
Saeee ; ae fe one ee -_ | Denes.” eng cient ies. APS 5 as aise ee So ees as: ema ae 
: | oe ee - Tee as Ie : ey ae ‘Fae cS omer A a ate Meee re. ean Sc 2s = ae nee ee Ge ae a eee 
| se = q ae a | opts ary Eris: g a i eerie fas > anaes atic’ Pewee ork ee bE satiate cea oe SA a mare PGR te Set LS: 
: eco . 3 eg ee et hy oa Bee a aj Bree! “Sp eh A a OG cage hoc RN ag ga aa Aa Mee a ee ee ih Es Se itis ain sa ciche aaa 
: cae “ ae ; ee) ie ene ar 4 a oy s * = tS cof aa Sane iy Res oles y teas gE ea NE ‘Sa he ECE es eee <n oe nih - 
. Sie : eee “kl ie Suetay Soe 4 Re Re ee aan. ae PRBS 8 8 oso Be Ot ae align ies le acs SNM eecaaels Sauk > Mo i apaiiaa Khaccs omer ee ae Sia eee rey < eee 
, eee ee ja et We a : a = RMR the rae erie eo LOI Te Lar Mere otek Fae mi ter ee Ss a a ay el GE Ry + 
; Mela PG eS aaa 4 Hee ea Rte ir) eee erect ay > anes ae oe te Re preg ke re Ne So a a a ot ig el eh toad BA tec ea Se % 
Bedi hee cc Sern ge sea y (aes ts ae . “4 —.- es ‘ i ght + aes : F " et ae, : Re Eh, 
i i See i ae eee Sak Cees) a Siting (oak ae aaa re : 
a cs x a Ro 9 See eee 8 Meet ARSE Tk . o Be eo le aaa shed ; ert : a f ‘ 
Se aS en gas ee q ; are ee Ne sac ey ay epee cee a. a a peat ‘Tit reais : : : A ras E z 
ei toe here ey ved eC, aa Pe Or yee a See iti 7 a SD aiN in ps Clie < ee 
Sieermesninctones Tk. ; ere: oe gee On OO eee oe : SS SS Ieee ea ts : ; : 
ee ae if : “ Rar nea ee aes Bag * > ie: Bh ack a al ee a de . are ¥ Me ote ght i ; het eae 
{ Bo 2 ae Ora sae Re ae ps cg a es. = ass ps Cee Pa ce es Soe ey oi eee 5 ee” & 
i ; mee) Ot ee ee J exit ahs ganna 3 Fe es OR ee. “ie ORS PY ed : Cae eigr Uae a ie Pp ; i ee 
4 Se ee eS awe ae he ae 0 en ee a ee eS ee eee Renee ote , 3 Gee ee ae * 
4 rem ge ee ha REE ee es od eae tee al 4 ts. : rales piss ¢ on ae aoa ‘sale fe ae ac ie me = See | 
: ce cae RE Gah en Pico ty RRR eM MOS ay Te Wop) ae gt Das Sha ea 2 Be ites ee a Ere nesta gic dt S:/ eta pial ue ea NET: Jee ae aac ik Rela chlumeete! 
Se Ree Ne Te eT Ge Me oie PURE 2 a eee, eee ye ea Sp ee Ro Mmene aneee 
: P . ais cr yry aR m ay 5 se . = oe Sais ori ci i aa aoe oe 
C dax. Pa Be . ty wg ge c Bo ee aa ss ce 
e. 3 ee - a : 7 ge 
A 7 - i mn 7 ™ a Aes 3 % os h ee 
; eB : a ia or ; bine , : nn She i ; 
SEE PY. : : f an a Boek: ‘ P Rete: ene ae a : Laie aa ty . a 
b . ee ; Bi: ee ; z rs rn A Re aOR i ae ae “ . Z ‘s ‘ 
" ia eer a sig) » - els sink og lea wv ? ieee a se el et 
ae 2g a 
ee | ae 
: i 
Pvr 4 7 
. sic Beh She, FF } ‘7 
i) “4 Ron Tg ve : ae 
: bad Bee: *. 
}) ° ° oe 
—— ?) er 
ie 
ts 
i} . 4 Ws x 
“~ a 
i i= “es _ Dae 
1 | a ca] 
H ‘ . os 
, ae 
’ a ° bee: 
= de 5 gia 
; 2 ee 
‘ar +4 
' —. : f a? 
a ee Se 
_— tb i 
- Py no ? ‘ 
BRS Va Gees tee 
; _ oe 6 Se ee 
eS ecm S ae 
) ah ere es : 
oa 
ft! ‘ 
} : v 
| eee 
| i ; og 
y | BS 
eee ae in oo ec SN pital bane FLL ay Oe ee Be oe eae ee. wie ar ea ? . i oe ba 2 
Wee Hee. Se ey ¥ Cert Ora Macrae Na DAT Wares sce Aen Rane Teer i apes y ee Sperm aentrate De a Soge Ny SE A ge eee...) Be aaa Se ae ee , 2 "er 5 
Bt a) incr A aie eA NR lnc sl PST ok ee eee Oe Pe Rete AI igen, aA Ret a co, as Sa Maia oo ee. Cait 


56 


Tax Free?... 


$600 Annual Net 
Tickles Owners of 
Youthful Agency 


Hanover, N. H., Dec. 2—Han- 
over Advertising Agency has only 
seven clients and a yearly in- 
come of but $600; yet its owners 
consider it a distinct success. 

The owners are two juniors at 
Dartmouth College who contracted 
advertising fever while working in 
agencies on their summer vaca- 
tions. One is James D. Johnson, 
who worked at Lennen & Newell, 
New York, where his father, Max 
D. Johnson, is senior art director. 
The other ad tyro is Eugene Kohn, 
who had worked for Ayers, Swan- 
son & Associates, Omaha. 

The agency restricts its opera- 
tions to the campus media—the 
newspaper, radio station, humor 
magazine, literary magazine, alum 
magazine—and does “about every- 
thing a large agency does, with the | 
exception of television”—handling 
layouts, writing copy, and even 
auditioning talent for spot com- 
mercials it tapes for radio. 


® Although the agency is small, 
it has its rewards in resounding 
titles. Mr. Kohn used his title of 
president in seeking an appoint- 
ment with Sigurd Larmon, then 
president of Young & Rubicam. 
He got the appointment, but de- 
veloped cold feet at the Y&R 
threshold. 

“I’m afraid we're here under 
slightly false pretenses,” President 
Kohn said. 

“Young man,” Dartmouth alum- 
nus Larmon replied, “I have a 
very efficient secretary. She spot- 
ted this the minute you called, but 
she also knows I have a weakness 
for anything connected with Dart- 
mouth. Come on in.” 

As are all agency owners, 
Messrs. Kohn and Johnson are 
faced with the problem of con- 


executives 


can you use 


$1500 - $2500 
or $5000? 


Abnongel Yphag 


Your own signature is all that is required. 
No collateral... no endorsements ., .no 
red tape. Our simplified form has fewer 
questions...privacy is assured at all times. 
Payments may be spread over 2 years. 


BORROW THIS MONTH— 
NO PAYMENTS TILL MARCH 


Call Mr. C. C. Lyons, Vice Pres 
Murray Hill 2-5000 


COMPLETE BANKING 
SERVICES 
for BUSINESS and 
the INDIVIDUAL 


INDUSTRIAL 
BANK or COMMERCE 
Main Office: 56 East 42nd Street 
Other offices throughout the city 
Member Federal Deposit Insurance Corporation 


Available to residents of N. Y. Metropolitan area 
Including Conn. and WN. J. 


tinuity—and with them it’s espe- 
cially urgent. They hope, however, 
to add some underclassmen to the 
agency and train them to take 


over when the founders are grad-| 


uated. # 


Hagan Heads Syndicate 

Lloyd D. Hagan, formerly with 
King Features Syndicate, has 
been appointed director of the 
New York Herald Tribune syndi- 
cate and news service, succeeding 
Sylvan M. Barnet Jr., resigned. 


Altman-Stoller Adds One 
Whitehouse & Hardy, men’s 
clothing retailer in New York and 
Detroit, has named Altman-Stol- 
ler Advertising, New York, its 


first agency. 


eneieeane 


: PARKING FOR DOCTORS ONLY 
ba apnea eae 
APPROPRIATE—A poster using a health appeal to sell Buick service 


wound up—rightly enough—over the entrance to a doctors’ parking 
lot in Houston. 
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Hatkoti Opens Own Agency 

William A. Hatkoff, a veteran of 
theater management, has formed 
an advertising and sales promotion 
agency, Business Activators Inc., 
83 Wall St., Norwalk, Conn. Other 
principals of the new company are 
Mr. Hatkoff’s brother, Bernard, 
and William A. Kehlmann, New 
York. 


‘Chicago News’ Boosts Tabbert 

LeRoy G. Tabbert has been 
promoted to the new post of as- 
sistant retail advertising manager 
of the Chicago Daily News. He 
formerly was classified ad man- 
ager, and has been succeeded in 
that post by Chester Kneller, his 
former assistant, as acting man- 
ager. 


Cherchez those femmes and where will you find them ? In Delaware Valley, U.S.A., 
the gals with money in their hands and buying on their minds live in the 
suburbs for the most part. And The Inquirer hits ’em right where they live! 


On an average weekday in booming suburban Delaware Valley, 330,000 adult 
women shop The Inquirer pages ... only 262,000 turn to Philadelphia’s other 
major daily. And remember—these suburbanites are 58% of the market’s total 
population . . . buy 60% of its food . . . account for 57% of its retail sales. 


Lead from strength: schedule your advertising in the newspaper that reaches 
632,000 total adult women in the market (of whom 420,000 don’t read the other 
major daily). Most significantly, schedule the newspaper that delivers the major 
impact where the most business is done . . . the booming Delaware Valley suburbs! 


For all the facts, all the figures, send for the extract of "Phila- 


delphia Newspaper Analysis” by Sindlinger & Company, Inc. 


(ee eae RR SEE To 


— 


sl is is os 
ae 
3 = ee 
Ti Ta TI | - 
i . 2 oe ze 4 | 
7 a i iil es | . 
| 4 ONLY Mi pesupesie YOUR Fe a cnennive a 
ss | AL a BUICKS We ee | r 
= | . Fparkern @ Pe BR HEALTH Ree “*<¢o a 7 
er . 2 | od f : 
a | | Pd AL PARKER BUICK CO..Sue | a 
sine ee cee oe 1 | <. r 
ae | ig 
oo ee 
ee | 3 
eee \ a ‘ 
2 — ee | 4 
SF a 
, a, \ SSN ( YY 4 
7 : NY : vie SSO et = 
- ! Exits — 
ae ro . } > RA \ cet 
i . t : a . uf } ’ \ " y e 
Egle = pes 3 . . ) 
mee <s a) j a ma. “eA E Da ' ! 
a. yy ’®» Me a a \ (9 = . of fae yresee Ee 
a ; Cagrgued ~ +o a : ‘ a YF f e 4 ey moug : 
A =D “x . Be Sho Ye i | ed 
e . . is On _ tentgae : | ; a 2 fi } 
igs ‘ . ue ‘ Boe >. <= \ S pa, ‘cae seit 
oe ; jen. J he a » Qn | 
— “Si an : : + a 
ee, | 4 ts . A NS / [) me ae? ae 
y | wee . we ; . j 
aii a Po. Cates ye ae amy 2a ") tae a 
a ‘ 3 = =: : ‘* 3 ; y “ —! ( i “ 4. nt wy ‘J 
cas ; i 4 Be ' ~ ¥ \ . ; | : . = \ ; wa ty ~e . + 
; sy | > - ‘ a ts / a . oe r 
rn | - D ©, .\ fy } oe “oS 
; ee an) SS 
“e | os Ce 
— _ iss. 7 &- 
ax oo { ¥, Vz 
ae ¢ ~s | 
| ae On 
| OK « ‘Gee at a 
: 5 ‘ F ., +} mA 
i a if \ fo 4 : 
ae ' | ae Co S “& 
oe | a “a i \ A ' . 
- < Ie Aaa YSZ | 
; a : a One td ‘ is f ! A ; a + nave o , : { 
ne Fo Ae Rd : _E A. Sunes &§ 
sexed 1 
atl u 
Trey ¥ 
" | 
nae | 
= 
weak ' 
fs, ; 
weak, 
ie | 
Ap Se “P a3 a SS 8 eu peers es ss ig i ad ia 7 tL ac Co. “Se aes oo ee ee DS a ir TCP ash ae * ai 
St SE i og! SMM MG Se Se ea EA COIR a ip eS ime a ett oa Pate TS SS COR ae eae! Te See yg eet 
Pa | ee oe ee ee ee i Pa eee ee 


Advertising Age, December 8, 1958 


Hotpoint to Replace Washers 
in ‘Good Will’ Program 

Hotpoint Co., Chicago, has em- 
barked on a “good will” program 
of replacing washers produced in 
the latter part of 1955 through 
1957 which have had “above nor- 
mal” service problems. An above 
average number of Hotpoint wash- 
er-drier combinations produced 
during that period have given 
faulty service, according to trade 
sources, as have coaxial transmis- 
sions on some automatic washers. 

Hotpoint would not say how 
many combinations it had sold, 
and pointed out that no estimate 
of the cost of the replacement pro- 
gram can be made until service 
records of dealers are studied to 
determine how many consumers 


are eligible for new machines. 
More than two service calls per 
year is considered above normal 
service. Hotpoint distributors will 
administer the replacement pro- 
gram. 


Angostura Offers Cook Book 

Angostura-Wuppermann Corp., 
Elmhurst, N.Y., is offering a 52- 
page cook booklet for 10¢ in its 
newspaper and tv advertising to 
promote the use of Angostura bit- 
ters in cooking. The company last 
year published a small recipe 
leaflet, but consumer demand for 
more detailed information on the 
product’s use in food led to the 
new publication, it reports. Foote, 
Cone & Belding, New York, is the 
agency. 


All-Year Club Sets $600,000 Budget 
to Boost Southern California in ‘59 


Los ANGELEs, Dec. 2—Southern 
California attractions from A 
(Azusa) to Z (Zuma Beach) pre- 
sented in factual guide book style 
will feature advertising of the All- 
Year Club of Southern California 
this coming year. 

The campaign will be the 38th 
consecutive year of promotion by 
the organization. Its budget will 
be about the same as last year, ap- 
proximately $600,000 for produc- 
tion and space, which is about 
evenly divided between newspa- 
pers and magazines. 

As in the past, ads and schedules 
are based on last year’s coupon re- 
turns and results of surveys made 


among visitors as to what they 
wanted to see before they left 
home. These have indicated that 
few visitors are interested in Los 
Angeles buildings or similar large 
city attractions. 


s The magazine campaign, which 
breaks in the December Holiday, 
also includes Better Homes & Gar- 
dens, Cosmopolitan, National Geo- 
graphic, Reader’s Digest and Red- 
book. All will carry four insertions, 
full pages in color, except Reader’s 
Digest, which gets two insertions. 
One of the Holiday ads will be two 
pages. 

A total of 36 U.S. newspapers, 


The Philadelphia Pnguirer 


Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK 


ROBERT T. DEVLIN, JR. 
342 Madison Ave. 


Murray Hill 2-5838 


EDWARD J. LYNCH 


CHICAGO DETROIT 


20 N. Wacker Drive Penobscot Bidg. 


Andover 3-6270 


RICHARD I. KRUG 
Woodward 5-7260 


SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 


FITZPATRICK ASSOCIATES 


3460 Wilshire Boulevard 
Dunkirk 5-3557 


this outstanding market. 
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concentrated in the Midwest, and 
two Canadian newspapers are car- 
rying schedules from now until 
May. 

In the Midwest, which accounts 
for the major number of tourists 
coming to California, 11 Sunday 
magazines will run color ads 
through June of 1959. 

A winter campaign, directed to 
business executives, will run in 
Business Week, Dun’s Review, 
Forbes and Wall Street Journal. 

Foote, Cone & Belding, Los An- 
geles, is the agency. # 


4A‘s Surveys Agency Business 
Around the World Again 

The American Assn. of Adver- 
tising Agencies, New York, has 
updated its 1956 report, “The Ad- 
vertising Agency Business Around 
the World,” which was published 
in conjunction with the Four A’s 
international meeting in 1956. 

The new edition contains re- 
ports on the status of advertising 
in 41 countries. Advertising agen- 
cy leaders and associations make 
the reports. The Four A’s com- 
mittee on international advertising 
is responsible for the new report. 


60 MILES 


It’s comforting to have Full 
Coverage. 

You won’t be out “in the 
cold” in San Bernardino, 
California, when you use the 
San Bernardino Sun and 
Telegram. The only daily 
and Sunday newspaper in 


Only .0066% of the total 
circulation of the Los Ange- 
les dailies reach this rich, 
profitable, independent Mar- 
ket over 60 miles from Los 
Angeles. 

Please remember... San 
Bernardino is the major mar- 
ket in California’s 4th Larg- 
est Metropolitan Area, 6th 
in the Pacific Coast, and 29th 
in the Nation. 


J 


SAN 
BERNARDINO 


SAN BERNARDINO 
SUN and TELEGRAM 


SAN BERNARDINO, CALIFORNIA 


sited Maaery Ge Cine, Woodie 
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Pick Heads Media Group jmedia buying standards through 

Harry C. Pick, Reach, McClinton | the interchange of media ideas 
& Pershall, has been elected chair-|294 techniques and discussion of 
man of Chicago Media Buyers specific media problems.” First 
Group, a new organization for|™¢eting is planned for January. 
agency media buyers. Other offi- 


cers are Harry Sager, Kenyon & Zingery Joins Kranzten 


Eckhardt, and Dave Williams, Guy C. Zingery has joined 
Wade Advertising Agency, both| Kranzten Studio, Chicago, com- 
vps; Elaine Kortas, Marsteller,|mercial photographer, as general 


Rickard, Gebhardt & Reed, sec- 
retary, and Dick Rogers, John W. 
Shaw Advertising, treasurer. The 
organization’s purpose is to “raise| 


THE MAN THE PUBLISHERS FORGOT 
(..t wou!) 


He's the farm store owner. Now a 
new magazine, FARM STORE | 
MERCHANDISING, helps him 
and more than 30,000 of his busy 
brothers sell a flock of products to 
a booming farm market. Learn 
more about the market advertisers 
shouldn't forget in BPRD Classifi- 
cation 44A or by writing to... 


manager of its new network divi- 
sion. He formerly was midwestern 
manager of Interstate Industrial 
Reporting Service. 


Tallant 


Allebaugh Collins 
SILVER YEAR—Galen E. Broyles Co., Denver, celebrates 
its 25th anniversary with the presentation of a 
plaque to President Galen E. Broyles. Here, making 
the presentation, are Frank I. Allebaugh, exec vp; 
Dabney O. Collins, vp (retired); Claude E. Davis, 


Broyles Davis 
administrative vp, and E. Jay Tallant, vp. The com- 
pany, founded by Mr. Broyles in 1933, grew from a 
one-man agency to its present 23-employe size. 
Broyles handles some 30 accounts and will end this 
year with a gross volume of about $1,750,000. 


-—--4 


FARM | 

’ ' i i i ! 

or BE TE BO --+---4 | Golbe Joins ‘TV Junior’ 

: a ' A. Victor Golbe, formerly direc- 


ness men are too prone to bewail 
a sales slump instead of analyzing 
the cause of it. He advised each to 


Packages Must Sell, 


MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67, Minneapolis 40, Minn. 


‘tor of advertising and sales pro- 
motion of Aldon Rug Mills. Inc., 
‘has joined TV Junior, New York, 
| as director of advertising. 


335" 


th, 


Thats why we at CM use 


Not Clothe, Product, 
Canada Admen Told 


MONTREAL, Dec. 2—‘Packages 
must sell—not just cover the na- 
kedness of a _ product,” Gerald 
Frisch, exec vp of plans and mar- 
keting of Jim Nash Associates Can- 
ada Ltd., industrial designer, told 
the Advertising and Sales Execu- 
tives Club of Montreal last week. 

Mr. Frisch warned that it is 
just as important for regional 
brands to have hard selling pack- 
ages as it is for national brands. 

“On the shelf of a busy super- 
market, your product stands 
alone, fighting it out with the 


toughest competition in the) 


world,” he said. ‘““When the crucial 


moment of purchase arrives, the) 


only thing between the buyer and 
your product is the package itself.” 


= “Packages in self-selection out- 
lets under today’s merchandising 


look at and study his product, its 
design, the package design and 
even the trademark as an objec- 
tive observer might look at it— 
and in view of competition. 
“Sentiment can’t compete with 
modern packaging,” he warned. 


= Mr. Frisch stressed that today 
it is not only unsound but also ex- 
tremely costly to design a package 
without having at the outset the 
fundamental “facts of life” in 
terms of the marketing back- 
ground of the product. 

“Profitable design programs are 
only as good as the marketing di- 


rection which sparks the design- 
er’s imagination,” he said. “Today 
the designer must develop a de- 
sign that will not only attract the 
initial attention, but will also in- 
sure future brand loyalty. 


s “In many commodities like cof- 
fee, tea and soup, there are five 


_ busine blicati 
ss pu ica ons |conditions must attract attention, 
id ly” ais: Sts pte eine eet create desire, instill conviction 
Wi ely =F cca Pegi eerie and, literally, make the sale. 
eee : a | Trademarks too must sell as well) 

| as identify,” he told the group. 


Mr. Frisch charged that busi-|it,” Mr. Frisch concluded. + 


or six equally good brands com- 
peting for the same share of the 
market—the same dollar. So the 
package must promise an exclu- 
|sive customer benefit and deliver 
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In Los Angeles, any car starts on First Street 


Automotively speaking, Los Angeles is the world’s No. 1 market. 

There are 2,737,539 automobile registrations in the Los Angeles 
market —more than 42 of the 49 states; and more than any nation in 
the world except the United States, Canada, Great Britain and France. 

Small wonder that the Los Angeles County market is first in the nation 
in automotive dealer and store sales, first in gasoline service station sales. 

Impressed? So is The Los Angeles Times. 

For here — in the biggest single automotive market in the world — 
The Times has led all other Los Angeles newspapers in total auto- 


motive linage every year since 1949—and this year it has led in all 
of the 9 automotive classifications. 

And when Media Records had toted all U.S. newspapers for the 
first half of 58, The Times ranked third in new passenger cars linage 
—and we’re working on this. 

Yes, everybody’s on the move in Los Angeles. So if you have some- 
thing to sell that moves, better move first and fast to First. Automo- 
tively speaking, that’s where The Times is— and the The Times gives 
any car a better start in Los Angeles. 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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M cR STARRING 
now available. ..78 of television's highest-rated mystery thrillers 
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OE 
Mystery Series Nationally 
with a 17.1 Rating” 


Who likes Mike? Just about everybody! Take the 
viewers. They’ve already pushed MIKE HAMMER right 
up to the top—highest-rated of all syndicated mystery 
shows. Take the local sponsors. The minute MCA TV 
broke the big news on the second series, more than a score 
renewed for 1959! A w ed to the wise—better get there 
fustest with the fastest action show on 7V! 


a 


... in Signet editions alone! One title — “I, The Jury” — had 
the largest pre-publication print order 


in publishing history (4,500,000). \ 


*Latest available ARB ratings thru October, 1958 Write, wire, phone your MCA TV representative today. “4 


FILM SYNDICATION 


598 Madison Avenue, New York 22, N.Y. PLaza 9-7500 2 
and principal cities everywhere 3 
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| SHERATON 


HOTEL RESERVATIONS oe 
Coast to Coast in the U.S.A. and in Canada  \ 


Call any of these numbers: 


NEW YORK—CHickering 4-0700 LOS ANGELES—DUnkirk 2-717! 
CHICAGO—WHitehall 4-4100 SAN FRANCISCO—EXbrook 2-8600 
DETROIT—WOodward 1-8000  PHILADELPHIA—LOcust 8-3300 


4-second electronic RESERVATRON or Direct-Line Teletype 


in these ond other principal cities give you fast free room reserva- 


/ 
/ 
U 
! 
! 
' 
! 
i} 
tions in 38 cities, coast to coast in the U.S.A. and in Canada. 
\ 


We're glad to see you! 


SHERATON HOTELS 


‘Air Engineering’ to Bow 

A new monthly magazine, Air 
Engineering, will be published by 
Business News Publishing Co., 450 


EASTERN Div. 


NEW YORK SPRINGFIELD, Mass. 


ALBAN " r " . 
oo “= cocaeen W. Fort St., Detroit, beginning in 
PITTSBURGH BUFFALO April, 1959. Coverage will include 
BALTIMORE SYRACUSE | installation and maintenance of air 
coe a onan punrags Me |conditioning, air moving and air 
ATLANTIC CITY be = nae purification equipment, control and 


purification of exhaust air and 
process air conditioning. Rates will 
be $450 per page, and subscription 


CHICAGO AUSTIN 


DETROIT AKRON price is $3 per year. First distribu- 
— pon tee gl tion will be to consulting engineers 
OMAHA RAPID CITY, S. 0. and engineering maintenance per- 
LOUISVILLE SIOUX CITY, lowa sonnel, with conversion to 10,000 
DALLAS SIOUX FALLS, S. D. id circulation as soon as possi 

(Opens early 1959) CEDAR RAPIDS, lowa ole, 


the publisher said. 
PACIFIC DIV. 
Art Gravure Names Brown 

Art Gravure Corp., New York, 
has named Robert H. Brown, sales 
promotion manager, to replace the 
late John Tufts Clark as Boston 
sales representative. He will serv- 
ice New England markets out of 
the New York and Boston offices. 


SAN FRANCISCO PORTLAND, Oregon 
LOS ANGELES — (Opens fall 1959) 
PASADENA 


MONTREAL 
TORONTO 


NIAGARA FALLS, Ont. 
HAMILTON, Ont. 
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The third tallest structure in 


the world has created the nation’s 


NEW 
MARKET 


KAD 
IUW 


MPIRE. 


All currently available set count and market 


newest television market. 


Statistics are obsolete. To reach thousands of new families 
in this oil- and agriculture-rich Southwest Empire 
you must buy San Antonio’s two most progressive television stations — 


available now at no increase in rates. 


MAT] 


be) WOAI-TY 


NBC + CHANNEL 4 


KENS-TV 


CBS * CHANNEL 5 


Advertising Age, December 8, 1958 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

*Jan. 16-17, 1959. Mutual Advertising 
Agency Nework, first quarterly business 
and workshop meeting, Plaza Hotel, New 
York. 

Jan. 19-21, 1959. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

Jan. 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San Jose, 
Cal 


Jan. 27, 1959. Magazine Publishers Assn., 
midwest regi 1 con tion, Sheraton 
Hotel, Chicago. 

Feb. 15-17, 1959. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

*March 5-6, 1959. Magazine Publishers 
Assn., Public Affairs Council, Sheraton 
Park Hotel, Washington, D. C. 

March 24-26, 1959. Point-of-Purchase 
Advertising Institute, 13th annual exhib- 
it, Palmer House, Chicago. 

April 5-8, 1959. Sales promotion division, 
National Retail Merchants Assn., Eden 
Roc Hotel, Miami Beach. 

April 7, 1959. Premium Assn. of Ameri- 
ca, 26th national conference, Navy Pier, 
Chicago. 

April 12-16, 1959. National Business Pub- 
lications, annual spring meeting, Jokake 
and Paradise Inns, Phoenix, Ariz. 

April 16-19, 1959. Advertising Federation 
of America, 4th District annual conven- 
tion, Desert Ranch and Colonial Inn, St. 
Petersburg, Fla. 

April 20-23, 1959. Bureau of Advertising, 
American Newspaper Publishers Assn., 
Waldorf-Astoria, New York. 

*April 29-30, 1959. International Adver- 
tising Assn., annual convention, New 
York. 

April 30-May 3, 1959. Advertising Fed- 
eration of America, Fourth District, Tides 
Hotel and Bath Club, St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

June 7-10, 1959. Advertising Federation 
of America, annual convention, Hotel 
tT Mi - 


in ot, 
bed 


June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 
Sherman Hotel, Chicago. 

June 14-17, 1959. Newspaper Advertising 
Executives Assn., summer meeting, Ocean 
Forest Hotel, Myrtle Beach, S. C. 

June 14-17, 1959. National Industrial Ad- 
vertisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San 
Francisco. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 

*Oct. 25-28, 1959. National Newspaper 
Promotion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 


Nemarow Adds Cadar Paints 

Cadar Paint Corp., Baltimore, 
has appointed Nemarow Advertis- 
ing, Vineland, N.J., to handle its 
advertising. 


If You're In Electronics, Communications 


Electronic purchases by the military have 
reached a whopping $3.9 billion. Smalier 
producers of electronic speciality items 
are in a stronger position for they deal 
more and more directly with the prime 
contractor. Uncle Sam is issuing more 
direct contracts and is broadening his 
base of suppliers in the electronics field. 

10,000 primary defense buyers and sub- 
contractors need the facts about the elec- 
tronics, communications and photographic 
gear you sell. They read SIGNAL, the 
official publication of the Armed Forces 
Communications and Electronics Associa- 
tion. You have 12 opportunities a year to 
sell them in SIGNAL. Get the low page 
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OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 
72 West 45th St., New York 36, &. Y. 
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“Ne OW ... 1 know advertising informs. 
I know it arouses interest. 
I know it builds corporate image. 
I know it creates product preference. 
I know it paves the way for salesmen. 
But what I want to know most is— 


DOES ADVERTISING 


ACTUALLY SELL PRODUCTS?” 


Here’s the answer... 
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These are actual quotes from readers of 


McGraw-Hill publications... 


We regularly ask subscribers to many McGraw-Hill publications what 
action they take as a result of reading your advertisements. Here are a 
few of many verbatim comments from this continuing research. They 
show how business publication advertising sells your products and services. 


‘“‘We wrote to the manufacturer and, 
as a matter of fact, we have an 
appointment tomorrow.” 


Executive Assistant 
Plug Valve Manufacturer 


“‘We wrote away for details after seeing the ad. 
We'll check it and see if it works for our system. 


If it does, we will purchase their system.”’ 


Owner 
Tool and Die Manufacturer 


“From this ad, I sent a request to have their 
representative call, and took him over to the 
engineering department. As a result of his call, 
we bought a lot of material from them... 

in fact, we have ever since.” 


Superintendent of Maintenance 
Chemical Company 


“We are planning to buy a new truck, 

so I took more time on this than on other ads. 
I’ve already called them. 

They were over Monday, and may be upstairs 
now waiting to give me an estimate.” 


Vice President & Treasurer 
Food Canning Company 


“After I saw the ad, I talked the unit over 
with several other engineers, then telephoned 
the local office for more information. 

’ [ have recommended that we purchase it.” 


Engineer 
Jet Engine Components Manufacturer 


“I’m always on the lookout for new fittings, 
and I noticed this ad right away. I cut it out 
and gave it to research. Then I told 

our purchasing to call for a quotation 

on this chrome fitting.” 


President 
Heating Systems Consultant 


“TI read the ad because the machine applies to 
us and I was interested. In fact, I’m flying to 
their plant in Pennsylvania tomorrow.” 


General Superintendent 
Hosiery Mill 


“We saw the ad and are pursuing an 
investigation of the properties of aluminum 
fasteners in order to determine if we can sell 
our engineering department on this saving.”’ 


Director of Purchases 
Electrical Distribution 
Systems Manufacturer 


“We were having trouble with our hydraulic 
equipment when I read this ad. We sent for the 
salesman, and he suggested these fittings. 
We’re going to use them almost 100%.” 


Maintenance Engineer 
Meat Products Company 


“There was a filing system that I saw advertised. 
We called the company, and they sent a man 
who reviewed our needs. We installed 

the system they suggested.”’ 


Personnel Manager 
Auto Accessories Manufacturer 


“We'll need at least two mixers for our new plant 
The one in this ad had the features I was looking 

for, so I went over and looked at the machine. 
When our plant building is up, we’ll order two.” 


President 
Prepared Mixes Company 


“T read this ad because I wanted a unit 
of this type, then purchased it by phone.” 
Seismic Supervisor 
Oil Company 
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Make Arouse Create Make a Close the Keep 
Contact Interest Preference Proposal Order Customers 
Sold 
Pin LS ‘ wi os i 
4 fe re . 4 f 4 = oe 
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C] MORE ADVERTISING HERE MEANS- () MORE SALES TIME HERE 


if If what you make or sell is bought by business and 
industry, you can “mechanize” your selling by 


: 
bee ” 
i 3 , 

oe a> a7 


concentrating your advertising in the McGraw- 
Hill publications serving your major markets. 
| “Mechanized selling” pinpoints the greatest 
number of prime prospects at lowest cost... 
speaks to them in their own language while 
they’re in a business mood. It arouses interest 
and preference for your products and services | 


... gives your salesmen more time to make 


specific proposals and close sales. 
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You might say, “don’t miss the big Parade to Cedar 
Rapids,” because one look at this handsome riverside 
city will show you that there are new industries, new 
faces and new fortunes—everywhere. 


The plain fact is: Metropolitan Cedar Rapids is lowa’s 
fastest-growing major market. The population—over 
123,000 now—is mighty free with its spending money, 
too. Retail sales last year, for example, were $170,644,000. 
Up 40% since 1950! And where does the cash come from? 
—from one of the greatest assortment of industries and 
businesses in the U. S, 


Cereals, road building machinery, meat, radio equip- 
ment, drugs, metals, farm supplies and produce—you 


Per cent of families reached 


PARADE... .93% 


(HOME COUNTY) 


How big is PARADE in Cedar Rapids? 


POST...12% LOOK...16% LIFE...10% 
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name it—chances are Cedar Rapids ‘‘makes” it. And the 
finished products get to market in a hurry, too, because 
Cedar Rapids is a first-class transportation hub. 


What does all this mean to you—the advertiser, the 
agencyman, the marketer? A great deal! It means that 
Metropolitan Cedar Rapids is vital in any sales strategy. 
In fact, it’s long been considered a fine test market—a 
natural for sampling America’s wants and tastes. 


If you want a continuing greater share of sales in busy, 
bountiful Cedar Rapids, the Cedar Rapids Gazette and 
Parade can help you. Each Sunday they call on nine out 
of every ten homes in town. Each Monday they begin to 
move goods off dealers’ shelves. 


$$, | 


The Sunday Picture Magazine 


Parade 
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(Represented nationally by Allen-Klapp Company) 


PARADE . . . The Sunday Magazine section of more than 60 fine newspapers 
covering some 3000 markets... with more than 17 million readers every week, 


Advertising Age, December 8, 1958 


Republic Steel, 


GE Are Cleveland 
Triple Winners 


(Continued from Page 2) 
tional Cash Register Co., chairman 
of the judges. 

Other judges were John Howell, 
ad manager of Fortune; A. Dexter 
Johnson, ad chief of Eastman Ko- 
dak Co.; Jacob O. Kamm, president 
of Cleveland Quarries Co.; Dr. 
Karl Krauskopf, acting dean of the 
college of commerce, Ohio Univer- 
sity, and Paul L. Penfield, adver- 
tising manager, Detroit Edison Co. 


® Here are the winning advertis- 
ers and agencies, and highlights of 
campaigns: 


« Carling Brewing Ce., Carling Black La- 
bel beer. Lang, Fisher & Stashower. 

Objective: To build sales of Black Label 
during an off season. 

Program: Color spreads in Life—three 
pages, Nov. 11, 1957, two pages, Dec. 9; 
direct mailings to retailers—a teaser Oct. 
24, a broadside Oct. 28; point of sale 
displays and merchandisers. 

Results: In three months, November 
through January, 
21%—up 1,250,000 cases—while national 
beer sales rose only 5%. 


« Century Products, Cleveland, 
seats. Palm & Patterson. 

Objectives: To increase total sales 10%; 
to sell 200,000 Imperial 700 toilet seats; 
to introduce Venetian Marble premium 
price seats and sell 100,000, and influence 
distributors to handle the complete Cen- 
tury line. 

Program: 26 trade publication ads in- 
cluding front cover of Hardware Age and 
% page units in Hardware & Housewares 
and Housewares Review; a dozen publicity 
releases to trade and women's magazines; 
direct mail, point of purchase materials, 
and mat and cut sheet for cooperative 
newspaper ads with dealers. 

Results: Century sold 27% more seats 
than the previous year; doubled its goal 
on the premium-priced seat; doubled the 


toilet 


Carling sales jumped | 


campaign was to be measured by coupon 
return. 

Results: Response was 600% greater 
than the average return on Hauserman’s 
previous, occasional one-page color ads 
in the same magazines. 


« Eli Lilly & Co., Indianapolis, advertise- 
ments for druggists to use to combat 
sales of drug products in non-drug stores. 
Fuller & Smith & Ross. 

Objectives: To impress upon the com- 
munity “that the pharmacist is a partner 
of the physician”; to emphasize the im- 
portance of buying health supplies from 
professional sources; to call greater at- 
tention to “the contributions made by 
medical and pharmaceutical science.” 

Program: Newspapers throughout the 
U. S. and Canada. 

Results: The campaign was praised by 
the National Wholesale Druggists Assn., 
American Druggist and Medical Mar- 
keting. Letters sent voluntarily to Eli 
Lilly showed that “the pharmacists and 
physicians of America appreciated the 
support given the health team.”’ Pharma- 
cists noted, too, that customers “were 
impressed by these advertisements.” 


« Elyria Telephone Co., Elyria, O., intro- 
ducing new dialing method for its new 
$2,000,000 system. Anson F. Harman Ad- 
vertising Agency. 

Objectives: To help phone customers 
change their dialing habits to the two- 
five system of exchange letters and num- 
bers; to avoid confusion and a jam-up 
of service; to improve public relations, 
which were “deteriorating” because of 
old, inferior equipment. 

Program: Newspapers, radio, displays, 
placards, direct mail. 

Results: The Ohio city’s new telephone 
system “was placed in service with less 
than 1% in dialing errors and no confu- 
sion.” There was “a generous response 
from the customers,” expressing approval 
and pleasure. 


« Flexo Preducts, Westlake, O., dust and 
paint masks. Carr Liggett Advertising. 
Objectives: To develop trial orders for 
Fiex-A-Foam and Flex-A-Prene masks— 
up to a gross of masks in an order. 
Program: Three mailings were made to 
the circulation lists of Industrial Main- 
tenance, New Equipment Digest and Pro- 
duction Equipment. The company, which 
uses no salesman, also circularized its 


own mailing list. 

Results: It obtained more than 10,000 
new customers. Relying on advertising 
jalone, “this small company functions 
| profitably as an industrial mail order op- 
| eration.” 


|e Fremont Kraut Co., Fremont, O., Snow 
| Floss sauerkraut and kraut juice. Bayless- 


number of jobber outlets handling the | Kerr Co. 


Century line exclusively. 


e Citizens Federal Savings & Loan Assn., 
Cleveland, savings accounts. Meermans 
Inc. 

Objectives: Winning new savings ac- 
count customers and encouraging old ones 
to add to their accounts. 

Program: 40 ads in Cleveland’s three 
daily newspapers, plus one Catholic and 


one suburban weekly. Announcement let- | 


ters and a tearsheet of the original ad 
were sent to all customers. There was a 
premium offer, an album of high fidelity 
records, and a window display of the 
premium. 

Results: Nearly 300 new accounts were 
opened, more than 2,300 old accounts were 
increased, and a total $950,000 in addi- 
tional business was credited to the pro- 
motion. 


« Davey Compressor Co., Kent, O., rotary 
drills for digging oil, mining, quarrying 
and construction work. Palm & Patterson. 

Objectives: To expand rotary drill mar- 
ket in construction and water-well dig- 
ging and sell 20 units in those fields; to 
concentrate sales efforts in Pennsylvania 
mining industry and sell $200,000 worth 
of equipment there, and sell 20 units in 
foreign countries. 

Program: Advertisements in 11 trade 
publications, from Coal Age to Water 
Well Journal; product and corporate pub- 
licity; sales bulletin and catalogs. 

Results: Sales goal in water well and 
construction fields was doubled; Pennsyl- 
vania goal was exceeded by 175%; export 
goal was tripled. The campaign drew 
nearly 3,000 inquiries. 


e E. F. Hauserman Co., Cleveland, New 
Horizon movable wall systems. Meldrum 
& Fewsmith. 

Objectives: To introduce Hauserman’s 
new wall system to architects; “to moti- 
vate the rather sophisticated architect- 
ural audience” to write for a free cata- 
log. 

Program: Eight color pages in Archi- 
tectural Forum, Architectural Record and 
Progressive Architecture. Success of the 


Objectives: To increase sales by con- 
}centrating “limited” advertising in a 
| wide-open market, Pittsburgh, where no 
j}one brand was entrenched. 
| Program: 18 252-line ads in the Pitts- 
|burgh Press and Pittsburgh Sun-Tele- 
| graph. Ads ran on Thursday (‘‘food day’’), 
| usually in women’s sections. Special ads 
| were used in National Kraut & Frank- 
|furter Week. 

Results: Sales jumped 23% in the Pitts- 
burgh market during the fall campaign; 
44% in the winter. Product recognition 
| sueceeded so well the ad formats are be- 
| ing repeated. 
|e General Electric Co., large lamp divi- 
sion. Batten, Barton, Durstine & Osborn. 
| Objectives: To introduce and promote 
an entirely new type of extra high output 
| fluorescent lamp—Power Groove; to cre- 
j}ate a demand quickly, so that fixture 


manufacturers would produce fixtures 
for it. 
Program: Consumer magazines—Busi- 


ness Week, Newsweek, Time, U. S. News, 
Wall Street Journal; nine trade publica- 
tions, from Chicago Electrical News to 
Qualified Contractor, and the industrial 
Factory Management & Maintenance. 

Results: Inquiries ran 55% above the 
goal set. 25 manufacturers began making 
fixtures for Power Groove lamps. Sales 
tripled in 30 days and rose 640% above 
a similar period the previous year. Mail 
inquiries soared 300%. 


e General Electric Co., miniature lamp 
department. Batten, Barton, Durstine & 
Osborn. 

Objectives: To introduce a_ radical 
method of packaging small automotive 
lamp in a metal rack; to sell 25,000 units 
during the spring and early summer. 

Program: One and two-page ads, in 
March and April, in Automotive News, 
Automotive Retailer, Gasoline Retailer, 
Jobber Product News, Jobber Topics, 
Motor, Motor Age, Motor Service, South- 
ern Automotive Journal, Super Service 
Station and Tire & TBA Review. 

Results: Sales went 300% over quota in 
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You can make two hits (in the 
letterpress and gravure national 


publications of your choice) 
with one shot at CM&H. 


There is no longer any need to send color copy for letterpress plates and gravure positives to two sources. You can 
get both at C M & H, with technical as well as service advantages. We SPECIALIZE in our Gravure Division in 
positives for national advertising. More than a quarter century of successful experience in reproducing color copy for 
national advertisers and their agencies from coast to coast provides technical background for our gravure operation. 
The same standard of quality: THE BEST THAT CAN BE MADE: and the same basic methods are applied in 
both divisions. Whether you want fine photoengravings for letterpress, for gravure, or both from the same copy, aim 


in one direction for a sure bull’s-eye, to: 


COLLINS, MILLER & HUTCHINGS InC. 


America’s finest photoengraving plant for letterpress and gravure « 333 West Lake Street at Wacker Drive, Chicago 6, Illinois 
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two months’ time. District warehouses 
and factory inventory were sold out 


« General Electric Co., sun lamps. Batten 
Barton, Durstine & Osborn. 

Objectives: To increase total sale of 
GE sun lamps by featuring them alone, 
priced at $9.95; also packed with a spe- 
cial holder in a suntan kit at $11.95. 

Pregram: Seven trade magazines, from 
American Druggist to Profitunities; con- 
sumer publications—Holiday, National 
Geographic, The New Yorker, Sports Il- 


lustrated and Today's Health; “Cheyen- 
ne” (ABC-TV) and “Arthur Godfrey 
Time” (CBS Radio). 


Results: Sales went 26% above the 
previous winter season. Every single sun- 
tan kit was sold—three times the number 
GE had planned to produce. 


« General Motors Corp., Euclid division, 
Euclid, O., earth-moving equipment 
Richard T. Brandt Inc. 

Objectives: To maintain and increase 
dealer sales efforts for the Euclid Twin- 
Power scraper; to promote a new con- 
cept of earth-moving; to increase sales 
by 100% for the year. 

Program: 26 publications, 
phabetically from Business Week to 
Western Construction, were used. Also, 
direct mail pieces with dealer imprints, 
comprehensive sales literature, and a color 
movie for trade shows. 

Results: In general, earth-moving equip- 
ment sales fell sharply in 1957, but GM's 
volume was 226% ahead of the previous 
year. 


« Glidden Co., Durkee Famous Foods 
division, margarine, mayonnaise, spices 
and sauce. Meldrum & Fewsmith. 

Objectives: To obtain 5,000 displays in 
new and existing store outlets through 
the use of a self-liquidating premium. 

Program: American Home and Better 
Homes & Gardens, plus Sunset, Western 
Family and nine West Coast Sunday 
supplements; and Chain Store Age, Food 
Topics and Progressive Grocer. 

Results: Number of in-store displays 
climbed to 8,400, 60% over goal. Sales of 


ranging al- 


Gateway to 
the MOON 


CAPE 
CANAVERAL 


DAILY 
CIRC. 


over 


100,00 


Orlando Sentinel-Star 


ASK BRANHAM 


Pa 


the Durkee products increased, variously 
from 4.2% to 13.1%. Nearly 100,000 cou- 


|pons were redeemed for the self-liqui- 


*| dating picnic bag premium. 


« Glidden Ce., Spred Lustre. Meldrum & 
Fewsmith. 

Objectives: To introduce the new all- 
purpose enamel for woodwork as a new 
companion for the company’s Spred Satin 
latex wall paint; to run Spred Lustre sales 
higher than those of the enamel it re- 
placed. 

Program: One and two-page color in 
American Home, Better Homes & Gar- 
dens, Life, The Saturday Evening Post 
and Sunset Magazine. Four newspaper 
ads of 1,000 and 1,200 lines in 118 news- 
papers with circulations totaling 25,000,- 
000. The ads listed the Spred Lustre- 
Satin dealers. 

Results: Spred Lustre sales climbed 
30% over the previous year’s sales of the 
product it replaced. Glidden’s total paint 
sales rose 2%%, and dealers used a “‘rec- 
ord volume” of sales helps 


« American Crucible Products Co., Kenco 
pump division, Lorain, O. Palm & Pat- 
terson. 

Objectives: To increase Kenco sales 
10% among builders, plumbers, contrac- 
tors and industrial and institutional users 
of pumps; to obtain 25 new wholesalers; 
to sell 1,000 units of a new model. 

Program: 57 trade publication adver- 
tisements, including 24 in The Contrac- 
tor; direct mail; product publicity; trade 
shows. 

Results: Sales were increased 
the previous year. 60 wholesal 
were added. Sales goal for the new model 
was surpassed. 


e KYW-TV, Cleveland (Westinghouse 
Broadcasting Co.). E. Robert Nashick, ad 
manager, directed the campaign for the 
station’s new entertainment offerings— 
$1,000,000 worth of MGM movies. 
Objectives: To attract more movie 


16% over 


watchers to KYW; to make them want} 
MGM films; and, if this was successful, | 


to sign more sponsors for the film pro- 
gram. 

Program: 1,000-line advertisement in 
Cleveland Plain Dealer, six pages in TV 
Guide; seven mailings to 3,000 national 
representatives, national and local adver- 
tisers and ad agencies; 36 24-sheet post- 
ers, transit car cards; five weeks of “sat- 
uration” promotion on the KYW radio and 
tv stations, and a contest bringing 50,000 
entries to win a New Year's Eve trip to 
Paris. 

Results: KYW’'s late movie rose from 
a 2.6 rating to as high as 19.1, and aver- 
aged 10.3 during the campaign. Advertis- 
ers showed an “intense” desire to sponsor 
the shows. 


e KYW-TV, Cleveland, promoting its 
“Popeye” shows. E. Robert Nashick, ad 
manager, supervised the campaign. 

Objective: To build a “large, pre-sold 
audience” for the new program at the 
same time the station’s sales staff was 
offering it to sponsors. 

Program: Ads in Cleveland dailies, 
Radio-TV Daily, TV Guide, plus direct 
mail, outdoor, and one-minute movie 
trailers in 24 theaters for a week. The 
station plugged it intensively on the air. 

Results: “Popeye” took the lead on 
5:30 air time in Cleveland, going to a 
25.2 rating, compared with 7.9 for its 
nearest rival. In the following months 
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CAPRONI'S 


SUCCESSFUL—These two ads are part of a series placed by Leonard M. 

Sive & Associates, Cincinnati, which says that Caproni’s restaurant 

increased its business by 20% within six weeks— largely as a result 

of advertising. The ads also built waiter morale to “unbelievable 
heights,” the agency reports. 


“Popeye” was 900% more popular than 
competing programs. 


e Ohio Bell Telephone Co., introducing 
direct distance dialing in the Akron area. 
The company's advertising staff managed 
the campaign. 

Objectives: To explain the “what, when 
and why” to phone users; to point out 
the advantages of the new dialing meth- 
ods; to increase the number of long dis- 
tance calls. 

Program: More than 1,200” of advertis- 
ing in the Akron Beacon Journal, and 
354 in each of six suburban and special- 
group papers. Also used were bill inserts, 
booklets, posters and display, 48 tv spots 
and 349 on radio. 

Results: On the first day after the 
changeover, 93% of the long distance calls 
were being made direct by the customers, 
later this hit 97%. 


e Ohio Bell Telephone Co., introducing 
dials and direct distance dialing in Find- 
lay, O. 

Objectives, program and results simi- 
lar to those in the above campaign. 


« Ohic Crankshaft Co., promoting indus- 
trial heating equipment. Carr Liggett Ad- 
vertising. 

Objectives: To acquaint metal plant ex- 
ecutives with cost-saving TOCCO Induc- 
tion Heating; to obtain inquiries, to make 
selling easier for the company’s sales 
engineers. 

Program: Ads in American Exporter In- 
dustrial, Steel, Tool Engineer and nine 
other trade publications. 

Results: A record 2,000 inquiries came 
in. Sales engineers and management were 
“satisfied” with the campaign. TOCCO 
kept its leadership, making more than 
50% of the sales in the industry. 


e Republic Steel Corp., for iron powder. 
Meldrum & Fewsmith. 

Objectives: To introduce three new 
types of iron powder, to locate “specific 
prospects,”’ to increase Republic’s over- 


“Think | ought to buy 


| another 5,000 shares, Joe?” 
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IT PAYS TO KNOW THE ANSWERS 


Wall Street, like all America, still remembers 
that grim Black Thursday when too few people 
knew the answers. But whether you’re investing 
in stocks or broadcast advertising, guesswork 
is no substitute for sound, up-to-date facts. 
That’s why—in television and radio — more 
decision-makers today rely on BROADCASTING 
than any other publication in the field of broad- 


cast advertising. They know that, every week, 
BROADCASTING brings them the most com- 
plete and authoritative coverage of everything 
newsworthy in TV-radio—a sound basis upon 
which to make more right decisions. For a 
sound investment that pays big dividends in 
negotiable facts, get yourself a 26-week trial at 
only $1.75. Order it today. We'll bill later. 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 


all sales of iron powder. 


Program: B&w pages, monthly, in Pre- 
cision Metal Molding. Double-pages, stag- 
gered during the year, in Iron Age, 
Machine Design, Materials in Design Engi- 
neering, Product Engineering and Steel. 
A 14-page booklet mailed to a selected 
list of fabricators, and engineers. 

Results: 522 inquiries for information 
and metallurgical service. Republic’s iron 
powder sales increased 110% over the 
previous year. 


e Republic Steel Corp., Berger division, 
Canton, O., Republic Steel kitchens. Mel- 
drum & Fewsmith. 

Objectives: To find and deliver “quali- 
fied” prospects for new kitchens to deal- 
ers; to expose at least 4,800 prospects to 
the merchandise; to demonstrate the 
product’s benefits in 12 markets. 

Program: A 13-week schedule of 16” 
newspaper ads in cities from Boston to 
Memphis and Minneapolis. Two 30” ads, 
inviting householders to attend demon- 
strations co-sponsored by local gas com- 
panies. A six-part, centralized direct mail 
campaign to 100 names furnished by each 
dealer. 

Results: More than 6,100 prospects were 
found, 3,890 of them were contacted by 
telephone, 1,584 of them were listed as 
“highly interested.’"’” More than 6,000 per- 
sons saw the demonstrations, and 46 new 


| dealers were signed. 


« Republic Steel Corp., Truscon division, 
Youngstown, O., metal building products. 
Meldrum & Fewsmith. 

Objectives: To franchise 200 new deal- 
ers; to increase cooperative advertising; 
to develop a “cohesive sales story’ for 
selling new dealer plans and policies. 

Program: Sales presentations, sales 
promotion materials, dealer cooperative 
advertising. The key tool—a new dealer 
advertising and promotion kit, giving 
salesmen “a track to run on.” 

Results: Goal on acquiring new dealers 
was exceeded. Cooperative advertising in- 
creased 14%. Dealer sales rose $500,000 in 
spite of a declining market. 


e Sherwin-Williams Co., Super Kem-Tone 
and Kem-Glo. Fuller & Smith & Ross. 

Objectives: To increase traffic into es- 
tablished retail outlets to borrow “color 
harmony books”; to show dealers that 
paint customers prefer stores holding 
Kem-Tone franchises; to demonstrate to 
competitive dealers that they are missing 
something by not having the Kem-Tone 
“color service.” 

Program: Ads in 15 leading consumer, 
farm and shelter magazines. Commer- 
cials on the Arthur Godfrey radio and tv 
shows. 

Results: Dealers lent 107% more Sher- 
win-Williams color books than the 
previous year. Dealers from all over the 
country “enthusiastically” wrote letters 
saying the added traffic increased their 
sales. Even competitive dealers had calls 
for “that book Godfrey talks about.” 


e Society for Savings & Society Nationai 
Bank, opening a new branch. Griswold- 
Eshleman Co. 

Objectives: To inform Parma Heights, 
O., residents “who might be logically 
served’ by the branch bank; to bring 
them in for a visit; to win their patronage. 

Program: Two direct mailings to 15,200 
households; daily, weekly and foreign 
language newspaper advertisements; car 
ecards; radio and tv, and phone calls to 
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Advertising Age, December 8, 1958 


| 9,000 homes in the area 

| Results: Opening night crowd exceeded 
7,000; in the first week, 27,000 visited. 
More than 600 accounts were opened, 
“exceeding all expectations.” 


e Standard Oil Ce. (Ohie), promoting 
“Sohio baseball jackpot,” a sweepstakes 
drawing based on Ohio auto tag numbers. 
McCann-Erickson. 

Objectives: To build station traffic, at- 
tract new customers to Sohio stations to 
check the weekly drawing numbers; to 
associate Sohio with two popular Ohio 
“institutions,” the Cleveland Indians and 
| Cincinnati Redlegs; to draw favorable 
| public reaction by offering college schol- 
arships and baseball equipment among 
the prizes; to increase enthusiasm and 
loyalty among Sohio dealers. 

Program: Ohio daily and weekly papers 
—185 of them; “Sohio TV News Reporter” 
in six cities; “Sohio Radio Reporter’ in 
16 cities; and sponsorship of Cleveland 
Indians games on tv each weekend. 

Results: During the campaign, Sohio’s 
gasoline sales were “highest in history.” 
The company received “many cards and 
letters” from Ohioans indicating they felt 
Sohio was “being generous with Ohio 
people.”” About 25% of Sohio’s dealers sent 
in reports expressing “enthusiastic sup- 
port.” 


e Thompson Products Inc., Jet division, 
advertising its ability to make jet missile 
components. Meldrum & Fewsmith. 

Objective: ‘‘To open doors in the missile 
industry for Thompson sales representa- 
tives.” The company, known for its air- 
craft engines, acknowledged that it was 
“almost unknown” pani 
placing sub-contracts in the huge missile 
program. 


Program: Advertisements in Aviation 
Age, Aviation Week, Missiles & Rockets, 
Newsweek and Ordnance. Each month, 
ad reprints or other materials were mailed 
with covering letters to more than 1,100 
executives in the missile industry. 

Results: Management doors opened to 
Thompson Jet division salesmen. “Once 
inside, sales representatives found that the 
job of explaining what the Jet division 
was already had been accomplished.” The 
first half of the campaign produced “over 
300 high-quality inquiries.” 


e Trabon Engineering Corp., lubricating 
systems. Brad Wright Smith Advertising 
Agency. 

Objectives: To win greater recognition, 
interest and acceptance for the Trabon 
systems among supervisory and mainten- 
ance officials in the metalworking field, 
to win favorable receptions for salesmen. 

Program: A total of 24 page ads in Iron 
Age, Iron & Steel Engineer and Lubri- 
cating Engineer. 

Results: In a pre-campaign survey, only 
18% of the respondents said they recog- 
nized the Trabon name. After the survey, 
58% recognized the name. 


e Union Savings & Loan Co. Lang, Fisher 
& Stashower. 

Objective: To attract new customers to 
open savings accounts. 

Program: Ads in Cleveland’s three dai- 
lies and 11 suburban and special-audience 
newspapers. 

Results: More than 8,000 new savings 
accounts were opened, totaling more than 
$1,600,000 in deposits. The advertising cost 


$5,492—about 0.3¢ for each $1 of new 
deposits acquired. 
e Warner & Swasey Co., turret lathes. 


Griswold-Eshleman Co. 

Objectives: To reach the top men in 
industry, who pass upon requests for 
new machine tools, “but who could not 
be reached by our salesmen”; to build 
the company’s reputation for any product 
it might manufacture. 

Program: An “Americanism campaign” 
bringing the Warner & Swasey name 
“consistently and favorably” before in- 
dustrial executives. The messages, on 
“fundamental American truths,” appeared 
in Business Week, Newsweek and U.S. 
News & World Report. 

Results: The campaign succeeded in 
reaching the top production executive, 
the member of the executive committee, 
the board director. “Warner & Swasey's 
products are being favorably considered 
because of the reputation this advertising 
has helped build for the company.” 


e Weber Dental Mfg. Co., Canton, O., 
dentists’ drills. Brad Wright Smith Ad- 
vertising Agency. 

Objectives: To create a buying interest 
among dentists for a new high speed drill; 
to impress dentists favorably with the 
Weber design; to increase the prestige 
of Weber and to create greater dealer 
loyalty by a dramatically promoted prod- 
uct. 

Program: Two-page ads in Dental Sur- 
vey and Oral Hygiene; 50,000 copies of 
a 16-page brochure to dentists and deal- 
ers. 

Results: Orders stacked up in a nine- 
month backlog. At a time when many 
plants were cutting work hours, Weber 
put on an extra shift. Total sales of Web- 
er equipment rose 35% over the previous 
year. 


e W. W. Sly Mfg. Co., Roll-Clean dust 
filters. Bayless-Kerr Co. 

Objectives: To introduce the new filter 
and attract quality inquiries by 25% over 
those received for the previous model 
the past year. 

Program: Ads in 10 factory and quarry 
publications and 7,700 copies of mailing 
pieces. These were ad reprints, accom- 
panied by letters. 

Results: Inquiries increased 35% over 
the previous year. Proposals went up 33% 
too, for the new filter. 


hs ‘ f 
Z a 
ee ee | | | 5 
‘ ' te, Oe 3 vty. 4 « 
| eee fo .e on : 
. =} x a 
: Ra le t . ‘ 
.. a S + a w 
Rats: 
a. Ww is Cagconi's \s 2 pleasent custom os ’ 
ae : . : Eye +t 
- m - se 2 . ont nest ener = tet hour tree 
wean A f woetrernnceness | Ag y 
ries Seetice ss see . Ce 
scene Sey pean ee aera’ 
ar a 
2 
as 
ees ace { 
a, s i 
i i 
® ae 
aaa 
ee 
a . Po EAE | 
oh ls 
=o) hae 
Sele 
Geic 
yeas ae TT O™OSOOCOCOCSCSC*SY 
Pod as 
| 
fi [ | 
yf tb | 
oon : ORLANDO ‘ 
ee es f 
aie | Y | 
| a 
aed ee | 
a Po 
| —— | ; 
| eS | 
04 L. | — soeg ° | 
Sie or 
eaese 4 | 
See L | 
gitese : * | 
on 
ent J | 
~ ((7) | 
ee | S ® 4 | 
‘ oe “ee | 
Sear oe ; : ae : ? } 
z Ea, . 4 ys aa y 
a bs i 4 peau le P a ! 
rs. a 3 Bee *y ‘¢ ~ 
Dens Poa ae / os a 
mnt x . jes Z (O* wv YY | ; 
ce 2 ei "i i Tg | 
i : paaeeoeh - : 
gl ce ‘lie: j wee aa 6 = 
a Sa 
oe mail BET ~~ eter tay a Nene ratty a) 7 37—___—oOOoOooOoOoo Cr -’0orhwmvOOoOoOOOooeeees , 
as ee | 
bok 
ok 
a 
«ld | 
are 4 
et a 
oe ty 
de | 
i es 
el j 
ot 
er 4 
nig * 
ae 
ime SG 
yi 
» Sy 
eat 
ct a ee = , 5 . - a : 
MC aie ee oe aah cn selacon iain cites |e IIE Sige: ou a ia ei alae a siege i at Re POSE ta ee eee IRI se cys a cen a ere eMmmeMm Re ee aah 
a es a ieee a racic Spr, ee EO MER iki a Salipies 2 Flas «OR acim yo fires Cs, ae Bt ee eis ° seis 
cay one yen. oe Biss Fe rata 0 diene age a a - te ont etme BRE BIE Wala e Ok 5 te eae 
oe ee ae Sas a CRRA eo em ney ar 2, Ps ee a SO i agra a 
ey oh eee on ns Ts eae AR lai es i Serta AT Pe era es cea aie ype 


Abignand for Kood lopics 


Food Topics supermarket tests establish better and more valid 
yardstick to measure effectiveness of multi-unit packaging. 
Mead-Atlanta Cluster-Paks were used in the tests. 
‘Today, the move is to multiple—and to Mead the leader. 
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You, too, can get 


Mr. Jack Schoeff, district representative 
for Shedd Peanut Butter, says “I have 
changed positions since my picture first ap- 
peared in this series, but The Muncie Star 
and Muncie Evening Press have not changed 
They still 
Why don't you 


in merchandising cooperation. 
rate in the 100% 


class.” 


include Eastern Indiana’s two great news- 
papers in your present and future advertis- 
ing plans? 


MUNCIE, INDIANA 


National Representatives: 


am —— 


iue merchandising 
} help in Muncie, 
. 

a 

ui 


Kelly-Smith Company yA 


Rader to Getz & Sandborg 

Allan Rader, formerly creative 
director of the West Coast office 
of Arthur Meyerhoff & Co., has| 
joined Getz & Sandborg, Beverly | 
Hills, Cal., as copy chief. Serena! 
Sharp, designer and artist, joined 
the agency as associate art direc- 
tor. 


Ce a 4 
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Meat Institute Names Bain 

Herbert B. Bain, formerly di- 
rector of public information of the 
American Dental Assn., has been 
named director of public relations 
of the American Meat Institute, 
Chicago. 


Conti Adds Abrasive Co. 
Conti Advertising Agency,| 
Ridgewood, N. J., has been ap-'! 


PICTORIAL—Suzy of Paris division 


sales promotion for Abrasive Co.) 
of America. | 


Advertising Age, December 8, 1958 


of United Mills Corp., New York, 


‘pointed to handle advertising and has introduced new packages to offer supermarkets display variety 
for the lingerie line. The packages are engineered and manufactured 
by Container Corp. of America. 
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In BOB McCLURE’s hands, every Monday morning (for more 
than 25 years) is the fresh issue of The Packer; on his desk, 
always, the Packer Red Book rating service and Fresh, the 
Packer reference directory. 3 


— <——«, 


Tell Your Story to Bob McClure 
and You're Selling 200 Buyers! 


The commercial fresh fruit and vegetable industry is 
a multi-billion dollar market for cars, trucks and farm 
machinery; for chemicals, seeds and fertilizers; for ma- 


chinery, boxes, and bags; for plas- 

tics, transportation and petroleum 

products. But it is a more complex 

market to sell than most industries, 

because it is seasonal, scattered 

. and, often, inaccessible to ordinary 
sales and advertising methods. 

You have to reach men like 

; Bob McClure of Nashville, Arkan- 

sas, to get the job done. They’re 

the men who read The Packer every 

Monday morning — and depend on 

it as an important working tool 

in their business. 
i Bob McClure, grower-packer- 
shipper, is the point of influence 


for 200 smaller commercial growers in the Nashville area. 
He buys and packs their produce (in addition to his own); 
they depend on him as their market — and they depend 

on him to sell them or advise them 


on what to buy to operate their 
farms. 


They buy a lot, those 200 
growers around Nashville. But you 
can’t reach them, except through 
Bob McClure. And the best way to 
reach the men like Bob McClure 
who control 90% of the industry’s 
spending power is through the pages 
of The Packer. It is the influential 
news publication of the industry— 
the medium the Bob McClures read 
—and advertise in to reach the 


Analysis of the Fresh Fruit 
and Vegetable Market around 
NASHVILLE, ARKANSAS 


WHAT IT SELLS*— 
Peaches—1,000,000 bu. 
Green Beans—150,000 bu. Potatoes—100,000 bags 
Strawberries—25, ~— crates 


{Also large q 
radishes, peppers, thf tomatoes) 


*90% through McClure Produce Co. 
WHAT IT BUYS- 

Gas and Oil—$1,000,000 
Fertilizer-—$250,000 Seed—$1 25,000 
Packaging Materials—$100,000 
Agricultural Insecticides—$ 125,000 

WHAT IT OWNS— 
Trucks—1,000 Tractors—500 
Big Sprayers—100 
Irrigation Equipment—$200,000 


other sections of the industry, to 


whom they sell. 


INFLUENCE the buying power of the Fresh Fruit 
and Vegetable Industry— 


THE PACKER 


201 Delaware 


Kansas City, Mo. 


ABC Circ. 16,786, Publisher's Statement, 6 months ending June 30, 1958 


Wisconsin Restaurant Assn. 
to Add 5% to Credit Cards 

Members of the Wisconsin Res- 
taurant Assn. will add 5% service 
charge to the bills of customers 
using national credit cards begin- 
ning Jan. 1, following a similar ac- 
tion taken recently by a Seattle 
restaurant group. The association 
said the charge will be used to 
offset the 7% commission paid to 
credit card associations. 

The Wisconsin group also said 
that a list of diners who are “bad 
credit risks” will be circulated to 
members. A number of diners are 
still using their credit cards de- 
spite the fact their credit has been 
cut off by the company which is- 
sued the card, the restaurant as- 
sociation said. 


‘Bee’ Appoints Brightwell 

O. J. Brightwell, formerly direc- 
tor of research of McClatchy 
Newspapers, has been appointed 
assistant to the business manager 
of the Sacramento Bee, a Mc- 
Clatchy-owned newspaper. Keith 
Fuller has been named to the new 
post of manager of industrial re- 
lations of the McClatchy News- 
papers. 


Fitzsimmons Gets Ist Account 

Organon Inc., Orange, N.J., has 
~|appointed Donald F. Fitzsimmons 
Inc., New York, to handle promo- 
tion for Stenisone, a new corti- 
1\costeroid product. The account is 
| the first forsthe Fitzsimmons agen- 
|cy, which opened its doors “with 
| zero billings” Sept. 15 (AA, Sept. 
| | 15). 


BRIGHT... BRIGHTER... BRIGHTEST ! 


Fe BOLD 


Fluorescent 
Screen Process 


Colors... 


the choice for 
2 of the 
biggest 
fluorescent 
color jebs ever 
run in the United 
States and Canada! 
Twe of the werld’s largest oil companies . . . 
spending hundreds of thousands of dollars 
on P.0.P. material . . . conducted thorough 
comparison studies and then selected BOLD 
ever all competitive products for these 2 
giant runs! 
WRITE TOBAY FOR FREE INFORMATION KIT 


© “Coler Card” Brochure: swatches and technical data, 
@ Design Article: expert advice en art and copy techniques. 
© Newsletter: cost and use trends in the fluorescent field. 
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CONSULT YOUR SILK SCREEN PRINTER 
Specify BOLD “For all your bright ideas” 
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When will they finish building New York? 
When will 5 million families stop growing, 
wanting, needing, buying? New York is 


today. New York is tomorrow. New York 


is The New York Times. New Yorkers grow 


by it. It serves them with the most news. 


It sells them with the most advertising. 
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PHOTOGRAPHIC REVIEW 
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SNAPPY—Adjoining panels at ten O’Mealia Outdoor’ each location the right panel is a 30-sheet poster, the : 
Advertising Co. locations in New Jersey make room left is hand painted. McCann-Erickson, New York, i> 
for this “cheesy” idea for Esso Standard Oil Co. At is the agency. 


fe 
ee 
- 


Immekus Piotrowski Johnson 
NICE WORK—Austin Johnson, vp and director of marketing of Benton 
& Bowles, shovels silver dollars into a jar with a spoon at the New 
York Merchandising Executives Club. In 15 seconds he spooned him- 
self $25. The contest was the finale to a speech by Paul Immekus, 
national merchandising manager of Canada Dry Corp., who told 
about Canada Dry’s $50,000 Shovel-Off. Watching alongside Mr. 
Immekus is Vic Piotrowski, club president and merchandising di- 
rector of Dancer-Fitzgerald-Sample. (The man in the rear is un- 
identified.) 
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Kilgore Miriani Hart Gray 
FOUR-MAN SPADE—A spade with four handles evens up the work as MAKEUP MAN’S DREAM—Martine Car- 
ayency and city executives break ground for a new building for ol’s legs and Liz Taylor’s upper etpers—Some well-armed (and legged) models demonstrate the 
Gray & Kilgore in Detroit. The diggers are Charles M. Gray and body make a whole in this lineup _— Total Selling promotion sponsored by the Bureau of Advertising, 
Robert E. Kilgore, agency president and exec vp respectively, Mayor of ads in the Hartford Times’ American Newspaper Publishers Assn. Laurence T. Knott (left), 
Louis C. Miriani, and Police Commissioner Herbert W. Hart. movie section. vp and ad director of the Chicago Sun-Times, and Dent Hassinger, 
Chicago manager of BofA, are the gentlemen. (Story on Page 2.) 
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Hodgson Collins Wollersheim Early Lanfer Nelson Clarity Norment Bakken Cassity 
PARTIERS—Among the 600 Chicago ad people who attended the annual Farm Harvest Reed; LaVerne Wollersheim, D’Arcy Advertising Co.; Dwight Early, Dwight Early & 
Party sponsored by farm publication representatives were Earl Hodgson and Paul Nel- Sons; Elsie Lanfer, Campbell-Mithun; J. A. Clarity Jr., Midwest Farm Paper Unit; A. G. 
son, Aubrey, Finlay, Marley & Hodgson; D. R. Collins, Marsteller, Rickard, Gebhardt & Norment, Progressive Farmer; Tony Bakken and Leon Cassity, Buchen Co. 
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Johnson Moore Belon Harper Hobbins Hartford Richards Kron Hook Schink Dix Meredith Mast Perrottet 
AUDIT GROUP MEETS—Prominent at the annual meeting of Business Publications Audit ager, Machine Design, and BPA secretary; Ray Richards, publisher, Purchasing; Arthur 
in New York were Robert Johnson, former chief counsel, Senate committee on post of- Kron, president, Gotham-Vladimir Advertising and former BPA chairman; George 
fice and civil service; George Moore, executive assistant to the Postmaster General; Hook, publisher, Iron Age; and William Schink, vp, G. M. Basford Co., and former 
Frederick Belon, chief counsel, House committee on post office and civil service; Rob- vice-chairman of BPA; Arthur Dix, vp, Conover-Mast Publications; Theodore Mere- 
ert Harper, president of National Business Publications; Joseph Hobbins, advertising dith, media supervisor, Batten, Barton, Durstine & Osborn; B. P. Mast Jr., president, 
manager, Anaconda Co., former BPA chairman; and Robert Hartford, business man- Conover-Mast Publications; and Louis Perrottet, president, Gage Publishing Co. 
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Good Housekeeping never lets a woman down—whether she’s reading 
about toasters or towels... ready-to-wear or baby fare. Because only 
Good Housekeeping... 

¢ Investigates every product that is advertised in its pages. 

¢ Checks every single claim made for those products advertised. 


¢ Guarantees replacement or refund of money if the products do 
not perform as advertised therein. 
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What's more, Good Housekeeping won't accept advertising that doesn’t 
meet our requirements. 


No wonder 40,930,000* homemakers are influenced in their buying 
decisions by the Good Housekeeping Guaranty Seal. No wonder they 
believe what they read in Good Housekeeping. Sell your product 

in the unique climate of confidence you get 
regularly in Good Housekeeping. 
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Guaranteed by % 
Good Housekeeping 
ia Wor \ 


*Crossley, S. D. Survey 
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" Good Housekeeping CREATES A CLIMATE OF CONFIDENCE FOR YOUR Btsersinc 


A HEARST MAGAZINE 
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If you want to sell more appliances, go where every 
page is full of ideas that sell: Better Homes & Gardens, 
the family idea magazine. If you want to make a sale there’s 
nothing so powerful as an idea. And it’s impossible to 
go through any issue of BH&G without finding scores of 
ideas that sell appliances. One out of every four BH&G 
readers lives where a small appliance was bought during 
a single year —43% above the non-reader average! 


gis: yor . ) eer Homes see oe family ; 


| FOAM—This is Linda Cristal, a Uni- 
'versal-International starlet, bath- 
‘ing in Marly Cosmetics Bubbling 
| Milk Bath. This is product public- 
| ity. Can you find the product? 


‘Mr. Adman, Don’t Be a Meany; 
Surely You Can Find Me a Bikini 


This is the \ Piedmont Industrial Crescent... 


and it's Dominated by 


wimy-tv 


A 
HIGH POINT 


THOMASVILLE 


LEXINGTON 
SALISBURY 
ANNAPOLIS 


ALBEMARLE 


MT. AIRY 


NVILLE 


The Piedmont Industrial Crescent is a unique concentration 
of buying power... a vast “area laboratory’’. . . stretching 
across the productive Piedmont section of North Carolina, 
South Carolina and Virginia. 

It is a vast urban complex created by bustling cities, 
booming industry and big agricultural purchasing power where 
millions of your customers WORK, EARN, SPEND. 

Strategically located at the hub of this big year-round 
market is WFMY-TV. .. the most powerful selling 
influence, by far. 
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wimy-tv 


Represented by Harrington, Righter and Parsons, Inc. 
New York * Chicago * San Francisco « Atlanta » Boston 


MARTINSVILLE 


This Is North Carolina's 
Interurbia 


.».the largest metropolitan 
market in the two Carolinas. 
Here WFMY-TV dominates 
because it serves . 


DANVILLE 


REIDSVILLE 


BURLINGTON 


.. Sells. 


(Continued from Page 2) 
|done after business hours. After 
|business hours starlets are busy 
|being interviewed in the Harwyn 
'or the Stork. 
| Then Herb Kaufman got hold of 
|Rheem Mfg.’s Richmond Fixtures 
| division. Rheem was willing. 


= He now had the girl and the 
tub. She still needed a bikini. 

New York is a great city. Its 
|pride and problem is its garment 
district. It makes almost every 
kind of clothing and underclothing 
known to man. Or woman. 

It does not—as it turned out— 
make bikinis. Herb Kaufman had 
his wife and daughter scouting de- 
partment stores and_ specialty 
shops. He had an appointment with 
Catalina to see its line. He saw it. 
_No suitable suit. 

Then he was told that a dress 
shop near 70th and Madison had 
| bikinis. He went up and patiently 
patrolled the area. He couldn’t 
|see any that looked promising. 
‘And he drew some very aloof 
looks when he asked the question. 
|But finally someone suggested 
| Lola Gowns. Turned out Lola im- 
ports bikinis from Capri. 

Armed with the bikini (price: 
| $15.40), Mr. Kaufman was all set. 
| Last Monday Miss Cristal put 
on the bikini in a dressing room, 
climbed into the tub, smiled en- 
gagingly for a host of photog- 
‘raphers. Marly has the publicity. 
Kaufman has the pictures. Uni- 
versal-International has the tie- 
up. Miss Cristal still has the bi- 
kini. + 


Mages Subsidiary Opening 
Bowling Alley Chain 

Mages Sporting Goods Co., op- 
erator of an 1ll-store chain in 
Chicago and a major local tv ad- 
vertiser, has set up a subsidiary, 
Mages Sports Arenas Inc., to 
build and operate a string of 50 
Bowlarenas throughout the coun- 
try. Each Bowlarena will have at 
least 48 alleys, plus meeting halls, 
nurseries and telecasting facilities, 
as well as the usual snack bar. 

The first three Bowlarenas will 
be completed in the Chicago area 
by August, 1959, at a cost of 
$4,500,000. Five more installations 
are also slated for the Chicago 
area. The entire chain of 50 Bowl- 
arenas is slated for completion in 
three to five years—for a total 
investment of more than $50,000,- 
000. 


Ayer Handles Carte Blanche 

In a story on Hilton Hotels 
Corp.’s new credit card, Carte 
Blanche (AA, Nov. 17), ADVERTIS- 
ING AGE erred in saying that Need- 
ham & Grohmann is handling the 
advertising for Carte Blanche. 
N. W. Ayer & Son is the Carte 
Blanche agency. Needham & Groh- 
mann handles advertising for Hil- 


ton Hotels Corp. 
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Some people have a flair for living 


They're the active, eager people who can’t sit still, who want to enjoy today’s whole exciting 


world . . . new ideas, new pleasures, new places—and new ways of getting there. 


These are the spirited men and women who are drawn to Holiday. And Holiday satisfies their 


A CURTIS MAGAZINE 


enthusiasms with a world of stimulating ideas . . . things to do, see, buy .. . 


presented in appetite-whetting words and pictures. 


With incomes nearly triple the national average, these Holiday families can afford the way of 


life Holiday inspires. More and more advertisers are finding them a most rewarding market. 


Isn’t it time they saw your advertising in Holiday? 


There’ a rewarding new world for you in HOLIDAY 
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During the year 
1/, of America reads 


If you want to sell more food products, go where every 
page is full of ideas that sell: Better Homes & Gardens, the 
family idea magazine. If you want to make a sale, there’s 


nothing so powerful as an idea. Year after year, BH&G serves 
up more editorial lines devoted to ideas about foods and nutri- 
tion than any other magazine, weekly or monthly. And every 


page says, in effect, ‘‘ You can do this, too!” 


Better Homes i 


the family 
idea magazine 


| eae 
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Advertising Age, December 8, 1958 


Andrew Reid. 62, 
Veteran Outdoor Ad | 
Director, Dies 


SEATTLE, Dec. 2—Andrew Mar- 
shall Reid, 62, who had served! 
in various cities as art director) 
for Foster & Kleiser, General Out- | 


‘door Advertising and Outdoor Ad- | 


vertising Inc., died Nov. 25 in a) 
rest home after an illness of three | 
years. 

Mr. Reid studied art at the Uni- | 
versity of California, the Univer- | 


| sity of Edinburgh, and the Art In-| 


stitute of Chicago. During World | 


War I he went to Canada to enlist | 
/in the Seaforth Highlanders. 


In the 1920s he worked in the} 
art department of Foster & Kleis- | 
er here, then went to Chicago | 
with General Outdoor. He returned 
to Seattle to free lance, then re- | 
joined GOA in Pittsburgh. 


Floratile Inc.? 


New York, Dec. 2—Flor- 
ists’ Telegraph Delivery 
Assn., which recently 
switched its $1,700,000 ac- 
count from Grant Advertis- 
ing to Keyes, Madden & Jones 
(AA, Aug. 25), is now look- 
ing for a new name. 

The Institute for Motiva- 
tional Research—research 
company headed by Dr. 
Ernest Dichter—has an- 
nounced that it has been re- 
tained by FTDA to search 
for a more appropriate name. 

The institute, which ex- 
pects to complete its study 
early next year, said it “will 
seek to determine the emo- 
tional meanings attached to 
the sending and receiving of 
flowers.” + 


|® During World War II and for) 


five years afterward Mr. Reid was | 
| 


“The surest link between national promotion and | 


| New York from 1949 to 1952. 


local business is the Yellow Pages” 


says B. F. Roman, President, 


National Chemical & Manufacturing Co., Chicago, Ill. 


“So we localize all our national 
advertising with the Yellow Pages 
emblem, which directs prospects to our 
dealer listings under the Luminall 
trade-mark in the Yellow Pages. 


“And Trade Mark Service spotlights our brand for 
label-conscious prospects . . . directs them to 
the nearest Luminall dealer. Luminall’s trade-mark 
or trade-name is advertised in 400 different 
directories, with a circulation of over 30 million.” 


Whether you sell consumer or industrial products or 
services, Trade Mark Service in the Yellow Pages is the 
vital link between prospects and your sales outlets. Make 
the medium that localizes your national promotion a part 
of your advertising program. Call the local Bell telephone 
business office for full information on Trade Mark Service. 


“Our Luminall Paint promotion is 
national... 


but our business is local. 


|with OAI in Chicago. He again 


|returned to GOA for a year and 


} 


a half in Nashville and later was 
art director for the company in 


In 1952 Mr. Reid returned to 


|Foster & Kleiser in Seattle, con- 
'tinuing until ill health forced his 


| retirement in 1955. In 1930 Mr. 
|Reid’s design for Oxydol won the 


| 


| 


r miracle paint 


for every te ere 


| 
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PAINTS 
Finest in Finishes! PS the 
makers of the original 
acle paints.” Palets, > 
nishes, Is stains 
for all int exterior 
surfaces. Lyk of ‘Te, 
users the Lum’ is the finest guar- .¢},,,, 
antee in paints. 


“WHERE TO alg THEM” 
Better Painting Service 


Bobke Gust Paint Co 
1441 W Hopkins FRanklin 4-1497 

Bobke Gust Paint Co 
4413 W Lisbon av-Hllitop 2-3323 

Co 


1635 W Center-FRankiin 4-1980 
Knudten Bros Inc 1630 N12 --- -COncord 4-2202 
Steinkeliner Bert Paint Co. 

3733 W North av-Hilitop 4- 1880 - 


2612 W Park av-Mitchel! 5-4118 : 


Lemineltl 
Pieaw send free img packs om wemms | have curcted, = ith me 
obbg sien to me 2 


co 


Trade Mark Service and 
the Yellow Pages emblem 
work together to direct 
business to local dealers. 


ea, LU NALL PAINTS 


sers know Lunfinall Paints apply 
last longer, cost less per square 
"re called “Miracles”! 


|. C, Chicage 8, Miineis 


| 
—— | ae 
= 


Finest in Finishes 
Newer 5 Los Angetes 1 Oates 7 


|department of the 
| Haute Post before joining the Trib- 
june in 1916 as an advertising 
|salesman. He was promoted to 


|top award among the 100 best 
posters of the year. 


JOHN A. REDMOND 


DayTon, Dec. 2—John A. Red- 
mond, 57, general traffic manager 
of Newsweek, died of a heart at- 
tack yesterday as he was prepar- 


\ing to leave home for his office. 


|For the past 13 years he had di- 
rected the distribution of News- 
week from printing plants here 
| and in Los Angeles. 

Born in Independence, Ia., Mr. 
Redmond was with Railway Ex- 
press Agency from 1920 to 1944. 
He joined Newsweek in 1945 and 
became general traffic manager 
in 1953. 


FRANK P. SHANNON 


TERRE Haute, IND., Dec. 2— 


| Frank P. Shannon, 66, advertising 
| director of the Tribune-Star Pub- 


lishing Co., publisher of the Terre 
Haute Star and Tribune, died 
|}suddenly Nov. 23 in St. Anthony 
Hospital. He had been convalesc- 


|ing from major surgery. 


A native of this city, Mr. Shan- 
non worked in the advertising 
old Terre 


advertising manager of the Trib- 
une in 1921. 

In 1940, Mr. Shannon was 
named director of advertising for 
the Tribune-Star Publishing Co. 
The two newspapers had merged 
in 1931. Mr. Shannon also was 
named to the company’s board of 


|directors in 1940, a position he 


held at the time of his death. 
Mr. Shannon was an active 


‘member of the Newspaper Ad- 


vertising - Executives Assn., and 
was a charter member of the 


|Terre Haute Advertising Club, an 


affiliate of Advertising Federa- 
tion of America. He held several 
offices and served on the board 


|of directors of the local ad club. 


National Catholic Family Magazine 


Tap this GROWING 
market by means of 
regular advertising 


FEBRUARY ISSUE CLOSES DEC. 20. 
Orders and Sample Copy request to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 

28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 
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Let's face it—1958 wasn’t a year for most new-car 
dealers to smile about! But today, there’s a smile on 
the face of the auto industry's goal-getters. Recession- 
inspired buyer resistance is waning and the dealer’s 
sales outlook is brighter than ever. 


A selling dealer is a buying dealer, and AUTOMO- 
TIVE NEWS’ 13th annual National Automobile 
Dealers Association Convention issue is designed to 
put your important story in front of this influential 
group—tright in the middle of a big-year buying 
atmosphere. 


NEW YORK: Edward Kruspak, Howard E. Bradley, 
Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, Woodward 3-9520 
SAN FRANCISCO: Jules E. Thompson, Douglas 2-8547 


LOS ANGELES: Robert E. Ciark, Hollywood 3-4111 


Ray Billingham, Murray 


is your fortune 


It’s the once-a-year issue that over 44,000 dealer- 
subscribers and industry executives look forward to 
each year for NADA Convention and Show news im- 
portant to their sales and service operations. It’s the 
special issue that did a big selling job for more than 
140 successful AUTOMOTIVE NEWS advertisers last 
year. It’s the issue you can count on to reach some 
30,000 happy dealers through extra show distribution 
of the weekly ‘Newspaper of the Industry.” 


* * 


The Newspaper ® 


we in 
== te re Noted Across Nati”: 


Use it to invite new-car dealers to your show booth; 
use it to re-sell your product or service to show-goers 
and stay-at-homes alike. Or, if you can’t make it to 
the convention, use it to put your sales message where 
it will still be seen at show-time by an audience on 


the look-out for profitable ideas. 


To put your story in the NADA Convention spotlight, 
contact your AUTOMOTIVE NEWS Representative 
for full details. But act fast—closing date is January 20. 
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If you want to sell more automobiles and automotive 
accessories, go where every page is full of ideas that sell: 
Better Homes & Gardens, the family idea magazine. BH&G’s 
constant flow of ideas about living better and what to do 
about it keeps readers forever on the move — seeing, doing, 
buying things. And Better Homes & Gardens families move on 
wheels! 94% of Better Homes & Gardens families have a car — 
30% of them have two or more cars. 
During the year b eter Homes 
«and Gardens 


1/3 of America reads - the family 


idea magazine 


Butter- Nut Ads 
Buzz Angelenos 


(Continued from Page 3) 
standing moment of the decade! 
|'Be on hand when the combined 
facilities of channels 2, 5, 7, 11 
|present Winfield (Ace) Jenkins 
|skywriting on television (a Fre- 
berg Ltd. Production) .” 
| Yesterday, four radio stations—| 
/KNX, KMPC, KFWB and KHJ— 
| carried spots on an every-half-| 
/hour schedule throughout the day | 
‘in which Ace Jenkins is inter-| 
viewed about his proposed night | 
\skywriting of: “New instant But- 


Advertising Age, December 8, 1958 


“New instant Butter-Nut coffee is 


ithe first instant coffee that tastes 


like coffee ought to taste.” 

The climax comes when Mr. 
Butter-Nut says “Here he comes,” 
which is followed by the “swoosh” 
of a plane, then a cloud of smoke 
obscuring everyone, with Mr. But- 
ter-Nut finally emerging to cry, 
“Too low, Jenkins, too low.” With 
that the announcer, only slightly 
shaken, says: “and now we return 


|you to our studios” (end of com- 


mercial). 

Today, newspaper ads on the tv 
pages picture Ace at the propellor 
\of his plane with a child hanging 
to his leg, and saying: “And 
please, Mr. Jenkins, dont get 
hurt.” Copy reads: “Little children 


\from San Diego to Riverside are 


'ter-Nut coffee is the first instant | voicing this heart-rending plea. 


coffee that tastes like coffee ought 
| to taste.” 


ls Last night at 10:30, viewers of 
KTTV, KNXT, KABC and KTLA 
saw what appeared to be an inter- 
view with Mr. Butter-Nut, who 
relates that Ace will skywrite: 


teagan aie: 


‘Growth of Agricultural cedan i i 
Growth of Non-Agricultural Employm 
‘Growth of Manufacturing Employment 


* 


PSG ah SS 


REPUBLIC. 


| The State's Greatest Newspaper 


Seeker” 


Love for the celebrated hero shines 
in their bright young eyes as they 
tug at their mother’s skirts and 
pipe, ‘Mommy, Mr. Jenkins won't 
get hurt, will he? He won't fall 
while doing his stuff, will he?’ 
Winfield Ace Jenkins’ stuff, in case 
you’re wondering, is skywriting on 
television, a feat which might be 
compared to canoeing on radio.” 


® Each of the tv space follows the 


|pattern of the first night with an 


announcer interviewing Mr. But- 
ter-Nut, who becomes increasingly 
|self-conscious about the failures 
of Ace. On the final night, when 
success crowns Ace’s efforts, Mr. 
| Butter-Nut has been abandoned by 
‘his family and is accompanied by 
\“the morale Committee” from his 
‘Omaha plant. 
| The campaign will end with ra- 
|dio spots on Saturday with great 
jubilation of all concerned and 
plans for future skywriting ex- 
|tending up and down the Pacific 
Coast and into South America. 
Butter-Nut’s agency is Buchan- 
an-Thomas Advertising Co., Oma- 
ha. + 


Freberg Disc Hitting 
Commercialization of 
Yule Is Now on Sale 


(Continued from Page 3) 
jadvertising approach with each 
| client in turn, Scrooge castigates in 
| general all who feel they should 
|forget sales and should confine 
| themselves te the spirit of Christ- 
| mas. 

The recording abounds with 
non paraphrases as “Deck the 
|halls with advertising ...’Tis the 
time for merchandising.” In the 
climactic coda, Christmas carols 
| try to fight their way through the 
commercial barrier, and the strains 
of “Jingle Bells” struggle against 
the clanging of a cash register. 


® The son of a Baptist minister, 
Mr. Freberg feels “the commer- 
cialization of an essentially reli- 
gious holiday simply does not have 
to be.” Expressing the hope that 
the sting of “Green Chri$tma$” 
will “burn deeply enough to in- 
still in all people the meaning of 
Christmas,” he demonstrates with 
four Christmas carols on the flip 
side of the record. + 


Goebel in Red for 1958 

Although it made a profit in its 
fourth quarter, Goebel Brewing 
Co., Detroit, won’t be able to over- 
come losses occasioned by a seven- 
week strike at its Detroit plant 
earlier this year and will show a 
loss for 1958, according to Leroy 
J. Wallace, exec vp. First three 
quarter sales for 1958 totaled 
$12,843,611, compared with $17,- 
629,793 for the like 1957 period. 


Astron Promotes Marino 

M. J. Marino has been named 
advertising and sales promotion 
manager of Astron Corp., East 
Newark, N.J., manufacturer of 
capacitors and RF filters. He pre- 
viously was assistant advertising 
manager of the company. 
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e High Cost of Goofing 


In today’s savagely competitive economy, 
with the chips so big and the stakes so high, 
it is almost impossible for an advertiser 
to make a “small” mistake 


How “Pre-Measured Selling Power” 
uses a simple new technique to 
help you avoid costly mistakes in 
both advertising and marketing 


AS AN ADVERTISER, you’ve heard a lot about testing. 
Copy testing... market testing ... consumer testing 
... product testing ... you know about them all. 

And the odds are, you’ve wondered about some- 
thing: Just how real is all this? 


Money is the payoff 


A sale, you well know, is never really a sale until 
some money has passed. 

So you’ve got a right to ask: How can the selling 
power of an idea, a campaign, or even a piece of copy 
be measured except by an actual transfer of money? 

It isn’t enough for some self-anointed prophet to 
inform you how your copy ranks—or doesn’t rank 
—on his private scale of merit. 

It won’t do to have a lot of people tell you, “I like 
this ad best,” or even, “I like this product best.” 

It helps to know the reading, listening and viewing 
ratings—but not enough. 

When all the data are in, the percentages totted up, 
and the breakdowns completed, you still don’t have 
a direct answer to what you really want to know: 
Will they pay their money for my product? 


A way to find out 


It’s so simple that we sometimes wonder why nobody 
has thought of it before. 

The mail order chaps have, of course; but in a 
rather specialized and limited way. 

SSC&B is the first advertising agency, we believe, 
to make full-scale use of the simple—and, once you 
have thought of it, obvious—principle which we call 
“Pre-Measured Selling Power.” 


Speed and secrecy 


It means, simply, that we have worked out a way 
to measure, with great speed and utter secrecy, the 
selling power of advertising copy in terms of actual 
sales for money. Beyond that, we have developed 


techniques—including the use of IBM sales figures 
supplied by large supermarkets—for the quick 
evaluation of promotions, deals, pricing, product 
changes, and other policy decisions under actual 
selling conditions. 

And it all boils down to nothing more complicated 
than this: Every test, no matter in what area of ad- 
vertising or marketing, is checked and verified by 
actual sales of your product against competing prod- 
ucts for real money. 


Almost a guarantee 


We doubt that any system of testing copy or market- 
ing plans can ever give you absolute assurance of 
the perfect procedure. 

But ‘“Pre-Measured Selling Power’ is the closest 
approach, we believe, that any agency has yet made 
to the ultimate goal; your sales and profits guaran- 
teed in advance. 

And in these days of high-voltage competition — 
when a single error in judgment can be disastrous 
—we can think of nothing more important. 

Except, of course, creative ideas. For even the 
finest research, obviously, can never create selling 
power; it can only measure what creative talent has 
produced. A truth that is never lost sight of at SSC&B. 


The high cost of goofing 


When new and old products are fighting for every 
inch of shelf space, mistakes can be more than dam- 
aging. They can be fatal. 
Not only are problems more numerous and com- 
plex today than ever before, they are more critical. 
Is my product “right”? If not right, how can I 
make it right? 
What can I say that will make people want it? 
Do my TV commercials have greater selling power 
than my competitors’? 
Should I deal or not? If so, what deal? 
Can I up my price to meet rising costs? 
Howcan I win out against increasing private brand 
competition? 
How can I establish new brands? 
These are some of the questions that, answered 
rightly or wrongly, can make the difference between 


sales and returns, between profit and loss. 

These are the questions that “‘Pre-Measured Sell- 
ing Power” helps you to answer—in terms of sales 
actually made, money actually passed. 


Not the easiest way 


We’d like to tell you just how “Pre-Measured Selling 
Power” has worked for our clients. 

There’s a world-famous brand, for instance, once 
far down on the totem pole, but now nip-and-tuck 
with the leader in a five billion dollar ultra-competi- 
tive field. 

There’s a new product in the toiletry field that be- 
came the biggest selling brand in America in three 
short years. 

There’s the small local food product that broke out 
of its limited sales area to become No. 1 best seller 
in 26 states. 

Many times we have taken minor brands, strug- 
gling against the tide of massive competition, and 
helped to build them to a place among the leaders. 

That’s not the easiest way to build an advertising 
agency. But it’s what we like. And it’s why we go to 
the trouble and work of developing such down-to- 
earth, realistic, and rewarding techniques as our 
“Pre-Measured Selling Power.” 


How it has paid off 


When we opened shop in 1946, we deliberately sought 
clients with products so highly competitive that 
sound, hard-working copy was a must for survival— 
cigarettes, soaps, proprietaries, toiletries, food and 
other grocery and drug store items. 

Then we staffed up with people who shared this 
viewpoint—and had the talent and experience to make 
it pay off. 

And it has paid off for us as well as the advertisers 
we have served. Blessed with fine products and able 
clients, we are one of the fastest growing agencies 
in the country. Since 1946, our billing has increased 
from $31 million to $43 million currently. 

If you operate in the packaged goods or consumer 
service fields—on a front broad enough to justify 
full-scale use of our “Pre-Measured Selling Power” 
techniques— we'd like to tell you more about them. 


Sullivan, Stauffer, Colwell & Bayles, Inc. 


575 LEXINGTON AVENUE, NEW YORK 22 


American Petroleum Institute 
The American Tobacco Company 
Best Foods, 

Division Corn Products Company 
Block Drug Co., Ine. 


© 1956. SULLIVAN STAUFFER COLWELL @ BAYLES INC 


CLIENTS OF SSCaB, Inc. 


Carter Products, Inc. 

Duffy Mott Co., Ine. 

Lever Brothers Company 
Noxzema Chemical Company 
Salada-Shirriff-Horsey Inc. 


Smith Brothers, Inc. 
The Sperry and Hutchinson Company 
Whitehall Laboratories, 


Division of 
American Home Products Corporation 
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Nielsen to Build 
Station Index on 
Nationwide Basis 


Cuicaco, Dec. 2—A. C. Nielsen 
Co. has outlined a plan for com- 
plete rating coverage of 245 local 
television markets. Tv circulation 
in these markets is listed in the 
Nielsen Coverage Service. 

The company samples the entire 
nation for its rating reports on 
network programs, but reports on 
local station ratings are now made 
in only 40 or so markets. 

The Nielsen timetable calls for 
having some 75 markets covered 
with its local service—called Niel- 
sen Station Index—by next spring, 
and 100 markets by next fall. No 
target date has been set for com- 
plete coverage. 

Henry Rahmel, exec vp of the 
broadcast division of Nielsen, said 
the company is aiming at “com- 
plete local television service, re- 
porting on both program audiences 
and station circulation for all tv 
markets.” 

Mr. Rahmel said the company 
is also considering several new 
services, including: 


e Expansion of local service to 
additional radio markets. 


e A fast multi-city service in 8, 
12 or 24 markets. 


e Increased audience measure- 
ment in major Canadian markets 
(Service for Toronto is already 
scheduled for early 1959). 

Expansion of services in the 
broadcast division was mentioned 
by Nielsen when it announced 
plans last month to offer stock to 
the public (AA, Nov. 24). # 


Golden Press Set Up 

A new book publishing compa- 
ny, Golden Press, New York, has 
been formed with the acquisition 
of the Golden, Book properties for- 
merly published by Simon & Schu- 
ster. The new company is jointly 
owned by Western Printing & Lith- 
ographing Co. and Affiliated Pub- 
lishers, a subsidiary of Pocket 
Books. Sussman & Sugar is the 
Simon & Schuster agency which 
has been handling the Golden 
Books. 


Swans Down Holds Contest 
The Jell-O division of General 
Foods Corp., White Plains, N.Y., is 
running a $100,000 “You Name It” 
consumer contest featuring a sep- 
arate competition for each of the 
13 different Swans Down cake 
mixes. Entrants are to suggest 


original names for the Swans Down | 


recipe cakes, including labels from 
Swans Down and tie-in products 
with their entry. Daytime network 
television and point of sale materi- 


al are being used for the contest. 
Young & Rubicam, New York, is 
the agency. 


Europe Distributor Named Rep 
European Publishers Represent- 
atives, New York, established a 
| year ago to distribute French news- 
papers and magazines in the U. S., 
has been appointed advertising 
representative for 10 French busi- 
ness papers and plans to add other 
French periodicals as clients. 


Kennedy Forms PR Company 

The formation of James H. Ken- 
nedy & Co., “specialist in public 
relations and direct mail for me- 
dium-size businesses,” has been 
announced by James H. Kennedy. 
The company will be located at 6 
Old Orchard Rd., Westport, Conn. 
Mr. Kennedy formerly was direc- 
tor of communications for Bruce 
Payne & Associates, management 
consultant, and was managing edi- 
tor of Textile World. 
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Bronte Appoints Doner 

Bronte Champagne & Wines Co., 
Detroit, has named W. B. Doner & 
Co. to handle its advertising. Don- 
er will handle Bronte’s complete 
line of champagnes and wines, in- 
cluding Bronte’s newest product, 
Tune-Up, an aperitif. 


Names Galbraith-Hoftman 
American Banker has appointed 
Galbraith-Hoffman, New York, to 


handle its advertising. 


where your SALES STORY 


a most major advertising decisions 
are shaped by team effort. Chances are, in 
the companies and agencies you want to 
reach, at least three, four or more execu- 
tives will influence the choice of your mar- 


ket, 


Industrial Marketing’s monthly penetration 
of industrial companies and agencies is a 


medium or service. 


reaches the 


vital factor for IM advertisers. Because IM 


is the only publication serving the special- 
ized interests of those concerned with 


GLENN CHRISTIANS 
Advertising Manager, 
Industrial Truck Division 


“I consider Industrial Marketing 


selling and advertising to business and in- 
dustry, most of the men who call the shots 
in industrial marketing are enthusiastic IM 


a constant source for informa- 
tion and ideas. As soon as my 
copy of IM arrives, it enjoys a 
prominent position in my brief- 
case no matter where I go until 


SAVE $50° | 


readers. I have read the entire magazine. 
on one : After that, it remains on my 
release ] bookshelf as a source of refer- 


At the Clark Equipment Company, for 
example, where more than $579,000* of its 
1957 ad budget was allocated to business 
papers, decision-makers of importance to 
you consider Industrial Marketing a valu- 
able working tool. Here is what four mem- 
bers of the decision-making team at Clark 
say about IM: 


alone! ence for future use.” 


All NEW 
for 1959! 


BACON’S 
PUBLICITY 
CHECKER 


The only complete guide to the nation’s 
business, farm and consumer magazines 
can save you $50 per release. Selects the 
right magazines for your list, Ends wasted 
money in photos, addressing and postage. 

The Checker is coded to show what 
material is used by over 3450 publications. 
Listings complete with editor's names, 
addresses, circulation, publishing com- 
pany and issuance date. Complete 336 
page manual —just $18.00. Send today. 


— —--—ON APPROVAL — — — 
v's 


end me on | er tg! copies of! 
| Bacon's Publicity Checker 1959 at $18.00 ea. 


*Associated Business Publications’ estimate. 


| Bill: OME CO MY COMPANY 1 

| Name 

[-Firm 

| ‘Addr " 
City State 


BACON'S CLIPPING BUREAU 
14 E. Jackson Blvd, Chicago-4; INinois 
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Greek Admen Rejoice as 
Government Cuts Taxes 

Takis Theophilopoulos, director 
of the Greek Advertising Assn. in 
Athens, reports “with pleasure” 
that the advertising industry in 
Greece has met with success in 
its efforts to get the “heavy taxa- 
tion on advertising” reduced. Ef- 
fective Jan. 1, the government will 
put into effect downward revi- 
sions in many of these taxes. 

The tax on newspaper and mag- 
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azine advertising will continue at 
12% on rates. However, there are 
quite substantial reductions in the 
levies on outdoor and cinema ad- 
vertising. For example, the tax on 
b&w posters has been cut by 75%, 
and the tax on transportation ads 
has been decreased 90%. 


Funeral Home on TV 

Universal Funeral Chapel, New 
York, has inaugurated television 
advertising in the New York area, 


said to be the first in its field to 
do so. Universal is sponsoring 
“Crossroads,” a weekly film series 
over WNTA-TV which dramatizes 
true stories of clergymen. Spon- 
sorship is on a 13-week test basis, 
with commercials used to discuss 
the modern funeral director’s role 
in the community, life insurance 
and social security benefits, reli- 
gious matters and other topics. 
Moss Associates, New York, is the 
agency. 


National Analysts 
Lab Is Set to Test 
Ad Devices’ Impact 


PHILADELPHIA, Dec. 2—National 
Analysts has begun operation of a 
visual impact laboratory, designed 
to pre-test advertising, packages, 
labels and signs to determine such 
attributes as immediate attention 
value, brightness, visibility and 


GEORGE KNEPPER 
Director of Advertising, 
Brown Trailer Division 


“Editorially, Industrial Market- 
ing does an excellent job of 
summarizing the pros and cons 
of each new marketing concept, 
treating fads with proper casual- 
ness yet stirring enthusiasm and 
support for those new concepts 
which seem to deserve further 
examination. I, for one, also get 
some good ideas straight out of 
the ads in IM.” 


ion-Making Team 


Cc. G. KENNEDY 


Manager, Marketing Service, 
Construction Machinery 

Division 

“Introducing new products into 
new markets has been a Con- 
struction Machinery Division 
problem since its beginning in 
1953. Our potential in many 
secondary markets is big. Each 
month, Industrial Marketing 
articles bring us new slants on 
how other companies market 
their products in areas which, 
while of secondary importance to 
us, are primary markets to 
them.” 


F. D. WISE 
Advertising Manager, 
Automotive Division 


“Of the many, many trade pub- 
lications that I try to keep up 
with, there are a few that get a 
sort of preferred treatment. 
Industrial Marketing is one of 
these. From format to facts — 
from ads to acid, it has a crisp- 
ness that I find useful and at the 
same time interesting.” 


The magazine of selling and adveitiaing lo buscness and amdably 


INDUSTRIAL MARKETING 


distinctiveness. 

The company said its laboratory 
adapts psychological techniques 
developed during World War II to 
the commercial field. It is not in- 
tended to be a substitute for exist- 
ing methods and market research 
devices, but “increases the range 
of attributes which can be meas- 
ured and adds to the tools and 
techniques of market research,” 
said Arnold J. King, president, at 
a press showing here last week. 

The equipment includes three 
devices: 


e The Stereo-Rater evaluates im- 
mediate attention value. Similar to 
an ordinary stereo-viewer—on a 
larger scale—it is based on the 
principle that when two objects 
are presented to the eyes simul- 
taneously, one tends to dominate 
the other. 


e The Visuo-Value Rater meas- 
ures distinctiveness, minimum cue 
value, brightness and visibility. 
Automatic response indicators al- 
low the viewer to register his re- 
action by pressing a button, and 
these responses are recorded auto- 
matically. 


e The Size-Distance Rater meas- 
ures the emergence of features as 
a viewer approaches a display. It 
is equipped with a projector which 
can change the size of the ob- 
ject shown without changing the 
brightness or focus. This device can 
also measure “apparent” sizes of 
objects—such as how packages ap- 
pear as to size when on a store 
shelf. # 


‘Modern Publicity’ Reviews 
Ad Art of 37 Countries 

“Modern Publicity 1958-59” has 
been published by Studio Publica- 
tions, New York. The 172-page 
book, edited by Frank A. Mercer, 
reviews and presents illustrations 
of advertising art of 37 countries. 
Posters, press advertising, direct 
mail, showcards, calendars, sta- 
tionery, packaging, labels, trade- 
marks and record sleeves are rep- 
resented in a collection of 1,000 
iliustrations, 133 of which are in 
color. 

This is the 28th annual edition 
of the publication. Price is $10. 


printing 
buyers! 
brokers! 


here’s a terrific opportunity for 
OFFSET PRINTING 


plus all the multiple advantages 
of a fast, prestige mailing 
service from 


new york city 


As a result of recent improve- 
ments and greater efficiency in 
our complete photo-offset oper- 
ation, we find that we can ac- 
commodate a substantial 
amount of new business dur- 
ing 1959. To assure the right 
type—a regular flow of direct 
mail pieces, booklets, folders, 
sales bulletins, forms, etc.—we 
are offering an exceptionally 


attractive arrangement. Full 
agency commission. Brokers 
protected. Write Project A. 


P.S. And we can handle the 
ing too. 


Presses up to 23 x 30. 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOTS 


@ @® NB P| 1 Year (13 issues) $3 


Mall te: 
Mr. Chas. Roberts, 
Roberts & Leinwander, 
226 Broadway, New York City 
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Cites Need for Standard 


Newspaper Billing Forms 

To the Editor: ADVERTISING AGE 
is one of the high points of each 
week of my existence. I read it 
more thoroughly than any other 
book of its type. Quite often I have 
searched through it hoping that 
someone will attempt to do some- 
thing about the problem that has 
long bothered me... 

Has anyone ever sat down to 
paying bills and really looked at 
the conglomeration of invoices or 
statements that are received with 
newspaper advertising that has 
been placed? I do not believe that 
any two newspapers use the same 
form, the same makeup, or the 
same method of billing. I honestly 
feel that this is the most mixed up 
part of our whole job. These state- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ments range from long vertical 
statements, to short-wide horizon- 
tal statements. Some are billed as) 
net, some as gross, and some of 
them are billed in a way that no 
one understands them at all. Some 


sheets are 84%x11; some sheets are | 


|printed up and down on 8%x11, 
others are printed horizontally on 
8%x11i; some invoices are printed 
on 5x7, some invoices are made out 
carefully, others are scribbled to 
a point that it is difficult to un-| 
derstand what we are being billed 
for. 

Why doesn’t someone bother to| 
come up with a standard for news- 
papers to use in billing all of their 
space? There would be a standard 
place for the product being ad- 
vertised, a standard place for the 
date, a standard description, a 


standard code, a standard method 


1958 TOP TEN BRANDS Consumer inventory 
now available upon request 


THERE IS ONLY ONE WAY TO REACH THE 


AKRON BEACON JOURNAL 


AREA OF INFLUENCE 
A One Billion 350 Million Dollar Market 


Akron, the biggest ONE Newspaper Market in the 
nation, is also Ohio’s most concentrated area 


of great industrial names. For only 40c per line, 
daily or Sunday, you can do a complete job of 
selling the area. There is no substitute. 


| 

ROP Spot or full color available ry 
in all issues. ae aA: 
nansiegoeames of. -y i 

| 


STARK COUNTY 


SS ee 


AKRON BEACON JOURNAL 


AREA OF INFLUENCE 


Population 719,435 
Families 213,048 
Total Buying 

Power $1,349,384,000. 
Total Retail 

Sales $ 958,138,000. 
Food Sales $ 238,114,000. 
Gen. Mdse. 

Sales $ 132,837,000. 
Fre-H-R Sales $ 44,996,000. 
Automotive 

Sales $ 205,680,000. 
Drug Sales $ 29,035,000. 


Source 1958 Sales Management 
Survey of Buying Power 


BEACON 


NEWSPAPER COVERAGE 


DAILY Cire. % Cov. 
Akron Beacon 
Ea 159,532 74.9% 
Plain Dealer .. 21,596 10.0% 
eveland Press . 7,525 3.5% 
leveland News . 2,081 0.9% 
SUNDAY 
ca ei 160,139 75.0% 
, oR" 179 9.0% 
March 31, 1958 
A. B. C. Audit Statements 


JOURNAL fF 


“Ohio's Most Complete Newspaper” 


4O1N S$. KNIGHT, Publisher 


Represented by STORY, BROOKS & FINLEY 


of billing that will match all pa-| 
pers. .. } 
Don’t other people have these | 
same problems? Don’t other people | 
waste a considerable amount of 
time searching through 250 differ- 
ent types of invoices in trying to| 
|decipher them? Is there any rea- 
son for such a wide variety ad 
miscellaneous nonsense? 
| Itis ridiculous! I wish you would 
| get SOMEBODY to take steps to-| 
ward correcting such a mix- up| 
group of different types of invoices. | 
|There are standard forms for all| 
other orders, etc., but there seems | 
| to be none for this particular phase 
of billing. 
George Einhart, 
Advertising Manager, Radiator 
Specialty Co., Charlotte, N.C. 
eo e 


Tame Lion, Tame Tamer 
in Cigar Institute Ad 


To the Editor: In your Feature 
Section of Nov. 17, Wiliam D. Ty- 
ler beats the drum for a cigar ad | 
by Jim Egan for the Cigar Insti- | 
tute and makes a point that cigar | 
smoking “damn well isn’t” ele-| 
gant and genteel. 

Mr. Tyler is absolutely right of 
;course; he merely neglected to 
mention that most men who smoke | 
cigars do so because they like ci- | 
gars and not because they think 
they are masculine or “bring out} 
the lion tamer in you.” Neither do | 
they care if they are elegant and | 
genteel. A good cigar is accepted | 
and even approved as a smoke}! 
wherever men get together on any | 
social level. 

I think Bob Shaw could have) 
given more thought to his layout. | 
This one will get a good many | 
|chuckles from cigar smokers but! 
| that’s about all. If ever there was 
,a lion that needed less taming it} 
' must be the one used, and if ever} 
| there was a man who looks less | 
like a lion tamer it must be his) 
| model. 
| I dislike having to disagree with 
|Mr. Tyler, whose comments I us- 
|ually read before anything else— 
| but to me this is something like | 
|posing a Frontier model Colt 45 | 
on a boudoir pillow. 

W. R. McGarrity, 

Fairbanks, Morse & Co., At- 

lanta. 


Two Readers Cite an Ad 
"We Can Do With’ 

To the Editor: Ohrbach’s and its 
advertising agency are to be com- 
| plimented on this recent ad, to my 
knowledge the first to intelligent- 
ly, positively integrate a Negro in- 
to a photographic situation. 

This ad neither patronizes nor 
offends anyone. It reproduces a 
situation common in everyday life. 
The three models are not seen as 
two white men and a Negro; they 
are three chauffeurs, three birds of 
a feather. 

Perhaps this initial breakthrough 
will make it easier for other ad- 
vertisers to face the reality that 
Negroes do exist in America—and 
spend dollars, too. Perhaps, too, 
Ohrbach’s or some other alert ad- 


| terest media. The ad 
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vertiser will one day break even| encountered the speech in which 
more ice by integrating Negroes|Cyrano does just this—in no less 


| into their fashion ads; not solely as 


She's liable to meet vayewile in therél 


= = Ohrbach’s = Sates 


accessories to situations, but as 
components to effective displays. 
Jacqueline Wellington, 
Director, DeVore School of | 
Charm, New York. 


To the Editor: Should AA de- 
|cide to launch an “advertising we | 
|can do with” feature (after all the 
withouts have been routed), you'll | 
have a good starter in this recent | 
Ohrbach’s ad. 

Ohrbach’s has once again set a| 
|pace, with what is probably the 
first sensible, true-to-life use of a) 
Negro model outside of Negro-in- | 
illustration | 
|shows three chauffeurs whiling | 
away time at the store’s front door. | 
One of them happens to be a Ne- | 
gro. He didn’t have to be; the ad 
still would have been effective. 
But, because he is a Negro, Ohr- | 
| bach’s strengthened a good ad with | 
| realism; for in life itself one often 
sees Negro chauffeurs, just as one 
| sees Negro doctors, lawyers, sales- | 
clerks—and customers! 

Murray Gelman, 
New York. 
e . . 


|Says Agency's Business 


lis Creative Salesmanship 


To the Editor: Letter writer 
Rodger Mitchell (AA, Nov. 10), | 
who blames the pale stuff of too, 
many ads on the unoriginality of | 
manufacturers, is whipping the 
wrong horse. 

Creative salesmanship is presum- 
ably what an agency is hired for— 
and is what the manufacturer of 
even the most unimaginative prod- 
uct has every right to expect. 

The agency copywriter who is 
handed a new plot, figuratively 
speaking, will have more to start 
with than playwright Edmond 
Rostand had when, starting with 
a story even thinner than a tire 
tread you can’t slip a dime into, 
he created “Cyrano de Bergerac.” 

In fact, the problem suggested 
by Mr. Mitchell of describing a 
common straight pin is not too dif- 
ferent from that of describing one’s 
own nose. And anyone interested 
in the art of persuasion who has not 


than 20 separate ways—is in for 
|}a happy experience. 
It would be nice indeed if dull 


|}advertising could be fixed up by 


somehow prodding each manufac- 
turer into livening up his product. 
But if the manufacturer doesn’t 
go for this, which he may not, what 
then? Exit bowing and smiling? 
There must be another, easier 
way than Mr. Mitchell’s to account 
for all the dull and silly ads—and 
all the good ones, too. 
Edwin Borgeson, 
Edwin Borgeson Advertising, 
Panorama City, Cal. 
« * . 


‘Atomic Burglar Alarm’ 
Turns Out to Be Decal 

To the Editor: I thought you 
might be interested in seeing the 
attached ad that appeared in a 
jewelry trade magazine for the 
“Atomic Silent Burglar Alarm.” 
Notice they say it was approved by 
police authorities throughout the 
country. 

The Atomic Burglar Alarm is 


_|simply a decalcomania, as you will 


see from the sample I procured 


‘from the company advertising it. 
|The circular that came along with 
\it indicates that it is offered only 


to “a selected clientele in certain 


'selected businesses and industries.” 
| However, a note on a blank piece 


BURGLAR ALARMS 
Should be “Ql 
SEEN 


NOT HEARD! 
si f 


PROTECT YOUR BUSINESS 
AGAINST BREAK-INS WITH 
THE NEW-MODERN-LOW COST 


BURGLAR ALARM 


Your best defense ogeinst burglary ond 
eo thor wage iso * ron o pe ychologi <al offense 

ex @ amaring 
ATOMIC Silent Bor sad pri provides 
t's the lowest cost protection. You con 
oftord an “ATOMIC” protector on ever 
we you 


|_ tasers office ’ apy * 
Police authorities thro: * the a) 


expressed thew approval of 
Silent Burgier Alarm 


oe Silent Alarm with full "Geteils. 
no barteries, electrical or 

a connect ions. You can put it to work 

in one-minute. Money back guarantee 


ATOMIC ELECTRONICS CO. 


?. ©. Box No. 1642, Baltimore 3, Maryland 


of paper with $1 brought the great 
invention to me. 

I believe this is misrepresenta- 
tion and belongs in a comic book 
rather than a respected business 
publication. 

It seems to me that the Depart- 
ment of Justice should be inter- 
ested in this hoax, although it is 
true the advertisement itself is ex- 
actly descriptive on a caveat emp- 
tor basis. 

Walter J. Zimmerman, 
President, Walter J. Zimmer- 
man Associates Inc., New 
York. 

o - 2 


Butler's Old Type Faces 
Recall Early Experience 

To the Editor: Kenneth B. But- 
ler’s articles on old type faces in 
ADVERTISING AGE have fascinated 
me, because, as you can see from 
the sheets enclosed, I am doing 
business in antique lettering, al- 
though my work is entirely hand 
drawn, and I haven’t a stick of 
old type. 

I got into this specialty, as you 
might call it, when the John W. 
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Stewart Co. wanted lettering ap- "Se Greater Advertisements”’—-Wat- | Want to Scare an Ex-G.l.? strong’s “Help Wanted” (AA, Oct.| what makes our economy tick. 
gee for its old-times cand- “The Art of Plain Talk”—Flesch To the Editor: Thought this 13). Marry Calvert's “Clear Heads Perhaps it’s time to re-publish a 
This Seiidiesln ‘Snitioiven ode ~Quades to Straight sical might be of editorial interest to —e, et Ny ae pear ~ er wy pm — —_— — 
art “The Big Change”—-Allen you. . er . ~| You will find it on Pages 128-9 o 
vate ame ,country stores, which)  “[e'atvbody Lintmina’™'Fortne | This ad appeared in the Chicago sive Rew campaign. like. “EX-|the book, 100. Top Copywriters 
it up. Then I thought I ‘might piedicnn Reumet”iawae — ; ¥ EXACT REPLICA 1 head ; o > views (ne rereete ey pentane 
ead in touch with others by ad- Ss th De i . ‘iiiiome - ight ¢ ste bi beng by oe esteemed contemporary, 
vertising in Yankee. And that. Life, New York rey the one ‘Calvert's Read ean ve = wha a 
one - inch advertisement has! e e ; e GRENADE achieve, finally, a high degree of Wenee  is od eee published, 
4 pulled very well. H Ford Spok $05 ED) eae commen functional utility aneune alia neverGuag had 
q The basis of my work is quite | yy tang An naan ee ne eee Henry W Marks Jr great political overtones also. But 
; a letee collection of olf books | at Bureau Dinner oe aw oe . Chicago the facts in this ad, and their wide- 
| and other printed material re To the Editor: A footnote to on wy are he apt a a ‘ * |spread dissemination, quieted down 
which there are numerous old|¥0Ur Rough Proofs line, Nov. 10 iwascumamtes | Suggests Reprint of A 0 160 et Warlengias leututouths for 
t . type faces and many beautiful | (“The nearest Henry Ford os SC aomenen Sond 0190 gion 800 ” _s S = * — ne — 
initials. These sources are varied, ©#™e to endorsing advertising was Z Sean ene §=(on Brand dvertising Pee facts, similarly disseminated, can 
For example, there’s a program | @Ppearing at a dinner meeting of — pace ea To the Editor: The editorial in| help €o tt agpin. 
of the installation of a new pastor | ‘ne ANPA”): eee | your Nov. 17 issue, “The Senate Weston Hill, 


of a church; a ticket to a muster;| Actually, it was a dinner of the jones Auto Advertising,” is right on} Sales Promotion and Adver- 


' ~ and strangest of all, some samples | Bureau of Advertising, ANPA, and anny Tribune, Nov. eo # the button, of course. If they really! ising Consultant, Westport, 
of printing I did when I was a boy.| Henry Ford not only appeared but eT ee a ee oe eee 
I had a little hand press, so ee even if only 24 words—as a) €, ‘cost more, let them look into the) The “certain ad” Me. Hill la 
friendly printer gave me some |Tecalled by William A. Thomson, ilwaukee. | time payment and accessory pack | | oddone tien f ¥ Spee . 
type which he had discarded. I the bureau’s founding head, in the e e e rackets. tke to have reprinted was heade 
looked up samples of some of my |°'Sanization’s official history,| ¢ N _ However, that’s not the basic|“Public Statement on Brand Ad- 
i boyish printing, and lo and be-| High Adventure in Advertising.” | ? uggests a New ‘point. The alarming thing is that} vertising,” was written by Mr. Hill 
; hold, there was @ face 1 have John C. Ottinger Jr., Clear Heads’ Campaign |our lawmakers should exhibit such and selected by him for the book he 
never seen anywhere else. Westport, Conn. | To the Editor: Re: Andy Arm-j|absolutely abysmal ignorance of| mentions. 
| 


This antiquating is lots of fun; 
and while to my taste, the best of 
all is the original Caslon, I have 
developed a fondness for some of 

fi those fancy letters which were : 
: }: used in my boyhood. ‘ . : ; ; : ie ae 
i} Roger A. Poor, 
Salem, Mass. 
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F Give Public Story of Ads’ 
Place in American System 
‘ To the Editor: There has been a 
; great deal of comment in your pub- 
lication about the increased anti- 
advertising sentiment in Washing- 
ton, and what to do about it. Of 
course there have been advertising 
j critics decrying this business as an 
7 economic waste from the day the 
first ad appeared in print. How- 
ever, I feel the Washington situa- 
tion is different and needs a solu- 
tion that is basic to the principles | 
es upon which this country is 
: founded. 

We see our society leaning more 
and more toward bigger govern- 
ment, increased social security, 
and more TVA. We send men to 
Washington who have these con- 
victions and some are in key posi- 
tions on policy-making committees. 
Since socialism and free enterprise | 
are so completely incompatible, | 
and since advertising is a vital link 
in the free enterprise system it 
will be under the gun now more 
than ever. Case in point: the 
Senate subcommittee investigating 
GM. 

I think the job advertising peo- 
ple must do is not just sell adver- 
tising per se, with a fancy slogan 
or two, but to re-educate the pub- 
lic to what free enterprise has done | 
to make this country prosper, and 
what a vital role advertising, as 
part of this system, plays. 

Given the facts, I am certain the 
American people are the greatest 
supporters of advertising as part of 
a way of life perhaps never before 
seen on the face of the earth. 

Just Hallen, 

Partner, Advertising and Pub- 

lic Relations Associates, Salt 

Lake City. 

e e * 


Adds to Woolf's List 

of Books for Admen 
To the Editor: A month ago in| 
ADVERTISING AGE, I was fascinated | 
with James D. Woolf’s list of books 
' helpful to efvertising people. 1 "I see that new fellow from the media department got here ahead of us” 
found that I had read quite a few | 
of them, and hope to read quite a) 
few more. 
I thought of an additional list of | 
books which I consider especially | 


BicGest LiFT for any campaign in Cincinnati is a solid 


thought-provoking—and somewhat | schedule in the Cincinnati Enquirer. Reason: the solid, 
) outside the daily work flow of ad- | no-soft-spots part of the Solid Cincinnati market reads. . . 
vertisning. prefers . . . looks most to The Enquirer for news, features, 


i! Here they are: 


advertising. Result: YOU'RE in solid in Cincinnati when 


“ ertising that Sells” Shige fy: p 
por A ae See | you're in the Cincinnati Enquirer. Want the picture? Top 


Se ee 


ee eS een Ten Brands Survey just completed. Call the Enquirer's 
“Creative Advertising’’—Whittier ¥ s 

“How to Make More Money”—Small | research department for a quick preview. 

“The Human Use of Human Beings” | Represented by Moloney, Regan & Schmitt, Inc. 


—Wiener | 
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MARKETING 


AND ADVERTISING 
IN BRITAIN 
AND EUROPE 


The Brunning group of companies is the only or- 
ganisation in Britain that can offer advertisers a 
complete marketing and advertising service under 
one control. Aggregate turn-over of the Group ex- 
ceeds $12,000,000 per annum. Most leading adver- 
tisers in Britain use one or more of the Brunning 
Group of marketing and advertising companies. 


International clients include such companies as 
Alfred Bird & Sons Ltd. (General Foods Inc.), 
Colgate Palmolive Ltd., Thomas Healey Co. Ltd. 
(Procter & Gamble), Nabisco Foods, Inc., Nestle 
Co., Quaker Oats Co., Standard Brands Lid., 
Unilever, etc. 


Marketing 


Brunnings Marketing Services Ltd. offers two principal services, 
one a consultancy service covering all aspects of marketing. The 
company has on its staff a number of experienced marketing 
men who are able to advise on the most efficient techniques 
to be employed for the economic selling of products. They are 
able to assess markets, advise on the most suitable promo- 
tional methods and investigate ae aspect of a manufac- 
turer’s marketing efforts including all financial implications. 


The second function of ager Marketing Services Ltd. 
is the provision of economic intelligence and marketing in- 
formation throughout the world. We maintain a large staff of 
correspondents in most countries. Information can be pro- 
vided on market potential, competitive activities, price struc- 
tures, trade terms, selling and promotional methods. Also 
political influences as they affect business, labour and racial 
relations, etc. 


Market Research 


Consumer Research Ltd. maintain an extensively trained 
field investigation staff throughout Britain. They undertake 
enquiries amongst households, street investigations and prod- 
uct distribution checks amongst retailers. 


‘Commando’ Sales Forces 


J. A. Sutherland Ltd. le a force of salesmen who can 
operate in any part of Britain. They are extensively used by 
companies, large and small, for launching new products, de- 
veloping new territory, and intensive canvass of T.V. areas 
prior to an advertising campaign. 


House-to-House Distribution 


Direct odvertaing Ss De housewife is extensively used in 
Britain. Circular Distributors Ltd. is the largest organisation 
of its kind in the world. It distributes some 400 million pieces 
of literature, coupons, and samples every year to households 
throughout Britain. It employs some 10,000 staff. The com- 
pany also operates a similar organisation throughout France 
and Italy with offices in Paris and Milan. 


Advertising 


The up controls several advertising agencies equi to 
coset all forms of advertising, Consumer ood Technical 
Total staff is some 250 people, including creative talent of the 
highest quality. Clients include many well-known large com- 
panies and many middle sized advertisers. We appropriate 
some $6,000,000 per annum of advertisers’ ex iture into 
Press, Television, outdoor advertising, etc. 


The Principal Agency is S. C. Peacock Ltd. with offices in 
London, Liverpool, Manchester, Birmingham, Glasgow and 
Halifax. Close arrangements exist with associate agencies in 
all countries in Europe. 


Th also i 
oil pee Moe Je other companies providing printing 


Full details of the companies within the and the 


group 
services they provide are given in a booklet whi 
wauatwemnu : staat dis 


BRUNNINGS MARKETING SERVICES LTD. 
296-302 High Holborn, Londen, W.C.1, England 
Telephone CHAncery 2605 


C. A. Dimond, 53, 
| Former Ad Head of 
H. J]. Heinz, Is Dead 


PirTrssurGH, Dec. 2—Charles Ar- 
thur (Art) Dimond, 53, who rose 
from tour escort to manager of 
advertising and public relations at 
H. J. Heinz Co., died in his home 
Nov. 21 after a long illness. He re- 
tired from the company last June. 

Mr. Dimond joined Heinz in 1922 
as a parttime escort for visitors 
to the Heinz plant. Meantime, he 
attended the University of Pitts- 
burgh, and was graduated in 1926. 
He later studied advertising at 
Duquesne University and at Car- 
negie Institute of Technology. 

He was promoted to supervisor 
of outdoor advertising in 1942, head 
of the Heinz advertising depart- 
ment in 1946 and was named man- 
ager of advertising and public re- 
lations in 1954. 

Regarded as an expert on out- 
door advertising, Mr. Dimond 
spoke frequently before advertis- 
ing and sales groups. He served as 
president of the Pittsburgh Adver- 
tising Club in 1954. 


WILLIAM H. ENELL 

PHILADELPHIA, Dec. 2—William 
H. Enell, 65, director of advertising 
and public relations of Peterson 
Parchment Paper Co., Bristol, Pa., 
| died here Nov. 26. Mr. Enell was a 
_member of the Advertising Club 
|of Trenton and of the American 
|Management Assn. 


ARTHUR H. BAMFORTH 

| PHILADELPHIA, Dec. 2—Arthur H. 
Bamforth, 68, retired vp of Reuben 
'H. Donnelley Corp., died Nov. 25 
of a ruptured blood vessel at Ab- 
j}ington Memorial Hospital. Born 
|here, he saw service in France in 
World War I as a captain of in- 
fantry. Following the war he 
joined the Donnelley organization 
as a salesman. He was named a vp 
|in 1935 and had charge of sales in 
| Pennsylvania, Delaware and Mary- 
|land. In 1951 he retired but con- 
tinued with the company as a con- 
sultant until the end of 1954. He 
was a member of the Poor Richard 
and Union League clubs. 


JOHN P. JEFFERSON 

NEw YorK, Dec. 2—John P. Jef- 
ferson, 38, assistant director of 
public affairs, Columbia Broad- 


prem for remndeer! 
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Rnete: Mevage bem thapmar bevy Ang The Merchants Of (ere Madcon 


TACTICAL—Big new shopping centers on the outskirts of Chicago and 
Milwaukee—with new highways leading to them—helped convince 
merchants in Madison, Wis., of the value of uniting in a promotion 
aimed at area consumers, the C of C says. Cheerful ads like these 
are running in Madison newspapers plus radio and tv spots on local 
stations. Stephan & Brady, Madison, is the agency for the $50,000 
campaign directed by the Madison Chamber of Commerce. 


tack at his home Nov. 27. 

After his graduation from the 
University of Chicago in 1941, Mr. 
Jefferson became a reporter for 
the Chicago Tribune and also 
served as a writer for its radio sta- 
tion, WGN. During World War II 
he served with the seventh fleet in 
the Southwest Pacific. 

In 1946 Mr. Jefferson joined CBS 
as a news writer. During the Kore- 
an hostilities he served as a net- 
work correspondent. His reporting 
contributed to the award-winning 
CBS Radio show, “Hear It Now.” 
In 1952 he left CBS and went to 
England as a free lance writer and 
representative of Mutual Broad- 
casting System. A year later he 
joined Radio Free Europe in Mu- 
nich as deputy program manager 
of the European division. In 1955 
he rejoined CBS here as assistant 
director of public affairs. 


Allen & Reynolds Adds 4 


Allen & Reynolds, Omaha, has 
named four new partners: Lyle 
DeMoss, John E. Enis, O. Earl 
Lowry and Edward G. Whelan. 


to the agency among the four, for- 
merly was assistant general man- 
ager of WOW and WOW-TV, 


Omaha. He will head the agency’s 


| casting System, died of a heart at-| radio-tv branch. 


Out I 


OF “LAURENCE’S GUIDE FOR 


“Out damned spot! 


99 
Saye 


—SHAKESPEARE, Macbeth 


CALL LAURENCE FOR THE CLEANEST HALFTONES YOU'VE 
EVER HAD. IF YOU ARE NOT RECEIVING YOUR FREE COPIES 


PHOTOENGRAVING BUYERS,” 


WRITE OR PHONE TODAY. LAURENCE INC., fine Photo En- 
gravers, 547 SOUTH CLARK STREET. WAbash 2-6284. 


Selectivision Will 
Use Closed Circuit to 
Test TV Commercials 


New York, Dec. 3—Emanuel 
H. Demby, head of Motivation Re- 
search Associates, has set up a 
new company, Selectivision Inc., 
to pretest tv commercials, video 
programs and product packaging. 

The sample will be 3,000 apart- 
ments in New York which are 
already equipped to receive spe- 
cial closed circuit broadcasts 
beamed to them on an unused 
channel—Channel 6. : 

Mr. Demby reports that his serv- 
ice will begin operating soon after 
Jan. 1. On testing days, Channel 6 
may be on the air as much as ten 
hours a day, with public service — 
films, records, the time, and disc 
jockey and father-comes-home 
from-work programs originating 
in the apartment house lobby. A 


;mobile unit will serve as a sort of 


floating tv station. 
= Mr. Demby emphasized that Se- 


Mr. DeMoss, the only newcomer | lectivision will work with the re- 


search departments of its clients 
to determine precisely what kind 
of information will be sought in 


free tests, which can be de- 


signed to meet the peculiar needs 


‘of specific companies. The facili- 


ties are also available for use 
by other research companies. 

If an agency wishes, tv com- 
mercials can be tested in story- 
board form, with questions framed 
to find out whether the commer- 
cial is likely to accomplish its in- 
tended purpose. # 


DREAMS CAN 
COME TRUE 


-Mr. Sales and 
Advertising Manager 


Here is what you need to 
increase sales! The best 
Silent Salesman yet—will 
outsell most talking sales- 
men! Win friends and 
product off floor or coun- 
ter ... reduce your sell- 
retail outlets. For full de- 
tails on this promotional 
product, now being in- 
troduced, write THE 
OHIO ADVERTISING 
DISPLAY CO., CINCIN- 
NATI 14, OHIO. 
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for executives ...see the 


new New York News study 


profile 


of the millions— 2na Edition 


Twice as good!...In the New York metropolitan 
area 67% of the families now earn more than $5,000— 
in the U.S. only 34% (LIFE study). During the last three 
years, three million New Yorkers moved into this higher 
income bracket. 

Tops the top scale! . . . In the over-$10,000 income 
group, the New York area has 530,000 households, one 
family in nine—well above the US average of one in 
twenty-one. New York has more than one-fifth of the 
nation’s over-$10,000 families. (LIFE study.) 

Kids galore ... More than a million households 
have children under 4 years; a million with ages 5-9; 
and nearly a million with ages 10-14—more than 
two million families approaching their lifetime major 
buying period. 

Better jobs . . . The New York market has 1,630,000 
professional, managerial and technical personnel—50% 
more than the service and manual laborers. The two 
largest broad groups of employees consist of 2,190,000 
craftsmen, foremen and operatives, and 1,810,000 
clerical and sales. 

Well insured . . . Two out of three metropolitan area 
adults carry life insurance—give greater security and 
stability to the country’s best market. 

Two-car owners up... There are 310,000 more 
adults in two-car families than in 1954. 

The above information suggests the wide range of 
usefulness of Profile of the Millions—2nd Edition for 
making sales and advertising plans, setting your sights 
on new quotas in the metropolitan market. 

The study was based on 10,175 personal interviews, 
conducted by W.R.Simmons & Associates Research, Inc., 
after consultation and in accordance with the recommen- 
dations of the Advertising Research Foundation. 

A research authority of national prominence has 
described Profile as the most comprehensive, most 
authoritative, and potentially the most valuable study 
ever made of the New York market. 

Plan with Profile, for greater profits. You owe it to 
yourself and your firm to see the Profile presentation. 
The full color film is shown by appointment only. Call 
any New York News office. 


PROFILE-2nd Edition contents: 


Major electrical appliances—Room air- 
conditioning units,automatic washing machines, 
combination washer-dryers, TV sets, etc.... 
households owning, where purchased. * 

Alcoholic beverages—Beer, ale, wine, gin, 
cordials, vodka, rum, Scotch, Canadian, other 
whiskeys...purchases by men and women,* 

Automobiles—High, medium, low priced, 
and foreign; year model owned; 2 or more cars.* 

Men’s apparel—Winter or all-year suits; 
overcoats; shoes... prices, where purchased, 

Women’s apparel—Street dresses, women’s 
coats, foundation garments... price range study. 

Grocery store products—Tuna fish, canned 
salmon, salad oil, shortening, packaged cheese, 
cake mix, baby food, margarine, bread* . . . 

Drug store products—Cosmetics, cologne, 
toilet water, spray type fixatives, hair dressing.* 

Travel & vacation—by air, rail, ship, bus, 
auto; vacation and non-vacation travel. 

* Brand information available on request. 


THE & NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America. 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11 —155 Montgomery St., San Francisco 43460 Wilshire Boulevard, Los Angeles 5— Penobscot Building, Detroit 26 
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A CITY LARGER 
m THAN CINCINNATI 
IS HIDDEN INSIDE 
2 LOS ANGELES | 


ef 


tan 300,00 faniie iden fram 


WHAT KIND OF A CITY IS IT? 


It has 422,000 children—more children per family than any 
other metropolitan daily in Los Angeles. 


83% of its providers are in well paying occupations— earning 
$4,000 or more. 


More than half of the homemakers are 39 or under. They’re 
smack in the middle of their buyingest years. 


They have more than $1'2-billion to spend on clothes, cars, 
appliances — anything that’s advertised in The Mirror News 
—the only weekday metropolitan paper in 4 out of 5 Hidden 
City homes. 


your newspaper advertising — 


If your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


St. Louis St. Paul 
San Diego Seattle 
San Francisco 


EVENING 


MIRROR NEWS 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


you're still covering 
a market smaller than the 
Hidden City of The Mirror News. 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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Mass Marketing, Decline of Product Craftsmanship 


May Mean Loss of Persuasion in Advertising: Whittier 


By Charles L. Whittier 


When I was invited to address this 
conference, I was greatly intrigued by the 
subject given me: “Persuasion in Adver- 
tising—Is It a Lost Art?” The longer I 
thought about it, however, the more it 
seemed that this subject could lead only 
to an interesting philosophical discus- 
sion—like, “Could Marciano have licked 
Dempsey?” 

After a little research, it was apparent 
that either side of the argument could be 
supported with evidence. And either con- 
clusion could be drawn—that persuasion 
in advertising is, that it is not a lost art. 

But to attempt to prove either conclu- 
sion might be like a doctor searching for 
symptoms of skin trouble when what the 
patient had was pernicious anemia. 


= For the question itself isn’t as import- 
ant as the reasons for asking it. 

There’s a deeper significance in this 
question than simply the wonderment if 
persuasion in advertising is something we 
no longer possess. I’m sure you sense in 
it—as I do—an uneasiness, a questioning 
if everything is all right, without being 
sure of what may be wrong. As if a black 
cat were walking across our path. 

I think this uneasiness is justified. But 
first of all, let’s pinpoint the kind of ad- 
vertising we should be uneasy about. 

We needn’t worry too much about local 
retail advertising. I think industrial ad- 
vertising has improved steadily over the 
past few years. We can assume that insti- 
tutional advertising—or much of it—is 
becoming better and more persuasive all 
the time. 

I just took it for granted that what the 
conference planners had in mind was na- 
tional advertising for products intended 
for consumption by the general public. 


Persuasion, a Sick Art 

If we consider only this one important 
field, we do have reason to feel uneasy. 
For while persuasion in this kind of ad- 
vertising is not a lost art, it may be a very 
sick art. 

I think it shows early symptoms of a 
grave illness—a degenerative disease that 
weakens its powers of persuasion, and 
might ultimately lead to its demise as an 
economic force. 

If there’s any truth in what I say, these 
questions logically follow: Can the ill- 
ness be cured? Can persuasion in national 
advertising be given vigorous strength? 

Frankly, I don’t know. It’s you who 
will have to find the answers. And I hope 
you do. 

All we can do today is to examine some 
of the causes of the disease. It’s then up 
to you to decide whether you agree with 
me. If you do, you must then try to de- 
termine whether these causes are inexor- 
able, or if they can be rectified. In the 
latter case, what are the best ways to cor- 
rect them. 


= In determining causes, it would be easy 
and unjust to place all the blame on crea- 


Practices of modern business management are making it 
more difficult than it once was to be persuasive in advertising, 
Charles Whittier believes. The practices include concentration 
on the masses rather than select minorities, on quantity rather 
than quality and on low prices, oblivious to people “who would 
willingly pay a little more in order to get something a whole 
lot better.” Mr. Whittier is afraid that, with national advertisers 
all moving in the same direction, admen find themselves with 
less and less uniqueness to talk about. This provocative idea 
was elaborated on by Mr. Whittier, former chairman of the 
plans board of Young & Rubicam, now retired, in a talk given at 
a marketing conference Oct. 23 at Marquette University and re- 


produced here. 


tive people. True—when all the planning 
is done, and all the marketing strategy 
is worked out, the responsibility to make 
the advertising itself persuasive is theirs 
—and theirs alone. 

Some of the blame is unquestionably 
theirs. Running through the ocean of ad- 
vertising today, you can find strong cur- 
rents of speciousness, superficiality, il- 
logic, shallow thinking, and an apparent 
lack of understanding of the public’s in- 
telligence. 

In their defense, however, let me say 
that when the persuasion of an adver- 
tisement is weak, it may not be because 
the people who created the ad are inept. 
It may be because they were hamstrung 
by conditions beyond their control. 


Management, Labor Attitudes 
Make It Tough for Admen 

It’s these conditions I want to talk about. 
For in them, we have something more 


‘difficult to contend with than merely the 


frailties of advertising creativity. 

I find two predominant conditions that 
are hostile to advertising—hostile because 
they tend to counteract persuasion by 
making it difficult to be persuasive. 

One of these conditions, I believe, comes 
out of the philosophy of modern business 
management. 

The other, I think, stems from the at- 
titude of some labor unions; specifically 
the auto workers union. 

Let’s consider the second one first. 


s As you know, a great many people— 
consumers—are beginning to think that 
labor’s only interest in Detroit is in get- 
ting an ever-increasing share of the gross 
profits. 

There is nothing—lI don’t say it doesn’t 
still exist, but there is no evidence—com- 
ing out of Detroit that the skilled artisans 
who make our cars still take a fierce pride 
in what they do. 

Stories have wide circulation that cars 
leave the production lines poorly assem- 
bled. The general attitude seems to be to 
let the dealer fix them when he gets them. 

Examples keep appearing that the deal- 
er fails to fix them when he gets them. 

I have a friend who drives one of the 
three highest-priced American cars. It’s 


five years old. I asked him this summer if 
he was going to get another one of the 
same make. 

He said, “No, I’m not, Roy. I just can’t 
afford to put $6,000 in a car with the 
chance that I might get a lemon.” 

A few years ago, the chance of getting 
a lemon in that particular car would never 
have entered a man’s thinking. But it’s 
very much in a lot of people’s minds to- 
day. 

The growing popularity of small foreign 
cars has been called a revolt against big 
American cars with their ever-growing 
price tags. But it isn’t entirely a revolt 
against size and price. 


s In part, it’s an expression of confidence 
in old-world craftsmanship—of a wide- 
spread belief that old-world artisans still 
have a great pride in doing a job well. 


Statistics would, I believe, show that 
any evidence unfavorable to American- 
made automobiles would affect more peo- 
ple than critical evidence about any other 
purchasable product. 

This widespread, universal interest 
in and use of automobiles carries with it 
an unfortunate corollary: Once let the be- 
lief take root that we are losing our Amer- 
ican tradition of craftsmanship in the au- 
tomotive industry, and it will creep into 
wider areas like crab grass. It will weaken 
belief in craftsmanship in other industries. 

If automotive workers continue to dis- 
regard everything but higher wages, can 
creative genius rebuild faith in the job 
they do? I think it unlikely. Yet that 
faith needs rebuilding today. 


s Now let's look at the other side of the 
coin. And let’s admit that costs influence 
the prices of today’s cars. 

But what’s responsible for the anach- 
ronism of size and the lunacy of propor- 
tion? As the space in which to use them 
grows relatively smaller, why do cars 
grow larger? As they grow larger, why 
does the usable space inside shrink to the 
increasing discomfort of the passengers? 

What’s the reason for ever-increasing 
engine power? Power which nobody needs 
—and which reduced gas mileage in an 
era of increasing gas prices? 


= These ideas come out of modern man- 
agement philosophy—and a lot of people 
are beginning to resent them. A lot of 
people see in these so-called improve- 
ments a lack of consideration for the 
customer. 

Can creative genius convince these 


WALTER D. FULLER—a leading spokes- 
man for the magazine publishing industry, 
president of Curtis Publishing Co. from 
1934 to 1950 and chairman of the board 
until his retirement early in 1957? 

Born in Corning, Ia., and educated in 
public schools in Norwich, Conn., Mr. 
Fuller got his first job 
in a Norwich bank, 
worked for several 
New York publishing 
houses and joined Cur- 
tis in 1908, where he 
rose from an _ office 
manager to comptrol- 
ler, secretary and vp 
before becoming pres- 
ident. The Magazine 

Weber D. Fuller Publishers Assn. elect- 
ed him president, 1946-47, and thereafter 
chairman of the board, a post to which he 
was reelected many times before he with- 


What They're Doing Today 


WHAT'S BECOME OF... 


drew last year. 

Today, at 76, Mr. Fuller, in addition to 
serving as a director of various companies 
and civic groups, is largely busy operat- 
ing the Walter D. Fuller Co. in Philadel- 
phia, an unusual project that places re- 
tired executives and specialists in special 
jobs in business, where their work is us- 
ually for a fee rather than salary. 

“Lots of people over 65 with consider- 
able value and talent are being wasted,” 
Mr. Fuller observed. Attempting to put 
that talent to use in business, Mr. Fuller 
has registered 1,000 experienced execu- 
tives, specialists and technicians 50 years 
of age or older and is serving “to hand 
pick from such persons those who best 
suit a client’s needs.” Those registered 
range from admen to bankers to a veter- 
inarian. Mr. Fuller plans to register 3,000 
persons in 1959. For placing a specialist, 
he charges the client company a flat fee. + 
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people that these things are done in their 
best interests? It’s doubtful. 


Can Admen Sell Theory 
of Quick Obsolescence? 

Now let’s move out of the automotive 
field and into the field of business in gen- 
eral. 

A point of view we find is the theory 
of early obsolescence—the theory that if 
you can make a product become old- 
fashioned sooner, or make it wear out 
faster, people will be forced to buy more 
of it. 

Has creative genius any degree of per- 
suasion that can sell this idea to con- 
sumers? Good gracious, no! Don’t even 
hint at it in advertising. Walk around it. 
Veil the fact in circumlocution. 

But the fact persists. And people learn 
it the hard way. And when they learn it, 
they don’t like it—and some of their con- 
fidence in all advertising “persuasive- 
ness” is weakened. 


® More general, however, than the theory 
of early obsolescence, are three other 
practices that stem from the philosophy 
of modern business management—three 
practices which, to my way of thinking, 
make it more difficult to be persuasive 
in national advertising than it once was. 

One is the direction toward regimenta- 
tion. Another is the primacy of quantity. 
The third is the policy of competitive 
pricing. 

The direction toward regimentation 
can be taken as an attempt to force all of 
us into a pattern of similar desires. As a 
result, there seems to be only one mind 
worthy of corporate attention. That is the 
mass mind. 


= One effect this has on advertising is to 
cause a great deal of it to aim at sub- 
teenage intelligence to avoid shooting 
over anybody’s head. Thus its persuasion 
becomes weaker and weaker as it en- 
counters higher levels of comprehension, 
education and taste. 

This concentration on the mass mind— 
on everybody—stems from the false be- 
lief that everybody who can use and af- 
ford to buy the product is a hot prospect 
for it. 

That isn’t so. Nobody can sell every- 
body. And there are weaknesses in trying 
to do so. 

No product sells because of what it is 
—but only because of what it does. Ad- 
vertising tells what it does—explains or 
implies the benefits it confers on users. 
But these benefits are not and cannot be 
true for everybody. Nor will they be de- 
sired by everybody. The people for whom 
they are most true, and who desire them 
most, are the best prospects for any prod- 
uct. 


= It might be a good idea for our corpo- 
rations to follow Ed Ebel’s advice and 
find out who their best prospects are and 
concentrate on them. The truth is, a sur- 
prisingly small segment of consumers 
can consume all the products any one 
manufacturer can make. By establishing 
this smaller segment of similar needs and 
desires, we might also establish a level 
of literacy. By writing up to this level, 
we might increase the persuasiveness of 
some of our advertising. 

We might also check the direction to- 
ward regimentation. And this would be 
good—for in it are serious social and 
economic implications. However, this is a 
talk on persuasion in advertising—so I 
won't go into them. But you should. 


Why Regimentation in Business? 

This direction toward regimentation, 
especially in the food business, has spread 
from the manufacturer to the retailer. 

Our great supermarkets follow the pol- 
icy of stocking only the two or three 
leading brands in any category. This pol- 
icy, which is established wholly by com- 
puting machines, is concerned only with 
profit per cubic foot of space. It has 
complete and autocratic disregard for the 
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customer who might prefer other brands. 

A cynic might say that this direction 
toward regimentation, consciously or un- 
consciously works on the principle that 
when business represents the majority it 
has the right to coerce the minority. 

We must learn to pay more attention to 
cynics. They’re a growing party. 


® The second concept of modern man- 
agement—the primacy of quantity—ex- 
ists in most, if not all, of our corporations 
today. Now certainly no one, myself least 
of all, can find fault with a company’s 
desire to sell its products in ever-increas- 
ing volume. One purpose of advertising 
is to help it do just that. One measure- 
ment of advertising effectiveness is how 
well it does it. 

But the adoration of volume to the neg- 
lect of other merits has some unfortunate 
consequences. The most obvious is that 
it places major emphasis on quantity 
rather than-.quality. Quantity is a corpo- 
rate interest. Quality is a consumer in- 
terest. The two should not be incom- 
patible. 

There’s some evidence, however, that 
the closer volume worship comes to 
monotheism, the less likely quality is to 
have a candle lit for it. 


Are Prices Too Low? 

The third practice—the policy of com- 
petitive pricing—has this unfortunate re- 
sult: It tends to exclude from corporate 
thinking any product-improvement that 
would move a product even slightly out 
of its competitive price class. It ignores 
what may be an important growing mi- 
nority—people who would willingly pay 
a little more in order to get something a 
whole lot better. 

An example that comes to mind is re- 
frigerators. They all include an admirable 
feature—compartments in the door to 
hold additional foodstuffs. ; 

Mostly, however, these compartments 
are fenced in with plastic. My own expe- 
rience is that this plastic breaks too 
easily. When it breaks, the compartments 
are no longer usable. 


= I asked an appliance dealer why the 
manufacturer used such brittle stuff. His 
answer was that he guessed they were 
trying to keep the price down. 

I said surely there must be a lot of 
people who would rather pay forty or 
fifty dollars more to get a superbly built 
refrigerator. 

He reckoned the manufacturer wasn’t 
interested in this market because it 
wasn’t big enough. And I’m sure the 
manufacturer himself would justify his 
product as being exactly what nation- 
wide surveys showed that the public 
wanted. And I’d believe him. 


® However, Edward Bok built a success- 
ful magazine by giving the public what 
it wanted—but with this policy: He said 
that while you should always give the 
public what it wants, you should always 
give it to them a little better than they 
ask for. 

This, he believed, was an obligation of 
leadership to improve the civilization we 
live in. One might argue that modern 
management disagrees with him. 

By giving the public what it wants, 
modern management has produced com- 
petitive products of great similarity— 
products different in name but almost 
identical in content. All worthy, perhaps, 
but all too much alike. 


Brand Similarity Puts 
a Hard Task on Advertising 

This is true for many kinds of products. 
It is especially true in the food business. 
And this similarity of products produces 
a frightening result. For what’s happen- 
ing is this: 

Consumer experience is becoming more 
persuasive than consumer advertising. 

All too often, these days, customers are 
unable to detect in food products the 
superiorities claimed for them in adver- 
tising. One brand is likely to taste as 
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T have isllem im howe with American names. 
The sharp names that never yet fat, 

‘The snakeshin-tithes of mining ~<taims, 

The plumed war-bonnet of Medicine Hat, 
Tucson and Deadwood and Lost Mule Flat 


Seane and Piave are silver spoons 

But the spoombowbmetal is thin end worn. 
There are English counties hike hunting tunes 
Played an the keys of a pcsthoy's horn, 

fut f will remember where | was born. 


1 wilt remenber Carquines Straits 
Litthe Preneb Lick and Landy's Lane, 
The Yankee shige end the Vaskeo dates 
And the baliettowas of Calamity Jone. 
1 will remember Shuaktown Plain. 
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Recently a biography of Stephen Vincent Benet appeared. As an admirer 
of Benet’s work, we felt the announcement belonged in what The New Yorker 
magazine might call the “It’s-About-Time Department.” 

Then, a few days later, we came upon this chaste, strong, inspiring Rand 
McNally ad, quoting Benet’s American Names in full and magnificently 
illustrating it with Edward Hopper’s eloquent painting of a typical American 
city street, “Early Sunday Morning.” Only 25 words of copy carry the com- 
plete commercial message: “Beautiful names dot the pages of every Rand 
McNally atlas. Look for poetry and find it the next time you see a map of 


Here the galloping rhythms of Benet’s famous poem set the stage as, we 
fear, no piece of ordinary copy possibly could. The brick-red, moss-green, 
mustard-yellow, tree-trunk-brown colors of American names—like Medicine 
Hat, Tucson, Deadwood, Skunktown Plain and Wounded Knee—stir the im- 
agination to the point at which one feels he is missing half the enjoyment of 
life if he doesn’t have a Rand McNally atlas for ready reference. 

Advertising copy, we feel—and we believe the fact is here brilliantly 
demonstrated—should and could be so vividly inspiring as this. All too often 
it isn’t. Walter Guild, of Guild, Bascom & Bonfigli gave the reason at the 
Four A’s meeting: unfortunately, advertising copy is submitted to, criticized 
by and eventually molded to the wishes of people who haven’t the least 
feeling for creative expression. Bravo, Mr. Guild. # 


Rue des Martyrs and Bleeding-Hosrt:Vard, “a 
Senbis, Pisa. and Blindman’s Oust, 

ht ts a magic ghost you guard 

Bat I am sick fore —t 
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T shall mot rest quiet in Montparnasse. 

| shall net tie easy at Winchelses, 

You may bury my body im Sossex gran, 
You may bury my tongue at Champmddy. 
| shall not be these. T shall cise and pas. 
Recs my heart at Wounded Kare 

oe er 

Beautiful names dot the pages 

of every Rand M* Nally atlas 
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the newt time you sce @ map of America. 


good, or cook as quickly, or be as con- 
venient to use as another. 

This similarity places a difficult task 
on advertising. It asks advertising to try 
to create product images which are dif- 
ferent from the images that can be cre- 
ated by the products themselves. 


# It forces advertising to attempt to 
build preference by blind prejudice. It 
fosters advertising based on the premise 
that by conditioning consumers’ minds, it 
will cause them to imagine superiorities 
which do not actually exist. 

I was discussing this point of view 
with Clarence Eldridge last August. He 
said, “If you ask advertising to compen- 
sate for lack of merit in a product, actu- 
ally you are asking it to be dishonest.” I 
couldn’t agree with him more. 

The frightening truth in the food field is 
that advertising which attempts to build 
preference by blind prejudice is losing 
much of its effectiveness, And the reason 


isn’t hard to find. 


= More and more we are becoming a na- 
tion of samplers. Women are continually 
buying and trying different brands of 
foodstuffs. 

Why? Because the enticing parade of 
coupons, deals, 1¢ sales, and other special 
inducements offer them a continuous op- 
portunity to save money. 

In the process, consumers learn fast 
that they can switch brands to take ad- 
vantage of these temporary savings with- 
out sacrificing quality. 


“Watch for the Special Offers’ 

Thus, consumer brand-loyalty is be- 
ing replaced by a fascinating game of 
“Watch for the special offers,” a game 
that works to the perpetual benefit of the 
consumer’s pocketbook. 

This is one of the reasons for the spec- 
tacular rise of private-label brands. In- 
duced to try them first because of lower 


aes a, j , is i Ee ae ces ¥ 
ake Fg so = : “ 4 aa - 5 : {9 
3 Sie ; z i : ‘ es 1 ‘ 4 7 ae i P : F ‘ “e We Pe. ia ae x ‘ Se Ye a a 
: : ‘ ; ’ , ne “a =a 
i 
——_——————— 
is 
ae uy 
ang? 
oe 
fee 
ee 
wey, | | 3 
us i ; ee 
Biiga = ¥ 
‘ ta . ee ty . t 
i ek ee a 23 ll 
; oe * * ee » 4 
iat : = 
“4 he ’ me 
Be es ick ea - : ee af 
: Biss ey, ia ers SS eo St ee 
~2 thy “ee : 
« 7 cy i” * eet oes aie 
opisi neue Got ye TS iat Times ae EN Ske : 
4 ee ee to ia ee ce ; d f 
ei: aaa tie ache 5 FR, aisles “ne 
) bees Sigh phe ESP Oe eS eo 
a “tad ts i sa a ns ee a ees 
a dia ¢ 2 ee Es Rms ng si Al >t mela ea, 
poe Pe, . Foie ase «wy cans geeetoe > Sa a 
E " een oro A eee eS EI eee a 
es : wing sae bie ati Lore RN AL fe Os bid tae PS Ae 
’ (Se gaa te y ne Sy oa, 
me ; a ee be, el 
ae hea ee, bi: Svahegamiiae ° ae, ery ee” a 
‘ oo eee a Me ini gL i asl! 
‘ eer hiaeshile an RTOS Naina ais SS 2.9 co ieee ae 
: _ es,” Rem nal 1 aang ae btiatentencanrel 
= ys a BS UR ee a ok le ~ 
a ne 
age : 
7 a 
my a 
eee 
ase 
er 
Ce 
se tele , 
Re To d 
i g 
i 
Spe 
ie are 
eg 
et 
“ : 
gare 
ie i 
. PPP PPP PP PPP EP PPP PPP PPPEPPP PP L c S 
j 
bs, PC { 
eee i 
sail f 
’ | 
Nan 1 
Mert 
1 hoes 
ee 
a 
ye 
Lee 
nee, } 4 . 
‘ae 
si 
" “c aoe ; 
ae 
Ee | 
+, 
vr: { 
* | 
i. 
= J 
‘ . 
Ry 
ens; } 
oe 
— { 
; ), 
au i 
mape 
it 
a 
i 
tua , 
uk. 
eet x : « 
oe = Po ue cnr at pie Diao, Sa eee a “f > oe eee we is ee Rees lea Bae oc pra are sida eae i Wi Stet: nee i Se wild (Oy gr pee ibn 34 ie eA a ne, Satie tee £. 
ak Rix: ose eee Bieta cae ie oie ker oA OR SE 72s Sa RS ca Si SE Es 9 0 Be eli Bete = See a a, le Fe en 4 NRE Caen ne: aes ea eh as onan 
na < aie a receie career ed i re a Pre earaee = : pare Foca a co ao Sarna x aes ess. head are eS ey ems SL oe ce ai oe Bie dices sete ar fe : na eae 
Debits 0k pe ee, Valens wena ee ae ee rt eee ee”, See eet hy pd co ship ete Eee Mog atti se a: roan ee CO Gye CAN 
& ahaa oe bn hse Regia oe Dene ee hear hae ae 5 Tees pete: iis a. a bee, fe tae fat ee a ae pete sy a Sie ay Sis a Si: Emit. ee ‘et hee at 
aw Rey eee ow oe hae aa, ey eee ya at: Se ies cee at oe Re fp ee Se ee | ae oe a a a Samael? 8 So 7°> CA ry Sate aR 


Which 


WATCH THE WOMEN GO BUY...WATCH THE WOMEN GO 


ne Wome 


BUY... WATCH THE WOMEN GO BUY...WATCH THE WOMEN GO BUY... 


Portland retailers, who watch the women go buy 
every day, place the bulk of their advertising 

in Oregon's BIG newspaper, The Oregonian. 
During the first 9 months of this year they placed 
3-2/3 million more lines in The Oregonian 

than in the 2nd paper. They know they se// more 


because they fe// more when they use the 
newspaper that’s big as all Oregon... The Oregonian. 


How big is the Oregon retail market? Almost 
$2-1/2 billion annually. That's double Cleveland 
and almost 3 times Atlanta! 


the Oregonian 


Portland, Oregon 


Biggest advertising voice 
in the sales-rush state 


= om 
* 
2nd PAPER ==, 


Largest Circulation Newspaper in the Northwest 
: 233,856 Daily; 296,143 Sunday 
Daily Circulation Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Stat t os submitted for 6 months ending Sept. 30, 1958. 
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2nd PAPER 


Total Advertising 


The Portland 10-Year 
Change at a Glance 
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prices, consumers too often find them as 
satisfactory as nationally advertised 
brands. 

It’s difficult for consumers to find per- 
suasion in the advertising of any specific 
brand when they know they can choose 
from one to a dozen other brands in 
which the only detectable difference is 
the design of the labels. 


s A product’s strength should lie, not in 
its similarity to kindred products, but in 
its difference. Strong consumer prefer- 
ence will be formed because of difference. 
When no discernible difference exists, the 
consumer’s measure of value becomes 
price. 

When that happens, the national brand 
is in real trouble. Because nine times out 
of ten, some private brand can undersell 
it. 

Difference is also important to the cre- 
ation of persuasive advertising. As far as 
the creative mind is concerned, product 
difference stimulates it—but product 
similarity depresses it. 


s The need for mental stimulation is im- 
plicit in a remark made by Admiral Hol- 
loway and quoted in Time. Speaking of 
naval affairs, he said, “We get the best 
minds available for the job, then make 
them work over their heads.” 

It’s doubtful that any man can work 
“over his head.”’ But it’s true that every 
able person is a creature of varying abil- 
ities. Any good mind is measured, not by 
a continuous level of performance, but 
by the heights to which it can rise, when 
given the inspiration to stretch itself. 

I think it’s safe to say that every great 
advertising campaign of the past came 
out of creative minds so inspired that 
they were working at their elastic limits. 


Does Great Advertising 
Require a Great Product? 

But great creative inspiration must 
come from some quality of greatness in 
the product itself—some attribute that 
justifies unqualified belief in the product 
and the benefits it confers on consumers. 

When creative talent has it—this great 
belief comes through in advertising as 
great persuasion. Without it, persuasion 
becomes pallid. A wet blanket doesn’t 
burn furiously. 

As an example of inspired advertising, 
take David Ogilvy’s initial ad for Rolls- 
Royce. To me, this is one of the really 
great ads of all time. It’s a shining ex- 
ample of how persuasive ideas can be- 
come when they’re expressed with great 
creative ability. 


= But think what an inspiring product he 
had to write about. Here was the finest 
motor car man has yet devised. Here 
was a deep-rooted tradition of quality 
that refused to be compromised. 

Everything to engender great enthu- 
siasm, everything to inspire tremendous 
persuasion in advertising, existed in the 
product itself. There was no need to in- 
vent sales points. There was no need to 
stretch the truth—and consequently the 
credulity of readers. There was no need 
to attempt to build preference by blind 
prejudice. For the means to build prefer- 
ence with factual information were at 
hand. 


= So far as public opinion is concerned, 
we may be losing our tradition of quality 
in America. And with it, we may be los- 
ing the power of advertising to impel, to 
convince, to persuade. We may be hold- 
ing a razor to our own throats. 

Edward Weeks, in The Atlantic, asks 
this question: “Is it inevitable in mass 
production that when you cater to the 
many, something has to give, and what 
gives is quality?” 

I would answer that it is not inevi- 
table. 


s Again, let’s take motor cars as an ex- 
ample. There was a time when we 
stressed dependability in advertising. Fi- 
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nally, it came to be taken for granted by 
the public. Why? Because we advertised 
it? No! Because cars—mass produced 
cars—achieved great dependability. So it 
ceased to be a talking point. 

But there is no longer this universal 
belief in the dependability of American- 
made cars. 


Not Only What Public Wants 
But What It Should Have 

And the point is, there is no creative 
skill great enough to persuade the public 
differently. Persuasion on this vitally im- 
portant point must first be regained by 
the cars themselves, before the public’s 
confidence can be bolstered with adver- 
tising. 

Today, throughout business, research in 
astronomical magnitude is conducted to 
find out what the public wants. But too 
little thought seems to be given to what 
the public should have. 

In this respect, we have substituted 
followship for leadership. But the public 
needs leadership from business as much 
as it needs leadership from government, 
science, education, medicine, or religion. 
It’s fair to say that in these other fields, 
what the public should have is at least 
of as much concern as what the public 
wants. 


= And the quality of leadership in these 
other fields depends more on giving the 
public what it should have, than in giv- 
ing it what it wants. 

In his “History of Western Civilization,” 
Bertrand Russell makes this observation: 
“The men who founded science had twe 
merits which are not necessarily found 
together: immense patience in observa- 
tion, and great boldness in forming hy- 
potheses.” 

This may be a clue to something 
needed in modern management philoso- 
phy. Business has great patience in ob- 
serving what it thinks the public wants. 
But has it shown boldness enough in form- 
ing hypotheses as to what the public 
should have? 

To paraphrase Edward Weeks, we 
might say, “Isn’t it inevitable that when 
the masses set the standards, something 
has to give, and what gives is quality?” 


s There’s one thing I’m sure of. I know 
that any one of you can recite chapter 
and verse of instances that are contrary 
to what I've said. 

But what we are examining is not 
individual case histories, but a possible 
trend. And while this trend may not be 
all-encompassing, it may be widespread 
enough to alarm us. 

If it does exist, and if it is growing, not 
only is national advertising threatened, 
but national brands themselves are in 
danger. 

For this, I think, is self-evident. Na- 


tional brands must offer something no 
other brands can offer, or there is no 
longer a need for them. 

As I’m neither a seer nor a prophet, 
I'm not going to make a prediction. But 
I do believe there’s a possibility—mind 
you, I say a possibility—that the public 
may revolt against the conformity and 
regimentation that are being forced on 
them by national brands. 

It’s possible that we may see a re- 
surgence of smaller manufacturers dedi- 
cated to making products with greater 
individuality—manufacturers who will be 
content to build their businesses and their 
reputations in areas much smaller than 
national. 

There’s some evidence that this is al- 
ready happening. The public’s confidence 
in bigness may be wearing a little thin. 


s Now I realize that what I’ve presented 
to you today is not well-documented fact. 
It is merely an hypothesis. But I think 
it’s important enough to demand further 
study and penetrating analysis. I urge 
you to pursue it to an indisputable con- 
clusion, Investigate it so thoroughly that 
you will either prove beyond doubt that 
it’s fallacious, or demonstrate beyond 
question that it’s true. 

I would, however, like to offer one 
argument in it’s defense—not my argu- 
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ment, but another’s. 

It’s a remark made by Dr. John W. 
Gardner on a television forum recently. 

As you know, Dr. Gardner was chairman 
of the panel that prepared the Rocke- 

. feller study on education. 

He said, “If we are to have a great na- 
tion and a great civilization, we must 
have a great desire for excellence.” 


® The title of the Rockefeller study com- 
pletes the thought. It’s called, “The Pur- 
suit of Excellence.” First, the great desire 
to have it. Then, the ardent pursuit of it. 

It seems to me that it would be good 
for business, good for the public, good 
for the country, if management adopted 
this point of view and gave it top priority 
in it’s thinking. 

And that brings us to the point where 
we can ask the question this way: Per- 
suasion in advertising—will it become a 
lost art? 

If my hypothesis is correct, I think 
the answer to that question lies in your 
hands. It might be, “Yes.” But it can be, 
“No,”—depending on the degree to 
which your efforts, and the efforts of 
others like you, can return all manage- 
ment, and all labor, and subsequently all 
creative advertising people to the enthu- 
siastic pursuit of excellence. 

I leave it to you. + 


On the Merchandising Front... 


It's Time for 


a Deep Study 


of Shopper Pilferage 


By E. B. Weiss 


As more manufacturers in more mer- 
chandise classifications swing over into 
merchandising programs premised on the 
need for self-service and self-selection 
techniques, the retailer’s hue and cry 
about pilferage by the 
shopper rises in mount- 
ing crescendo. Indeed, 
this hue and cry is 
louder than ever with 
respect to some classi- 
fications that have been 
retailed self-service for 
some years. 

Currently, some re- 
tailers report they are 
“stolen blind” on razor 
blades and lipsticks (with hosiery a close 
third). I had the experience quite re- 
cently of doing a bit of shopping in the 
drug department of a large department 
store; the drug department was a self- 
service operation. I bought some shaving 
cream and also bought a Gillette “special” 
consisting of a razor and a packet of blades 
in a plastic-type container. I needed more 
blades. I looked and looked, and I couldn’t 
find any blades at all. I finally spotted an 
attendant, asked where I would find Gil- 
lette Blue Blades—and she hauled them 
out from under the bit of counter where 
she presided. She told me she had orders 
to keep them hidden—couldn’t tell me 
why! . 

The lipstick makers have had a tough 
time trying to induce retailers to put in 
self-service vendors. And some variety 
chains, which had taken out lipsticks and 
a few other small cosmetic items from un- 
der glass, have restored the glass protec- 
tion (and the glass shield against vol- 
ume!). 


E. B. Weiss 


® Now I have been pointing out for years 
that the retailer tends to blame total stock 
shortage on the shopper. And I have been 
explaining for the same long period of 
time that, actually, the shopper is the 
smallest culprit in the stock shortage or 
shrinkage situation. The real culprits are: 


1. The retail merchant himself—his 
“crime” is poor management practices, 
poor control, poor personnel practices, 
poor supervision, poor accounting prac- 
tices, etc. Each and every one of these 
failings on the part of the merchant, and 
each is “correctable,’”’ contribute more to 
stock shortages than does the poor much- 
maligned shopper. 

2. Store employes of all ranks out-steal 
the shopper to such a degree as to put 
the shopper out of the running completely 
as a factor in stock shortages. Indeed, a 
company specializing in auditing stock 
shortages reports that, among large re- 
tailers, fairly high-placed executives, mer- 
chandise managers, buyers, store man- 
agers are—today—engaged in a multitude 
of practices that show up as stock short- 
ages. According to this audit service, mal- 
practice by other than rank-and-file em- 
ployes in retailing may be responsible for 
more pilferage than the huge pilferage 
rate of the rank-and-filers. 


= Recently, one department store that 
has an annual turnover in the $17,000,- 
000 area had been reporting a stock short- 
age of 1.3% for the last three years. When 
a competent audit was made, however, 
the actual figure was found to be nearer 
2.9%. What is more, in the housewares 
department the figure was found to be 
just about 9%; pretty fantastic—and it 
was 5% in cosmetics, by the way. A de- 
partment store doing close to $30,000,000 
was staggered to learn that it has a 5% 
shortage for the main store and branches. 
Incidentally, the shortage rate in branches 
of some department stores is quite stag- 
gering and the shopper’s contribution to 
this severe loss is minor. 

Downright dishonesty is involved to 
some degree. But store policies and prac- 
tices also make their contribution. For 
example, some department store buyers 
are almost compelled to stoop to mark- 
down practices that result in severe stock 
shortages, simply because store procedure 
is such as to leave them no other way out. 

Chain-store shortage figures are not 
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Which of these Newsweek services can 
make your advertising dollars work harder? 


NEWSWEEK’s basic service—unbiased, complete 
news reporting and interpretation—has won a 
high-income, responsive audience of business, 
government and technical leaders. It provides 


Western Area 
mm Advertising 
Unit 


Tea 
Brings you the national prestige of Newsweek at a 
regional price. Eleven booming western states, plus 
Alaska, Hawaii, British Columbia, Northwest and 
Yukon Territories. 250,000 executive, high-income, 
communicative people. B & W, 2-color and 4-color 
pages available. 


This special program helps your dealers cash in on . 
your national advertising program in Newsweek . . . 
helps you in your development of new dealerships. 
Ask your nearby Newsweek representative for the 
complete details. 


Service 
Films 


Sixteen mm motion picture and 35 mm stripfilm 
presentations in black-and-white and full color, with 
script or sound track, on the Newsweek audience, 
introduction of new products, function and power of 
corporate advertising, world news, for group or in- 
dividual showings. 


“Fast-Break” 


Give us your ad plate this Friday . . . it will appear 
coast-to-coast next Wednesday! Use Newsweek’s five 
day “Fast-Break” Page Service for hurry-up an- 
nouncements on defense contributions, price or model 
changes, diversification moves, or other news of im- 
mediate nature. 


Market 
Research 
Service 


Newsweek’s Research Department is equipped to 
supply advertisers in any field with specific, current 
data on markets and market analyses. Factual, accu- 
rate and objective. See your Newsweek representa- 
tive, or write: Director of Research, Newsweek, Times 


Square, New York 36. 


_ Expert Account 
Servicing 


Newsweek is more than just a powerful national ad- 
vertising medium. It’s a complete service, ready to 
help you in many ways to get the most out of your 
important investment. 


an atmosphere of integrity that adds impact to 
advertisements. This basic service is rounded 
out by many other services that make your 
advertising dollars work even harder: 


Extend even farther the power and effectiveness of 
your Newsweek-carried advertising messages with 
this custom-built service. Cover reprints, folders, 
display cards, special mailing devices, and letters to 
your personnel or special lists. 


Industry 
» Mailing 
Lists 


% iy a, 
far TR. 


% . JUL 18°58 


MRE? 
A comprehensive library of specially compiled, live 
lists of executives in major industrial categories, 
business, professional and government leaders. Pro- 
vides added impact to your personalized selling 
efforts to key groups and areas. 


<== 
Newsweek 


the magazine 


for 
communicative 
advertisers 
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generally available. But there is no ques- 
tion that starting back in the warehouse 
and winding up in their new giant store 
units, the shortage rate in the chains is 
at an alltime peak and is one of the big 
reasons why chain-store net profit per- 
centage is so low. Yet the chains rant 
and rave about shopper pilferage. If 
shopper pilferage were totally eliminated 
it would hardly make a dent in the total 
shortage factor! 

However, the retailer’s obsession with 
shopper pilferage is the greatest stum- 
bling block to manufacturers in devel- 
oping self-service and self-selection pro- 
grams. And I know of only one way in 
which this stumbling block can be re- 
moved—and that is by a deep factual 
statistical study that will show the major 


retailers in each field the true sources of 
stock shortages. 

Perhaps some day the great manu- 
facturer associations in food, drug, soft 
and hard goods will come together and 
underwrite such a study to be made by 
a competent firm of auditors-investiga- 
tors. I am positive that the statistics will 
leave not the slightest doubt that the real 
culprit in stock shortages is not the shop- 
per—but the retailer, his policies and 
practices, and his staff. 

Such a statistical revelation could open 
wide the throttle for self-service and self- 
selection. And that is badly needed, 
because retailing has no direction in 
which to go, in every merchandise classi- 
fication, except toward still more self- 
service, still more self-selection. # 


Looking at Radio and Television ... 


Advice to the Mature Job Seeker 


By the Eye and Ear Man 


As time and conditions in the broadcast 
field change, more men, who felt they 
were set for life, are looking for new jobs 
—sometimes voluntarily, sometimes by re- 
quest. Many have not had to look for jobs 
for a long time, and have forgotten how 
to go about it. Here’s how: 

1, The resume: 

Whether you like it or not, you must 
have a simple fact sheet that contains the 
following information: (a) name; (b) 
address—phone (there must always be 
someone available to answer intelligently. 
Hire an answering service when in doubt, 
or join a service that specializes in taking 
messages); (c) education, marital status, 
age, etc. Don’t get cute on this. Keep it 
factual and to the point. Avoid religion 
or unnecessary detail; (d) past jobs start- 
ing from the last, and avoiding inconse- 
quential detail; (e) analysis of best abil- 
ities and skills; (f) salary requirements. 

All this should fit on one page. Nobody 
is going to read any more than that. If 
there is any reason why you should men- 
tion it, someone else will. A good resume 
leaves nothing unsaid. 


s 2. Who gets the resume? 

It is easy to select top-level executives 
to send your resume to. When in doubt, 
start with the head of the company. It is 
surprising how much easier it is to get 
to see a big man than a little man. 

The accompanying letter is also vital. It 
should contain a soft sell which pointedly 
says how your skills, contacts, experience 
can help the recipient. But don’t promise 
too much. Only sell what you positively 
can deliver. 

3. What about employment agencies? 

In general they are unnecessary in the 
broadcast field. The jobs are limited and 
the men who give them out generally 
hire from recommended candidates sent 
from friends in the business. 

By all means register with the few re- 
liable ones, but make it clear that you 
have contacted some of their routine 
sources and only use their services for 
specific jobs they have to fill. Watch this 
very carefully, or you will get charged 
a fat fee for duplicated effort. 

The best agencies are those retained 
by companies to find personnel. They 
charge nothing, usually deal in $25,000- 
and-up help, but are very stuffy about 
taking applications. They pride themselves 
in going after top candidates instead of 
interviewing guys looking for work. Wan- 
gle an introduction to them from one of 
their clients, if possible. 


s 4. Social contacts: 

This is probably how you will get a 
job in the electronic media. It is a small 
social world. The outsider doesn’t stand 


much of a chance. The boys huddle to- 
gether and protect one another. 

Get little groups together for cocktails, 
lunch, or theater parties. Don’t press the 
point that you’re looking for work. Rath- 
er pose it as a problem and ask their 
advice. Explain why things aren’t 100% 
good at your present place and ask them 
what they’d do. 

Throw a big cocktail party and invite 
all the fellows who can be helpful. You'll 
be surprised how many show up. Invite 
some attractive, unattached girls. Pour on 
the booze. You shouldn’t bring up busi- 
ness at this shindig, but in the next few 
days you will have ready access to every- 
one who came and they will be very help- 
ful. 

It is absolutely essential that you act 
as though you haven’t a care in the world, 
even though you have to go into deficit 
financing for the money, for the front. 
Just remember that nobody wants a chari- 
ty case hanging around about to put the 
bite on for a loan. 


= 5. Should you tell your own shop? 

Depends on why you are looking. If 
you are being pressured out, don’t tell 
them. You are better off looking while 
you have a job. Therefore, don’t give the 
enemy any ammunition to ring down the 
curtain. 

If you are just a victim of lost billing 

or reorganization, tell them you are look- 
ing and try to get an indefinite time. 
Psychologically it is good if you can refer 
calls to your office so that your secre- 
tary answers instead of the little woman, 
one of the kids, or even an answering serv- 
ice. 
Ask for advice of your key management 
people. You'll get a clue from them as to 
how to proceed. And be gentle and diplo- 
matic. Their recommendation will be vital 
to you. 


= 6. How should you make a deal? 

Have a check list of what you want. 
Decide in advance what your minimum 
conditions are. Decide, too, how much 
you’re wanted and play it very carefully. 

Remember, it is best to negotiate a deal 
before you get in, and most companies 
will meet you more than half way if they 
want you. 

Here are some of the points: 

A. Trust fund—preferably one you can 
benefit from immediately. 

B. Profit sharing or stock. This is the 
only way you can save money in the long 
haul. 

C. Insurance. 

D. Bonus—try and get an adequate sal- 
ary so you don’t have to count on this. 
Above all, don’t take too little money in 
the hope that you will be given a sub- 
stantial raise as soon as they see what a 


dandy fellow you are. Business just doesn’t 
work that way. 

E. Office—don’t be stuffy, but don’t let 
them be chintzy, either. 

F. Secretary. Try to get your faithful, 
tested friend-confidante as part of your 
team. This can be vital to your future 
success. 

So you see it is hard work getting a job 
—especially when you haven’t had to 
look for years. You’re getting along in 


Bs 
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years. Above all, get humility. Remember, 
you may have to make a lot of calls in 
order to complete one. You can’t afford 
to have any pride. On the other hand, 
don’t be a pest. Space your calls, but be 
persistent. 

Once you get your new job, chances are 
you are going to be much kinder to those 
less fortunate—those poor souls who are 
looking for a job or trying to sell you 
something. # 


Looking at the Retail Ads 


THE 
~¥ LINCOLN 
“i LOOK 


jothe Look of” PERMANENCE 


Today, tornorrow, for years to 
come, Lincoln's classic beauty will 
belong. A measure of that beauty 
lies In the practical economy 
that Lincoln owners enjoy: 

Here Is a sound investment with 


an unquestionable future. 


LINCOLN DIVISION, FORD MOTOR COMPANY 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Many retail advertising people look at 
beautifully manicured (but often sterile) 
ads run by great companies and assume 
they must be good. The many bad ex- 
amples of such advertising complicate the 
assignments I undertake to show retail 
advertisers how to make advertising 
achieve its utmost. Automobile advertis- 
ing generally, including Cadillac, is large- 
ly wasteful mouthwash. 

As a matter of fact, the more expensive 
an automobile is, the less makers seem 
inclined to try to sell it. I recently talked 
here of a Chrysler Imperial ad, with 
fairy-tale copy. 


« Here is Lincoln. The copy is plain un- 
adulterated tosh. It is the kind of copy I 
call “department store guff.” Guff is copy 
ad writers sit in offices and write by 
the ream, when they don’t know any- 
thing about the merchandise, when no 
one has provided them proper informa- 
tion, and they haven’t time or inclination 
to dig in and learn something. 

Lincoln copy here says: “Today, tomor- 
row, for years to come, Lincoln’s classic 
beauty will belong.” (Where?) “A meas- 
ure of that beauty lies in the practical 


economy that Lincoln owners enjoy.” 
(Interesting if true; why not tell us 
about it? Driving a big long hearse 
around is expensive, why not a Lincoln? 
However, if a car is economical to drive, 
how is it a measure of beauty? Guff!— 
see what I mean?) “Here is a sound in- 
vestment with an unquestionable fu- 
ture.” (A telephone call to a used car 
lot might convince one of this, might not. 
But as it stands it’s guff.) And that’s all 
there is. 


® There’s no sell, no discussion of the 
car’s virtues, no believable benefits, not 
even an invitation to come look at the 
look of permanence. Maybe it’s so per- 
manent they don’t care whether you 
come look or not—it’ll be there whenever 
you arrive. 

Guff copy has never done anyone 
much good. A Lincoln ad appeared in a 
recent issue of the Wall Street Journal 
urging prospects to hurry because the 
factory couldn’t keep up with the de- 
mand, or something of that sort, and in 
the same issue of the Journal in the 
news columns an item stated that Lin- 
coln production was off 40% from the 
preceding year. 

When ads run that presume the public 
to be stupid halfwits who can be sold 
and activated with any kind of empty 
banalities, it’s not the public that’s stupid. 


What They Were Saying 25 Years Ago... 


Henry Ewald, president of Campbell- 
Ewald Co., writing in a General Motors 
25th anniversary issue of Automotive 
News (AA, Dec. 9, 1933): 

“From the beginning . . . automobile 
advertising has always tended to reflect 


what the public wanted.” 


A “position wanted” ad in the classi- 
fied section (AA, Dec. 9, 1933): 

“Several square inches of brain are 
yours for $20 a week. Formerly used to 
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MORE PROOF 
THAT THE TRIB GETS TO 


THE UPPER CRUST FAMILIES|... 


The latest Herald Tribune Home Study—on Long Island —reveals that 
63°; of TRIB families have incomes in excess of $7000...73°7 of 

the working members of these families are in managerial, executive or 
professional positions ... 94°; own their homes! These are the 

quality families who buy quantity ...at a profit! You’re missing 

plenty if you’re not reaching the top of the New York 

market. Get all the details... today! 


NEW YORK 


Herald Tribune 


TODAY'S VITAL NEWSPAPER! 


230 West 41st Street, New York 36,N.Y. 


@ A European Edition of the Herald Tribune is published daily in Paris 
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write radio continuity. Slightly worn 
while assistant to magazine editor. Three 
instructors at Columbia think said brains 
will produce good copy. Can typewrite, 
take shorthand. Box 414, ADVERTISING AGE, 
New York.” 


Copy from a Cadillac ad in the Satur- 
day Evening Post in 1903 (AA, Dec. 9, 
1933): 

“Until the Cadillac was made, all auto- 
mobile construction was more or less ex- 
perimental. This machine is made on a 
new system developed from the experi- 
ences of all previous makers: the faults 
and weaknesses of the old methods have 
been avoided and a new ideal of motor 
travel developed that gives a _ perfect 
vehicle for comfort, speed, absolute safe- 
ty, greatest durability, simplicity of op- 
eration, wide radius of travel, and reli- 
ability under all conditions of roads. You 
should not buy before examining this 
wonderful new machine. Price f.o.b. at 
factory, $750.” 


Advertising Age in an editorial (AA, 
Dec. 16, 1933): 

“It has been pointed out that a number 
of dividend announcements _ recently 
have been due to the desire of corpora- 
tions to escape possible heavy taxation 
of surpluses and reserves. Those who 
remember the increase of advertising 
which came with the excess profits taxes 
immediately following the war may de- 
cide that a similar policy now would 
benefit advertising. 

“We believe, however, that it is bet- 
ter for business, for the public and for 


advertising that the volume of advertis- 
ing be based on sales promotion needs, 
and not determined by the desire to 
escape excessive taxation.” 


Col. Robert R. McCormick, publisher of 
the Chicago Tribune, in a statement op- 
posing both government regulation of 
advertising and self-regulation by groups 
of publishers (AA, Dec. 16, 1933): 

“I do not favor group control of the 
individual in the publishing business . . 
The Tribune does not accept liquor ad- 
vertising. Should it forbid the New York 
Times to take it? I do not think so. Mr. 
Ochs’ [Times publisher] opinion on this 
is just as likely to be right as mine. I 
should not decide for him, and he should 
not decide for me.” 


Frederick J. Kliesler, architect and 
furniture designer, addressing the Art 
Directors Club of New York (AA, Dec. 
16, 1933.): 

“Based on the principle of maximum 
usefulness for minimum effort and space, 
the ideal house would be built around 
one central room. Partitions, instead of 
being solid and immovable, would be 
flexible and adjustable, so that privacy 
could be had when desired and the whole 
thrown into one great space when needed 
for entertaining. 

“The home should be a generator of 
energy, a place to relax from the day’s 
work. Each member of the family is 
entitled to privacy when he desires it, 
and it cannot be achieved by the present 
plan of set, box-like rooms, separated 
by thick, solid walls.” 


From an Art Director's Viewpoint... 


One Step Forward, Two Steps Back 


By Andy Armstrong 


Moving as ponderously as a hippopot- 
amus which decides the scurrying in the 
bushes needs looking into, the American 
auto industry has discovered what every- 
body else knew all along. The small cars 
are objects of growing 
fascination. They are 
swarming like mice at 
every port of entry, 
causing more _ people 
each year to lose inter- 
est in the horsepower 
brags, the jukebox de- 
cor, the tail-light-tail- 
fin competition of our 
domestic plague of 
earthbound whirly- 
birds. 

More people plug their cars against 
Detroit’s promises of economy ringing 
hollowly on their gas tanks. They yawn 
over the snob appeal of our so-called low- 
priced cars (who knows the price on any 
car these days?) and sneer at the whiz- 
bang vulgarity of the most expensive 
makes. 

So now the hippopotamus is poking 
around in the bushes. A little late, but not 
too late. It appears the big men in Detroit 
“have plans” for giving substance to our 
dreams of smaller, smarter, plainer,cheap- 
er, more economical, more interesting 
transportation. 


Andy Armstrong 


= Now even these “plans” are pretty ex- 
citing to a nation of car buyers who had 
begun to paste their garage measurements 
in their hats before they went out to shop 
the new models. Imagine then the delight 
millions found in the Lark’s opening ads. 
Even if you don’t buy one, the idea of 
well, they are finally doing something 
about this is heart-warming, and the 


Lark should have a lot of people besides 


its customers cheering for it. 

The Lark’s appearance, size, economy 
(if you don’t mind carrying gas in your 
hat) and even its closemouthed hint of 
prices (they “start under $2,000") are 
big news, however tardy. 

The only beef is, while this manu- 
facturer has caught up with a ten-year- 
old European concept, he has settled for 
a 25-year-old American picture idea. 


= Back in the time of the Airflow De- 
Soto, the agency handling the account 
had a photo file. The folders had labels 
like: “Guy and gal admiring car”; “Gal 


in sunglasses admiring car”; “Groups in 


hata 


eee: a 
MEET YOUR 

NEW DIMENSION 

IN MOTORING: ARK 


Smart, Sensible, Spirited ° Nearly three feet shorter outside 
Full six-passenget size inside 9 Fashion approved interiors and 
appointments (F* Miles and miles on 2 hatful of regular gas 
Prices start uncer $2000 See your Suudebaker Dealer this week 
Meet The Lark 9 it's the only new car that’s new in concept 


al 


ee eee 


street clothes admiring car”; “Groups 
in evening clothes admiring car.” And 
so on and on and on. 

It got to be quite a gag in the art 


- suit 


department. Empty folders marked: 
“Groups, no clothes, admiring car,” and 
“Guy admiring cow admiring car,” found 
their way into the files. This admiration 
routine was a cliché even then. 

So the news is taken out of the Lark 
by the no-news picture. Get a load of 
the model second from the left. Feet 
carefully placed like they told her in 
charm school. One hand on hip, other 
hand in oh, so genteel gesture toward 
her reflection in the side panel. Guy with 
her holds his breath so he won’t cause 
a re-take. Guy at far right has camera 


Salesense in Advertising ... 


Advertising Age, December 8, 1958 


but no idea how to use it. No idea of 
subject, either—aims at dullest feature 
of the car, the empty window on the 
driver’s side. One foot advanced, cloth- 
ing-store-window style. His date fills 
space while she waits for the lunch 
whistle. 


s Makes a person want to crawl! into 
the back of a Triumph station wagon 
and ride off into the sunset. It may be 
cramped as a strait jacket, but it is 
going away from here. Here is where 
any “1935 group admiring car” is. * 


How to Use Guarantees for Conviction 


By James D. Woolf 
Creative Consultant 


Have you read “Effective Advertising 
Copy,” a book written by Merrill DeVoe 
and published by The Macmillan Co.? A 
volume of 717 pages, it is the most com- 
prehensive treatment of the subject that 


has come to my atten- 
> 
w 


tion. Mr. DeVoe, now 


an independent mar- 
keting and advertising 
James D. Woolf 


consultant, formerly 
taught at six of our 
largest universities. I 
particularly like Chap- 
ter XIX, “Trying for 
Conviction.” 

I am especially im- 
pressed with his com- 
ments, in this chapter, on writing guaran- 
tee copy. I have long held to the view 
that all too often guarantees are inexplic- 
it and unconvincing. Writes Mr. DeVoe: 
“Copy on the guarantee certificate or in 
ads is frequently too brief, too general, 
or too ambiguous to have any meaning. 
A large clothing establishment adver- 
tised: ‘Convert your old double-breasted 
into a smart new single-breasted 
model for only $19.50. RESULTS GUAR- 
ANTEED.’ Results? What kind of results 
are guaranteed? What will the store do 
if you don’t like the results? Reconvert 
the suit? .. . When an advertisement in- 
cludes a guarantee, it should be specific, 
definite, and clear on all points: (1) the 
meaning of the guarantee terminology; 
(2) what the guarantee applies to; (3) 
the length of time the guarantee holds 
good, and (4) the way in which the ad- 
vertiser will provide redress.” 


s Mr. DeVoe then cites the Better Busi- 
ness Bureau’s recommendation for guar- 
antees, which are as follows: 

1. Guarantees should disclose con- 
spicuously their exact scope and condi- 
tions under which they are operative. 

2. Guarantees should disclose the ex- 
tent of the liability of the advertiser. 

3. Guarantees should not be made un- 
less the advertiser is prepared and will- 
ing to fulfill them promptly and without 
quibbling. 

4. Guarantees should be clear as to 
who is responsible for their fulfillment. 

5. Guarantee statements should dis- 
close any additional charges or expenses 
required of the purchaser in making them 
operative. 


s 6. Guarantees of “money back” should 
be honored with a full refund in cash, 
unless qualifying conditions are clearly 
set forth. 

7. Guarantees of “satisfaction or your 
money back” should give the purchaser 


the sole right to judge “satisfaction.” 

8. Guarantees which apply to a part, 
or parts, of an article should be clearly 
stated so as to avoid creating the im- 
pression they apply to the whole. 

9. “Time” guarantees should be specif- 
ic as to the period covered and should 
not extend beyond the normal life of the 
product covered. 

10. “Service guarantees’ should be 
clearly defined as to their nature and ex- 
tent and should be promptly fulfilled. 


= 11. Guarantees should not extend be- 
yond the reasonable performance pos- 
sibilities, or the reasonable fulfillment 
of the advertiser. 

12. Guarantee offers good for some 
specified period should date from the 
date of purchase by the ultimate con- 
sumer unless some conflicting expira- 
tion date is clearly and conspicuously 
stated. 

13. Guarantees which are limited to 
crediting the purchaser for loss of guar- 
anteed service on the purchase of a 
similar article should be clearly qualified” 
as such. 

14. Guarantees which offer optional 
adjustments should give the customer 
his choice of the one desired, unless the 
guarantor specifies that the choice is his. 

15. Guarantees, once given, should not 
be subject to retroactive changes, nor 
should the guarantor seek to circumvent 
them by offering alternate adjustments. 

16. Guarantees should not be used as 
inducements to buy goods that are sold 
through false or fraudulent representa- 
tions. 

17. The word “guarantee” should not 
be used loosely as a synonym for words 
having different meanings. 

18. Guarantees should comply with 
state and federal laws (for example, 
some state insurance laws prohibit cer- 
tain types of guarantees unless the guar- 
antor is licensed as an insurer). 


= I realize, of course, that publication 
advertisements can not measure up to all 
18 of these BBB requirements. But it 
seems to me there is vast room for im- 
provement. I have just examined the ad- 
vertisements in a dozen magazines and 
newspapers, and I agree with Mr. DeVoe 
that the guarantees in most ads are too 
brief, too general, and too ambiguous to 
have any meaning. 

My mail order and direct experience, 
which has been considerable, has proved 
to me that a meaningful guarantee will 
frequently double or triple returns. 

Merrill DeVoe’s book is undoubtedly 
available at most well-stocked bookstores 
and libraries. It will profit you to read 
it. # 


Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 
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Important Announcement 


There will be 
NO INCREASE in GRIT 
advertising rates during 1959 


Sharply higher costs for postage, paper and payroll make 
it imperative for GRIT to gain new revenue. Effective 
with the issue of January 4, 1959, single-copy price will 
move from 10¢ to 15¢ and yearly subscription from 
$3.50 to $5.00. At the same time, the publication will be 
considerably improved—with more pages, bright new 
features, a weekly book condensation or extended report 
on a subject of national importance. 


Advertising rates will remain the same 


As the GRIT audience has grown, there have been ad- 
justments in advertising rates. But with a break for the 
advertiser. Where the cost-per-thousand figure for most 
magazines has kept going up, that for GRIT is lower by 
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about a third than in 1940 (ANA report, “Magazine 
Circulation and Rate Trends, 1940-1957”). 

GRIT now has earned the enthusiastic loyalty of 
nearly a million small-town families in every state. Of 
them, 9 out of 10 purchase each copy individually at 
full cover price; the rest are subscribers. The burden of 
increased costs is being placed where it belongs—on 
readers, not advertisers. 

Your campaign in GRIT provides concentrated small- 
town exposure—helps give you balanced national! cover- 
age by smoothing out the metropolitan bias in the cir- 
culations of multimillion magazines. And you can know 
now the exact investment required for your entire 1959 
GRIT campaign. 


LX SNEWSPApeR\~ 5 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; 
and by Doyle & Hawley in Los Angeles and San Francisco 
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96 
Fishel Moves to London 


Richard M. Fishel, sales promo- 
tion director of Erwin Wasey, 
Ruthrauff & Ryan, Philadelphia, 
will join the agency’s London of- 
fice in a similar capacity on Jan. 1. 


want an award film? 


Quality is not an 
attribute of stu- 
dio size. It is the 
result of years of 
motion picture ex- 
perience — work- 
ing with modern 
facilities . . Warning: select o 
professional producer— 


Atlas Filin Coperation 


OAK PARK, TLL. 
CHICAGO PHONE: AUstin 17-6620 
Washington c 


Along the Media Path 


The Fargo Forum & Moorhead; vertising and editorial pages of | 
News celebrated its 80th anniver- | specialized magazines have a great- | 
|sary in November. The Forum had/|er effect on readers interested in 
‘a circulation of 1,000 in 1891, ac-| the special subjects than the com- | 
cording to Norman D. Black Jr.,|parable pages in general maga-| 
publisher. Today the Forum’s cir-| zines, Popular Science reports. 
‘culation is more than 53,000. 

e The Detroit News will co-spon- 
|e A new study by Sindlinger &| sor the 1959 Detroit Home Furnish- 
|Co. for Popular Science analyzes | ings Show set for April 4-12 along 
'audience characteristics of Better) with the Furniture Club of Detroit. 
'Homes & Gardens, Life, Popular) 
| Mechanics, Popular Science, Read-| ¢ A Playboy subscription promo- 
|er’s Digest and The Saturday Eve- | tion includes a bind-in featuring a 
'ning Post. The study was based on | blank check in the January issue. 
134,323 telephone interviews plus|A self-mailer, the insert provides 
14,886 personal interviews. The instructions for the prospective 
study indicates that both the ad- subscriber, an order form and the 
|blank check with the notation, 


“Yes, your bank will accept this 
check.” 


|@ KVTV, Sioux City, combined its 
observance of National Education 


BUILDERS—William E. Goetze (left), exec vp and general manager 

of KFSD Inc., San Diego, shows Ernest A. Jones, president of Mac- 

Manus, John & Adams, the patio being constructed at KFSD’s new 

broadcasting facilities. The patio is used in commercials and is the 
site of a weekly broadcast, “Patio Chats.” 


people in central Kansas. Contesi-|son, WTIC-Radio, Hartford, will 
ants are asked to’sketch an idea| report on skiing conditions and 
for a standard 8%x11” ad which/| weather predictions in the North- 


Week and National 
Week and as part of its recognition | market 


versity of South Dakota. 17 stu-  Pirst prize in the Space Age Ad- 


|a day performing many of the rou- two at the Broadmoor Hotel in 
tine operating jobs. Station staff Colorado Springs plus air transpor- 
members were assigned to help tation. The contest closes Dec. 15. 
each student. 


e Reg Spurr, media buyer for 


which ran to a record 100 pages. 
test held by KBIG, Catalina. 

e The Lobster Network, Portland, | 

Me., is sending out a new brochure/|e A new building under construc- 

which gives coverage maps and tion in New Haven will be known 


_ Newspaper! © 


Joes 


& Associates, 


Cleveland, Detroit, Atlanta, San Francisco, Hollywood 


Haverwitt 


card use an eye-catching lobster largest tenants. 
motif. Art Gelb Advertising, New building is expected to be com- 
York, is the agency. pleted by Aug. 1. 


Chicago, New Yo e AKTVH, Wichita, promotion in- ¢ WDRC, Hartford, which “sa- 


|has enlarged its “salute” coverage 
'to metropolitan Springfield. The 
station honors individuals 
have a claim to fame such as pro- 
motions, awards, community hon- 
ors, or election to public or club 
offices. The “salutes” run about 
30 seconds and are heard five times 
a day. 


Want to Cover 61 Cities & 
Towns With Your Advertising? 


e A simulated stick of dynamite 
has been mailed to agencies to 
promote Toledo’s new station— 
WTOL-TV—and Toledo’s new 
tower (T.N.T.) for the station. 


An isolated 16-county HALF- 
BILLION-DOLLAR MARKET 
of 552,000 people is reached 
daily by The Roanoke Times 
and The Roanoke World-News. 


e KWFT, Wichita Falls, Tex., 
had three towers wrecked in a tor- 
nado in November. Despite the 
damages, the station _ reports, 
KWFT was back in operation with 
the one remaining tower within 
hours after the storm. As KWFT 
was the only local station able to 
resume transmission during the 
morning of the storm, all regular 
programming was pre-empted for 
on-the-scene reports from. the 
storm area, KWFT says. 


_—_* 


Look at this 
coverage! 


100% 


NEWPORT NEWS — NORFOLK 


coverage 
Roanoke City 


e For the second successive sea- 


dents and their instructors spent | yertiser Contest is a weekend for | 


who | 


Television | would “Help place the Wichita east. The feature will be presented 
. ‘in orbit over Madison|on Thursday and Friday evenings 
| “turned over” the operation of the Ave’” Contestants are provided! beginning in mid-December. 
Station to television, journalism with ADVERTISING AGE layout pages | 

and business majors at the Uni- | to use as the official “entry blank.” | e KETV, Omaha, played host dur- 


‘ing November to cub scout groups 


and showed the boys how a tv sta- 
tion is designed and operates. The 
trips through the station were part 
of the scouts’ “See it and do it” 
project. KETV runs regular tours 
of its facilities on three days a 


e The Gary Post-Tribune pub-| young & Rubicam, Los Angeles, | week. 
lished its first Thanksgiving issue, was the winner of a Paris trip for | 


‘two, top prize in a copywriting con- |e Department of New Laurels: 


| Casmopolitan closed its January 
issue with a 19% increase in linage 
over the same month last year. 
| Orders for the first six months of 


other facts for each of its stations.|as the WNHC Bldg. and will have/1959 are running 20% ahead of 
The brochure and a separate rate) WNHC-AM-FM-TV as one of its|space reserved at the same time 
The $1,500,000 last year, the magazine reports. 


Coronet reports that its Decem- 
ber issue is the largest single 
advertising issue and 1958 the big- 
gest advertising year in the mag- 


| cludes a contest open to advertising | lutes” a metropolitan Hartford res- | azine’s history. For the 12 months 
|ident daily via a series of spots,| ending with December, Coronet is 


| UP 15% in advertising pages over 
| the previous highs of 1957. 

Fawcett Women’s Group (True 
Confessions and Motion Picture) 
reports linage gains of 20.6%, 
11.6% and 16.3% for November, 
December and January, while rev- 
enue gains for the three months 
were 15.5%, 17.0% and 27.7% over 
| the previous year. 

1958 was the biggest advertising 
year in the 1ll-year history of Hot 
Rod, according to the publisher. 
Ad linage was up 34% and revenue 
up 40% over 1957. Ad linage for 
1958 was 131,964 lines compared 
to 98,602 for 1957. The publisher 
also reports that advertising in the 
January issue is running 6% ahead 
of 1958. 

A new first nine months average 
total circulation record of 5,337,- 
037 (ABC) was set by McCall’s 
during the first three quarters of 
1958, the magazine reports. The 
1958 figure represents an increase 
of 5.6%, or 282,000, over the 5,055,- 
044 circulation for the same period 
of 1957. McCall’s current guarantee 
is 5,200,000, effective with the Au- 


gust, 1958 issue. + 


coverage 


95% 
65% 


Over one-half MILLION PEOPLE 


61 principal 


ities and t 
the Blue Ribbon Industry area, somes ee 


too. Here are located the plants 
of over a score of the most famed 
names in American Industry. 


OAN OKE TIMES AND 


WORLD-NEWS 
_ National Representatives: 


SAWYER — FERGUSON — WALKER CO. 
a “Burgoyne” City with spot color 


The primary market of The Times 
and The World-News covers 
7,516 square miles of Western 
Virginia! Roanoke is the hub of 


coverage 
16-county 
primary market 


An Intact Test Market 


Isolated, minimum penetration, 
self-contained economy, diversi- 
fied industry, representative 
population, ideal size, good dis- 
tributive outlets, superior news- 
paper coverage. 


Effective December 1, 1958 


The Earl J. Cooper Company 


announces a change of name to: 


Fred F. Schwenn Company 
PUBLISHERS’ REPRESENTATIVES 
Representing The Dairy Breed Publications ©@ 
Beef Breed Publications @ Dairy Plant Fieldman @ 
California Dairyman (Midwest) 


“Farm Publications For Specialized Farming” 
221 N. LaSalle + Chicago 1, Illinois + RAndolph 6-6667 


aaa : ; . s ical * aaa F Te ra Hg kone ¥ fe eS es : : Th) siete’ Be i se Gere - ag cer aa 
ea 4 5 : . i k Foie A a nied “as aie : ene x : sain ft sae a ae - : phe Re 5a 
b ‘ ; j ' aa eee “ ies” ? a - oS 
sae 
po is a te ns ra j 
- - 
nt a . = vr ae * 
oh . ee ‘ . 7 ¢ : 
" ~~ 4 eye es gs 4 
| : ~ 7] | aa i re ; 
Z ¢& ge Y ; - Bee 7 vi 4 
ee 14 a ts BENS ao ae ok ‘ ae +n 
ie ’ eR LORI FER eR onan . a + hae 
peat, ~ a a Se —<—<—_ 7 Ss Bs . 7 
van ie fi i ae ns eter ait daa i *: ees ‘ 
lane AN, : ~il ee om ings Beene sf i 
3 — , — Senelaaraes ‘ere oa he ' F e, 
: er | ot fugit : . a. 4 
; a =, -- : 
al i ri a .. a Gn a i “4 4 
eae e ae . 2s 7 * ads . Ba digaee ads wr + | p 
erg ' _ Rec". ae } (Pak ae, . d 
ee Ol >, i fa g a ry ‘pels: ane P % 
iat eet. an aS ag re 5 aa ee Cade — e 
re ae ee ae ee a BS 
ae ES . 0 Sf 
u ad = i “4 
aca aaa ’ = ‘ : : ‘ 
pare ase E 
= a. | : 
Sy ; 
ied : 
= = 
Bs | - ereemeee~seee eeea ee | 
is : : ae * gee aaa ae Se er ks 
One \ ee aa Da ey A «ash realms, = ee ee 
ie A fu hcl cranes Pape ie ta Sa hs Se Ra is So 
on sasadin irs SRA ete area Eee 
pai es 8 Fg Ae Sh. eae ae oe ae 
rcwe cela Sanh cue alg Deal ee BA 
Bhasisd ie ar eee @ in Retail ae ee. 
8 ae ioe, Gis sa tunel a) oe ae Py ee ee ee 
weet ig sre ae aie a Si ie ae 
. BN a ae ie nn oe ee 
ee a a an aes 
Bev ee. canal Pay in Circ paar ae ioe 
ae : ane i eee ulation! — ee eee aah os 
igs 2 Abii ae Ss or 
Se ae Cae es ee emery 4, ce nee 4 oe one pee Ce 
ee A eee ean. ae er Ine Zoe, aes Ree, aaa 
ay ey v : 2 pee 2 =i i a 
Tee pe . Aes coe a a 7 ee 
ay ccs y = eS Se: aig 
eee Te de est tae Sa. ee . 
ae aloes fat en ee = ey. pokes 
ay so if 2 elie ee. oes 
Piee. ee a i= See tee, 
pore! Xa Ni pect ct. ee et see 
a wt ae OS Ree error! ae ees nat 
sl a | ae ig ot | 
rane ee! Ae — yak: Meier yer epee ARES 
me Pe ee ”—~—~—C 
Fas gett Bee ; Sis eos F ae 
oi ea a eae Min. soy: x RR 
Ae eee : J Mee 
et) ; epee cen! 
hs @ Sources: Risa 
d Ubi be non ‘Ine. xe 
Fe oe vr ee Ss ice mies pte i : 
re 
fee 
a 
Virginia’ _ 
Virginia’s Qrd Largest Primary Market | | 
: ey ie 
Is Blanketed b q | 
Is ed by the Roanoke Newspapers | 
‘ ia _ 
cee Mews ate 
ee ors 7 —_ 
ae . = 
a == Wt = d 
a ==. e TIMES WASHINGTON, 
Zs a ROANO a4 oe D. Cc. 
eS wan THE Fe | 
yf tue —-*. -* 7 
" — i RY 
im #7: - ars : ry > | 
Mig f, - 
ree z ae = ea s | 
a pas es a Pe | 
ae c= ee 26s 
Ag ——, 23: one gl 6? = 
a = Ya ' ites RchMoND | 
iF of: ca f fet ha 
q @ nl * Pik 170 M 
it * 250 Miles 
iain il | 
se ROANOKE 
= ee 
“ 3 
i ee 
ied 
ae “6 
ee 
4 : 
a A Ee eae ea Send Seat: 
a # 
a | : 
: | 
4 
ead 
¥ ee 
SS A I TT AREY 
a | 
seh 
aaa 
es a a Wig ee ND Sen gh eae a er 9 Ae ae lary a RE BI! a ee Se Fe id 4 =e Eeerach ty Pen ela ot 
Be aS ig te ee a epic ee pe pote ete vege ae wee ail Oy ho Meme toe ete Be Ty op cranium atalino Laer ae ree Cane a Meat aR ae eee oe. - : 2 r 
mi ae 7 Re eae : _s a aaa hon? 26 — ie AOE ES a “ee Shgis eee: Tees Mate ie ns nd “ aS pee \ atest a 2 eres 2a ix oe ae 2 e ET = i 
ro oe Oi. SE Se Ke ee + pin tae 
en ae Bie ty Cig on oe a: OW eee 
ae eee ot rete Ke oe usages 2 kaa) 
Softee ty. a te is emia yt 


Every advertising man worth his salary wields a set of yardsticks 
for measuring the media he uses. Whatever yardsticks you prefer to 
use, you'll find Redbook is the one mass magazine that measures up to 
all of them. 

Compare the records of your 1958 media choices with Redbook! 
The Magazine for Young Adults is not only up in display revenue 
(32%) but in actual display linage as well (11%). Has anyone on 
your list matched this—or has anyone this year attracted such top- 
flight new accounts as General Foods’ Jell-O Instant Pudding, 
Colgate-Palmolive’s Lustre-Creme Shampoo, Universal Coffeematic, 
Chesebrough-Pond’s, Necchi-Elna Sewing Machine and Carnation 
Evaporated Milk? 

Redbook has also gained in circulation *—not just in total circula- 
tion (9% for the first nine months), but in newsstand sales, too (4%). 
Forty-four per cent of Redbook’s circulation is at the newsstands. 

Here is a unique mass market of responsive Young Adults— 
families who are growing up, moving up...and buying up everything 
from layettes to electric ranges. You reach this all-important market in 
Redbook at one of the lowest cost-per-thousands on your media list. 
By every smart standard of successful media picking, Redbook meas- 
ures up. Isn’t that the direction you want to take in 1959? Let us tell you 
more facts about Redbook, The Magazine for Young Adults 


*Redbook’s new guarantee of 2,700,000 takes effect in January...has already and abundantly been exceeded in June, July, August and September. 


* Ss ¥ peace 23 e 4 : fer z Ay : 4 - nt 
ae = ta gaits tee j iste MEET; Sve “es de Ps aaa ; ‘ See se nd 2 : i, 7 # iS + : ~ i 
Base! . ‘. " 3 ed alee 7p he : eee ve ‘_ : sven a 
See &: + r . ; 4 : 3 i = p : hy i "es 
p ii © i 
E : i oe ao 
- epee! vee ; i oe wedi Sire FS Ariel 3. a 
Sie, wes ae sim Bie acts ae ie): a 
‘eee : bay  , mn nye : 
Re a ge iy a i See ate: oleae is one ag 
’ * ae : eth bs aise es gy ec ete bi Be omy 
ee ea Se a Sat ok eS ae i BS ipa ls ae eat ae 5 
5 aoe pee Le ape ~ ond a eee is 
a ela ne cis si es? ; ete ae, re 
a im e Brig baw aa a 
Po Seagrass 3 ' : a oae . aes an 
Gea a, lc SS tp ie.” ere eet eer a gue ee 
ae ty i ee Fae aie ees a aa aoe ys 
Taras ir aken Pane hot ee sepemeren tis | 
Set Nise fe paren ee By Ane ae ee 23) 2 a ae: LAF 
aisle cee peak ile Co ee : 
’ ro ee eres ey, aes hel Pig: hahah is as SS eee 
ee atl iene ie Bigege’ aE NES Test ae Fes 
Reset ed Pet tee Leet: Fees eS ere alge, yar ie heme tit 4 ees 2 
Ce eee Deke ote ee case Re ee ten i 
hee Pee Sa Be icon Sei Pe es eck PS , 
inne spon 5h ees oe a [Tes Tar, ie _——— 
Co. oe eee Lo ee 4 re ary 
oe a ees yk gies : eee ay an cabetcoits as y 
ua aye ae ! ac cn nes aoe ames) Bie a, re Lah 
3 Te on Ce eee preter trl Bg ae C 
(= a = ae ol Be Ei Near nee - Sgn ee Pas cei!) wr ecg Aue 
ee ae Pe axa SS a pe ois hs oe Pe emt 8 5 ee A 
Se A ee ees aaa eae sy : oo he pea piece A 
Se ee ene Gr ee epee sane eae , va 
‘ Res of it ae ba | 
de cy . + CE hia 3, ae ae : ; 
eae Ce pei aN ST. : Wet ed a ae F 
ees: eas fa ee Allee ee ficien..  e St 
et f oP: Tah tie ae wees pare Nea ot Na B 
Seed ape: eevee aaa Se = i Bet " 
‘tee eee i . ee Tans. ei 
3 F Pore es ewes . Big oa , ie ole e 
yo ee eat ih i iii = h 
se Od, 5 tea », inl iii aA — e gey DMR ie Sis teog ig 
: es: Nae err ee a i Se aaa Po ee = 
aw ey Saye ee rae CMe 's = ot. = el: a cag eat, he 
eee F2 De kany ee a i sa ae Cae Paes es i. 
as Si Co og A oe 2S ye OS bs cat eee ate a 
are As © halt) Pas a Ee cs cigs «Pa ag RR i: ce ea yer a oh 
io AS eae So eee tel pate. eae ae Ta ile Sea i. 
Se 2 PP 1 er ee ba ina i il af oe wa i Oi é 
fae 5 nee : ae a a sac | RET Oe 
phe ~Saee eb a ee eee 
Bes cane fi ee ee Re Tae. eaten 9 es ee ee ke ad 
a ae” ee ree as ay ee et ae 2 shes aaa s 
at ee see pee ae Ret te Se ot igen Dien me 
| es Nae ae une meee Nee eS eal he 
emer eA Pees k nel) = ane a cy: ce he aetna = 
aie teed ries. A Docu cir tac eae rly +r Or eae | Pele sg LIEN ss, 7 ay am 
’ Sa a esi en aise ; a ori Sts Worse sori fee a 
: bf ES ey Eels CI hee ei: eS i ee Sy) ey RS de 
a = 2a a a AS ip SRNR Ena . x Fee Clea ee Wr age! 6. cee ‘ ¥ 
gee Sa rhs tin Yr wig a fee ee Ge ll a ar eiebee i 
So ee ; ie eae eT ESS a 
: a Se, a) aad aereoe ip Cai timte Bs Chie ; 
et las ae PP rd eeee 7 ne ee = 
eer eae At See SATS rere S es 
dH » ade y See ie fee al oot a a i 
‘ iy! p Lepae eo rh ty ese ae a ae ; a 
et gate Sef Se ese 1 ee ee i 
ae cS? ‘EPR are aie Lie ee peep S 
oad ee Moe rplcne sy | Ae eres eee . 
: a NP ieee ee ea ie ee eal Se 
ae. 7 epimers e ks Peecnat Bait 
rer. o gaunenany tyes pee ee aS : 
.. eee Lo pe su ce tee pe 7 Is oe 
TREE AS Snel EMG a i cs ear 
eee es 2 wa es Tle ea aid ; ms 
a eee ee ups Ba ee ile 
Lyle Acted ii aera oF pole ek iat ahaa! ae ola aa eilliaae 5 
7. feet P fe dete or eee Aaa ‘ - 
Bole ee Bhs pea Be ois. 2.) ii : 
Lek de at ha ee re pyrene “es ' 
Seite Pere nes : rs : 
aa os ied md Rah Rt 
ama. ; maligne “i Sager , 
<a eens a ey a. 
Oe se as, ey ae ; 
ee a5; Dee Pr eee See. Me 
— Seed Bes ee ee ee ed re 
Meee Nesey Ea aS gee : 
buddy. FR satin a ae ee ee ; 
a eee pea te RE sock px e 
Ra oes Set Sarbre “yele dean pestis oe) eee é 
oh Ha) Peis ela ee ; pein Oe : tame Ae (oa ee [ical 
arts PAN re Ure ‘ ae ee Ne Sa a 
= ew one ine : wae: “Zee ee 
a e y ae ae ak hae £ i 
- Pe ett ois oe npeeinec - ae : o 
aes Rete ys ae ie 0% 
eee ae a a aa ; 
Srey ; iz So : ‘ 
ee m : ee ae le eae ie 
aa iF % Se. Ae <3 2 ne aes ea he: 
eta Pe ee tee I re 5 Tie pala ed 
es, Ce ee a Le ore Sune At Me je eee " 
Bers: RL. nk SS ca arm ike gis 
Page fir Gi Bie Be ta Pe ees 
aes hole ae a ge ="? . 
‘ F 
| 
\ 
gk 
2 
oR 
RY 
Pe 
1 
as 
} 
f ce 
5 s 
i] i 
o 
A a 
} 
| 3. 
: = 
: : 
j 
1 mE 
4 Ps 
Ji ei " aoe no W 
an’ ‘ E , ae 7 o —teg é eae PO ik Binet, i Kia icretia  rt 
os,” SERRA S . fn Is ee ae ae ee 7 * a ae i- r i" b VAR Eee > Ope ay Bora sts i * Peet a ee Y= De NNR tk yn PROT rs. 2. cae ke els gy. Pcie ea. RS Ero Ne i ea ae 
Bie | SaNgeeRg, RI 5 ERM lg Shes ss a A a gh te Se OS ae ae kt oe ee SE NS ae ee ae Bee Keg hha, os ee meee 
ak Bite. ta. en op ce tore feo eae ne ta APS =. SEO, «> ie he Sy ki heat al Si Sap. Oe eS +N °C RAI ee ot ith RS EON eo ae ee eal NE ae re in ey ae an UL 


ae 


06 Advertising Age, December 8, 1958 


Advertising We Can Do Without... No. 54 
COLONIAL co mbna varus ot serumoay EYENNGS OWT 8:30 hi 


- 


Wise Joins Aubrey, Finlay ‘Store Execs Expect 


Jack Wise, formerly farm direc- | 


tor of KCMO and KCMO-TV, Kan- Last Quarter Surge 


sas City, Mo., has joined Aubrey, 
Finlay, Marley & Hodgson, Chi-| to Recoup Losses 


lin th as a writer and contact man 


Want News? 
Information? 


all on Burrelle’s for clippings from | ment. 
Seity or weekly Ae mf fon | sales comeback during the fourth 


national, sectional or local basis) Chambers, Wiswell Adds One quarter of the year will recoup 


magazines, trade papers. All readin | Franklin Research Corp.’s|losses suffered during the first 
one reading room. Staff of 250. Our Wheeler-Fullerton lighting divi-|nine months of the year. 


1 901 Alem JUMBO STANDARD SIZE DELUXE 


POOL TABLE 


with 16 REGULATION SIZE BALLS 
enero et OM 


in the agency’s farm radio depart-| New York, Dec. 2—Store exec- 
|utives are predicting that a strong 


MOREY 
DOWN! 
ONLY ‘1 WEEKLY! 


Me yar sit 


~~ 
* 
er od 


service is PROMPT... THOROUGH. .i4n Boston, has appointed Cham-| This optimism is revealed in a 
‘bers, Wiswell, Shattuck, Clifford|survey for Commercial Factors 
& McMillan, Boston, as its market-|Corp. conducted among executives 
y Est. 1088 ing consultant. \in eight ae nate, 
: \in New York, icago, San Fran- 
PRESS CLIPPING BUREAU ‘Grit’ Raises Copy Price cisco and Dallas. 
165 Crecne bares Peon | «Grit has imereased its single-| Five of the eight business leaders 
14 E. Jackson Bivd., Chicago 4, Ill. — WA 2.5371 |COPy price from 10¢ to 15¢, effec- | queried said they expect their 1958 
1456 N. Crescent Heights Bivd., Los Angeles 46 tive Jan. 4, 1959, because of in- sales to top those of last year. 
eee Phone Oldfield 6-0304 creasing production costs. Adver-| One expects 1958 sales will equal 
|tising rates remain the same. 'those of 1957. Only two of the 
eight predict that last-quarter sales ahem 
will not be strong enough to make 
|up for the business decline earlier 


7 numetetD 


‘in the year. : : 
EXTRA-THICK SIDES i 
i : AND STURDILY BRACED a i 
|@ For 1959, seven executives pre- TOP FOR SMOOTHER PLAY . : : 
|dict the first six months will top , 
‘the first six months of this year. prneranag lg STORAGE 
| Six believe that the American cus- CHRISTMA 
tomer will seek more quality in 
: ; ‘what he buys during 1959, while ni 
A Midwestern Industrial Market in the two expect price to be the prime 
Ohio River Valley—the Ruhr of America— |motivation. — inf 8 
s : : Five executives forecast that a oe LEVEL mecLUDED 
where one Daily Newspaper Combination |mid-town department stores will| (ae -==—aeee ALL 4 LEGS 
reaches 99%, of the People hold their own against suburban Professsional Table Features ASTOMATK FEATURE EASILY 
competition during 1959. Three eee eee eka Teste Ure Robbe: BALL RETURN ADJUSTABLE a 
SELL LOUISVILLE FOR ALL IT'S WORTH! |look for an increase in their share pag MF SELF-LEVELERS a 
of total retail sales in their areas. + tind bat of Ge els a 2 Loe FOR A STEADY, RIGID 3 
COLONIAL—25 STATE STREET PLAYING SURFACE! j 


Che ibe Couric r-Zournal sees. Middleton Expands 


Hege, Middleton & Neal, Greens- 
boro, N. C., has changed its name 
to Hege, Middleton, Neal & Whit- 
taker, with the addition of Otto N. 
Whittaker Jr. 


COLONIAL ORDER BY MAIL or PHONE WO 2-9000 


OPEN MONDAY, FRIDAY and SATURDAY EVENINGS UNTIL 8:30 P.M. 


THE LOUISVILLE TIMES 


WRONG PRICE—Ad for a promotional item—this one from a Detroit 

newspaper—which illustrates and describes a “7-foot jumbo stand- 

ard size deluxe pool table” but features the price of the 66” size (“not 

illustrated”). Donald Brown of Denman & Baker Advertising, De- 
troit, nominates this as advertising we can do without. 


Labor Press with 


393,614 DAILY COMBINATION + 313,034 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


|pop” grocery stores would not be 


even more! 


No. 1 zone of influence’ 


37.5% of all retail sales in Mississippi are made in Jackson's 
24-county retail trade zone . . . The Sunday Clarion Ledger and 
Jackson Daily News reach 81.3% of all families in the 24 towns 
of 1000 population or more in this important zone . . . weekdays 


*plus reaching 22% of all families in 34 secondary 
trade area towns with 1000 or more population. 


& LEDGER 


No Ads Long-Range 
Goal, Meany Says 


WASHINGTON, Dec. 2—Editors of 
the nation’s labor newspapers 
breathed a sigh of relief last week 
after receiving word that the top 
command of the AFL-CIO has 
softened an earlier statement 
which seemed to indicate that la- 
bor unions would be expected to 
operate their publications without 
advertising support. 

Editors attending the convention 
of International Labor Press met 
with some apprehension after 
AFL-CIO President George Meany 
circulated a statement last May 
saying that the labor movement 
should stand on its own feet, and 
not ask business men to support 
the labor press. 

In a message to the meeting, 
however, Mr. Meany said he re- 
garded the elimination of ads only 
as a long-range goal which ought 
to be kept in mind. Meanwhile, he 
said, he felt that labor publications 
can accept advertising so long as 
the advertiser is not “non-union 
and anti-union.” 

He said publications will have to 
apply a rule of reason in deciding 
which non-union businesses are 
“anti-union.” Small “mom-and- 


regarded as anti-union, he said, 
even though they are non-union. 
However, a department store 
which is resisting organization 
would have to be regarded as anti- 
union. 


s Labor papers were greatly dis- 
turbed when Mr. Meany unexpect- 
edly announced in May that they 
would have to be more faithful to 
the International Labor Press reg- 
ulation banning ads by “non-un- 
ion” employers. Surveys showed 
that nearly two-thirds of the pa- 
pers depended extensively on ad- 
vertising; many reported they 
would be unable to operate if the 
AFL-CIO pressed ahead to elimin- 
ate it. 

While there was no official dis- 
cussion at the meeting of proposals 
to set up “community” newspapers 
with a labor point of view, Inter- 
national Labor Press adopted a 
resolution requesting the AFL-CIO 
executive committee to make “the 
fullest possible utilization of union 
publications on the state and local 
levels” and for state and city 
central bodies “to stimulate the 
growth of state and local union 
papers.” There were reports that 
a pilot experiment with a “com- 
munity” paper will be tried in a 
one-paper city, probably Cincin- 
nati. + 


is dedicated to the 


— —— Bull Pen room 


other fine beverages, large 
stecks and wonderful sea- 

food dinners. Service to meet 
the tightest deadline. 


sy & ( 
a ~~ ¢ 


pat 


@ Rooms for Private Parties 
in dinners 


* 
4G 5S Lexington Restawrant LEXINGTON AVE., BET, 45th AND 46th ST., N.Y. 
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“IT wonder, 


Massachusetts hillside . . . 


unendingly, whether I might not have 
been a much better writer had I spent all my life, 
except a year or two in the east, for contrast, in my 
native Minnesota...I certainly find the prairies 
quite as productive of ‘art’ as any boulevard, any 


“In the lakes, the prairies by moonlight, the wide 
wheatfields on July afternoons...in the amiable 
mixture of Scandinavians and Bavarians and Yan- 
kees, in the shadow of the great north woods that just 
dimly reached to my town, I found inspiration more 
than enough ... Had I been born in New England, I 
might have known Keats and Dante much sooner, and 
I would have known more sorts of forks to use for more 
sorts of food, but I don’t know that the training would 
have been any the more solid or more exciting. No, a 
Minnesotan needs no salty water.”’ 


SINCLAIR LEWIS 


Copr. 1945, from “Minnesota Writes,”’ edited and published 
by Carmen Nelson Richards and Genevieve Rose Breen 


1885-1951 


What_makes a newspaper great? 


What’s the true 
measure of a people’s 
worth to the society 
of man? The iron ore 
they dig or the books 
they write? The oil 
they pump, the soil 
they till, or the music 
they make? The thunder of their 
factories or the hushed beauty of their 
churches, libraries and museums? 

This October 19th in the Min- 
neapolis Sunday Tribune more than 
635,000 Upper Midwest families got 
new insight to their region’s artistic 
and cultural achievement in an un- 
usual newspaper supplement—a 24- 
page picture-story report on “The 
Fine Arts of Minnesota Living.” 

Here are works and words for the 
world to remember: glowing lines 
from Minnesotans F. Scott Fitzgerald, 
Ole Rolvaag and Sinclair Lewis... 
the proud history of the Minneapolis 


Symphony Orchestra and the famed 
St. Olaf choir of F. Melius Christian- 
sen... an imposing array of fine art 
from Minnesota collections... fine 
examples of painting and sculpture by 
Minnesota artists... monuments of 
superb architecture in the state... 
a whole living record of a region’s 
contributions to the mind and heart 
and spirit of mankind. 

Already this unique newspaper 
supplement is gaining stature as a 
reference work. The United States 
Information Service has ordered 
10,000 reprints for use in describing 
American life to people of other coun- 
tries. Schools, colleges and libraries are 
writing for copies. A generous over- 
run supply is dwindling fast. (If you’d 
like one, drop a postcard soon to the 
Minneapolis Star and Tribune.) 

Months in preparation, “The Fine 
Arts of Minnesota Living” is the last 
in a series of nine special Picture 


Sunday Magazines dedicated to Min- 
nesota’s statehood centennial, pro- 
duced by staff editors, writers and 
artists of the Minneapolis Star and 
Tribune, and distributed in the Min- 
neapolis Sunday Tribune to the largest 
newspaper audience in the great 314 - 
state area of the Upper Midwest. It 
stands as another benchmark for 
measuring the conscientious service to 
readers provided by these two news- 
papers in every area of human interest 
and endeavor. 


Minneapolis 
Star 2zxd Tribune 


EVENING MORNING & SUNDAY 


635,000 SUNDAY - 500,000 DAILY 


JOHN COWLES, President 
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RCA Sells Detergent 
Through Service Company 
Radio Corp. of America, New 
York, is getting into the detergent 
business—but so far on a strictly 
limited scale. Called Orbit, the new 
product is being marketed through 
RCA Service Co., Camden, N. J. It 
can be bought only through RCA 
service branches throughout the 


| country. 

Made by Procter & Gamble, Or- 
bit is to be included with all new 
RCA-Whirlpool automatic wash- 
ers. It is available in case lots with 
10 packages per case; the price: 
$7.50. Potential customers are being 
alerted through direct mail pieces, 
which advise: “When you’re out of 
Orbit, call the RCA service com- 
| pany.” 


Moretti to Hoag & Provandie 

JFR Co., North Attleboro, Mass., 
has been appointed exclusive U. S. 
distributor for the Italian-made 


Boston, to handle the introduction 


ket. 


Koch to Fletcher, Wessel 

Koch Supplies, Kansas City, 
Mo., which sells equipment and 
supplies to the meat industry, has 
named Fletcher, Wessel & En- 
| right, St. Joseph, Mo., to handle its 
|account starting in January. 


READ 
TONIGHT? 


Tonight — in sprawling, spending Los Angeles — the race 
will be on for newspaper readers. 
And the paper that will win this race — tonight and every 
night —is the Herald-Express. (Matter of fact, the 
Herald- Express sweeps the field from here to the 
Mississippi!) 
Doesn't it make horse sense to put }owr money on the 
Herald-F xpress? After all, you'll be betting on a sure 
thing? 

Biegest paper under the AFTERNOON sun! 


Circulation: 342,000. Represented by 
Moloney, Regan & Schmitt, Inc. 


LOS ANGELES HERALD-EXPRESS 


Moretti passenger and sports cars. | 
JFR has named Hoag & Provandie, | 


of the cars in the American mar-| 


| ‘Iron Age’ Sponsors 
Appropriations Study | s The report, which Iron Age pub- | 


| Industrial Conference Board. 


1. BOG KETCHA™M 


Gordon Jones 
WINNERS—First, second, third and fourth prizes, re- 
spectively, in the annual poster competition spon- 
sored by the Junior Panel Outdoor Advertising Assn. 
were won by Mrs. Melville C. Gordon, president, 
Junior Poster Advertising Co., St. Louis, for a Man- 
ufacturers Bank & Trust Co. poster (Warner & 
Todd is the agency); Harold T. Jones, president, 
Jones Sign Co., Peoria, Ill., for J. Robt. Ketcham & 


Magee 


Associates, representative of National Life of Lin- 
coln; Tom Magee, president, Roadposter Co., Den- 
ver, for Lehrer’s Flowers, and Sam P. Vecchio, art 
director, Shostrom Signs, Rockford, Ill., for Burr 
Chemical Co. Members of JPOAA submitted art on 
successful poster programs that had appeared on 
their plants, the purpose being to encourage good 
outdoor advertising. 


Advertising Age, December 8, 1958 


| Dont Leave Home | 
| a> “BURR 
SR, cuemicat Co. 


ry 


Vecchio 


forts.” 


|lished last week, contains first- 


of Metals Industry |half 1958 data. The over-all trend 


New York, Dec. 2—Iron Age im metalworking was down during 


'released last week the first of a|that period. But three important 
new series of quarterly reports on | Segments of the industry, the report 


funds appropriated for new plant Shows, increased their first half 
and equipment in 36 segments of | 1958 appropriations over what 
the metalworking industry. they appropriated in the first half 

The quarterly surveys are being °f 57: The railroad equipment in- 


made for Iron Age by the National |4ustry stepped up its appropri- 
| ations by 45%; farm machinery 


Martin R. Gainsbrugh, chief | and farm tractors boosted theirs by 
economist of NICB, told a press | 19%; and electronic components 
conference here last week that) Were up 21%. 

“the metalworking capital appro-|_ On the other hand, the aircraft 
priations survey sponsored by Iron |industry cut its appropriations 
Age is an extension of our broader | 62%, compared with the first half 
appropriations survey for all man- of ‘57, and for the motor vehicle 
ufacturing concerns launched in| imdustry the drop was 33%. 

1956 under the financial sponsor-| This first survey, which was pre- 
ship of Newsweek. In a sense,” he | ceded by a pilot study, is based on 
said, “this new survey collects and 
reports on appropriations data 
vertically, that is, within a given 
industria) sector. This contrasts 
with the parent series which deals| 
with horizontal trends, or trends | Classification Codes. # 
among the major’ industrial} 

groups.” | Vladimir Returns to N. Y. 

George T. Hook, publisher of | 
Iron Age, pointed out that “such 
data should provide a new and 
sensitive business barometer. It| 
will show management how its 
own spending plans compare with 
actual appropriations in the in- 


with total employment of more 


dustries reported upon are shown 


ecutive with Gotham-Vladimir Ad- 
vertising. Mr. Vladimir, formerly 
vp and general manager of the 
agency’s Puerto Rican office, will 
be working on the export accounts 
dustry as a whole. It provides a of American Tobacco Co. and Le- 
new and useful figure of appropri-|ver Bros. (All detergent). Luis 
ations per worker in each indus-} Perdomo, formerly an account ex- 
try. And, for companies selling to| ecutive with J. Walter Thompson 


|metalworking, it shows where to|Co. in Puerto Rico, has been named 


concentrate immediate selling ef-|to succeed Mr. Vladimir in San 


| 
| 


responses from 386 companies, | trade publications and direct mail. 


| 


than 2,300,000 plant workers. In-| Katz Appoints Barrett 


by three-digit Standard Industrial | rector of national sales of the Tele- 


| 


Andrew N. Vladimir has re- of television new business devel- 
turned to New York as account ex- | pment. 


| 
| 


| 


Juan. 


Zervas Gets Marketing Post 

John G. Zervas, formerly vp of 
Fisherman Press Inc., Oxford, O., 
has been named director of mar- 
keting of Fishing Tackle Trade 
News, Wilmette, Ill. He will have 
offices at 37 Crest Line Ave., 
Bethpage, N. Y. Fisherman, pub- 
lished by Fisherman Press, was 
absorbed by Outdoor Life in Octo- 
ber. 


Wirebound Box Names Agency 

The Wirebound Box Manufac- 
turers’ Assn., Chicago, has named 
Robertson, Buckley & Gotsch, Chi- 
cago, te handle its advertising. 
Waldie & Briggs, Chicago, former- 
ly handled the account. The trade 
group, comprising 30 makers of 
wirebound boxes and crates, uses 


Halsey V. Barrett, formerly di- 


vision Bureau of Advertising, has 
joined Katz Agency, New York, 
station representative, as manager 


SIMPSON-REILLY, LTD 


LOSA 


OS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


Ww 


a 


fryer—62% above the national average! 


During the year 
1/3 of America reads 


If you want to sell housewares, go where every page is full 
of ideas that sell: Better Homes & Gardens, the family idea 
magazine. Any issue of Better Homes & Gardens has hundreds 
of ideas that sell housewares, directly or indirectly. How do 
BH&G reader households compare with the U. S. average in 
adopting new housewares ideas? Example: More than 1 out of 
5 BH&G readers live in households owning an electric deep fat 


Better Homes 
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Survey Shows Plan 
Would Draw Riders 
From Mass Transit 
By J082°P8 M. GUESS 
Of The Bulletin Staff 
A M-cent railroad fare, ten- 
eent PTC feeder service with 
trarsfer privileges plus more 
perk-ride lots would imecrease 
tyonage on the Chestnut Hil] 
nes of the Pennsylvania and 
Reacting railroads almost 50 per 
Cent. according to « city survey 
But, it was found, such « 
package would do little to lure 
people from their autos onto the 
Taitroads 
The bulk of the new railroad 
Titers, the survey found, would 
switch from other forms of mane 
transit — Pus trofiey and sub- 
Way -rievated lines 
From the city’s pent of view 
ary experiment with lower 
fares and finated service 
will be primarily a test of the 


ability of existing systems to 
halt, or pussit reverse. the 
present downward trend af 


transit and radroad riding 

The stady 
ers Research Service, Inc, for 
the Urban Traffic and Trans 
pertathm Board, bears out @ 
Jong standing city contention 
that a combination of hiwer 
commuter fares. plentiful and 


made by Market.’ 


ches 
eeTy 
woul: 
rail 


tant” aft 


per cent of acto riders saree. | 


On the other hand, only rye 


cent of present railroad users) 


pul cost in this category. To 
more than half of them the most 


Neighborliness is a reason why 


ct. Rail Fare | Zoo Birds | Dannie Winter Quarters for Outdoor Lbiving Youth Terms 


Confession Lie 


Viens, Takes Stand 
in His Murder Trial 


Bete) Part. Merete m yester- 
day wok the stand at his trial 
te deny, im « scarcely audcitic 
Volee, any part in the bludgeon- 
slaying of Horpiens Ceau 
American Stare manager, on 
September 24 195L 

He sand & confession taken 
April ®, 1957, by detectives whe 
questioned him in City Hall 
after he had been wnplicated by 
another yeuith eas “all a le 

With hands clasped behind his 
hack he told the court the “de- 
teclives were Guestiahing me so 
much ard pressing me I thought 
by me saying | was there it 
would all be forgotten.” 


Brass Kouckies Used 


j 
| 
' 
: 


be attier yesterday Faure wmi4 
f Demers 
ecard Detec 
ot the nes 


s& near Lamitas, 
tive Cham Bes 
nicide aqued read a 
t giving his account of 
se death 
i told af hitting 
seven times with 


Wan trtes gix ct 
brass kmuckies 
The statement, read by 
that te gang 
iroembers of °. oc tomtizy yore) 
killed Graertes “just because he 
was hollering at u 
A delerse witness, feos 
Xtphers 4 ino relation), who 
was brought! to court from Camp 
Hill Imdustrial School where he 
is serving @ term for sute lar- 
jceny, alsa termed “false” a 


Toe reiated 


| The Evening Bulletin thnday, May 1, 1958 


po Woman ond al Both How 


A a 4 
Sharing the same room in the maternity section of Frankford Hospital Mrs. ns 


in Philadelphia nearly everybody reads The Bulletin 


Greater Philadelphia is unique. 


It’s both a 


modern metropolis and a collection of proud 
little communities, where families live as old- 
fashioned neighbors. 


These folks look to Philadelphia’s home 
newspaper—The Evening and Sunday Bulle- 
tin—because it combines the contents of a 
big city daily with a complete coverage of 


neighborhood news. 


The Bulletin is a wel- 


come family friend, invited into the home 
day after day. 


No wonder advertisers get results from The 


Bulletin. Their sales messages are read by 
the entire family in the home, where decisions 
to buy are made. Philadelphians like The 
Bulletin. They read it, respect it and respond 
to the advertising in it. 


The Bulletin goes home . . . delivers more 


copies to Greater Philadelphia families 


every seven days than any other newspaper, 


Advertising Offices: Philadelphia + New York + Chicago 
Representatives: Sawyer Ferguson Walker Company, 


Detroit * Atlanta ° 


Los 


Angeles ° 


San Francisco 


Florida Resorts: The Leonard Company, Miami Beach 


The Bulletin publishes the /argest amount of R. O. P. 
color advertising in Philadelphia—Evening and Sunday! 


-rasnion 


H 
; 


important consideration is the! ‘The railroads seek the right 


eandition of the equipment. 
® Factors Rated 

Transit riders ranked the 
eight factors as follows 
waiting time, distance to trains, | 


of trains 
Auto users listed thera in this) 
ender: cost, 


te compete with other forms of 
| traasportation but are harnper- 
‘ed in doing so by regulations 


cogt,| Dated on old-fasmoned ideas, 


Jonegh A. Fisher, president of 


America, Visher said that, pera- 


of 

waiting time, distance to train, 
insufficient parking, condition: 
of station, athtude of erapioyes. 
speed of trains ; 

Raitroad riders arranged them’ 
this way: condition of cars, cost, 
waiting time, condition 


; 
u 
: 

firey 


opityent a the years hes ied 
te a “deteriorating railroad sit- 
uation.” 

Highway transportation, air 
transportation, waterway = irs- 
provements and a wide program 


i 
E 
| 
i 


. tranmpertation devel. / 


ules Hamper 


Railroads, Fisher Says 


Fisher urged that the rail- 


realisticeliy based on their 
ability to perform mass trane- 
portation at lowest cost 
"Those restrictions 
Transportation Act) which are 


attract traffic 


in Philadelphia im 1979 for 
| fraudulent conversion, 


ad 


Constable 


tous be silawed to make rates In 4255 Fraud 


dicen Sehwrwn, Fa, a con. 


stable, yesterday pleaded guilty} 
~~ to obtaining money under false; 
pretense and was placed on 23 


reeetiy’ «= probatian 


on @ femr that the rail! po.) ewecwendt, 
nught 


Distriet 


wy J 


the y principal Jerome Batka brought out that 


speaker at a dinner in the Sher- tase taid howerdn he would we 


aton Hotel sponsored try the so-— that he paseed 
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Charles (Chad) Fry, 64, 
painter and paperbanger, sat 
in his home at £16 Latshaw’s 
row, Spring City, and read the 
local newspaper 
He saw an item shout Ralph 
Piett, whe lives two doors 
away, 

ring ursier his liler bush 

Cad that, wondered Fry, 
be the wedding ring which 
had mysterocusly disappeared 
from the tuffet, where his | 


digging up 2 wedding | 


Wedding ring, found by «a neighbor after 
for 30 years, ls placed on his “bride” of 
Charies (Chad) Fry im their Spring City home. 
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May issue of the FRI Pulletin, 
| Hoover wrote 

| “Aa a lew enfarcement officer 
land as an American citieen, | 
feel dutybound to peak aut 
against a dangerous trend which 
‘is manifesting itself tn the fweid 
‘et film ant television enter- 
j telranent 

“In the face of the nation’s 
terrifying juvenile crime wave, 
we are threatened with a food 
of movies and Wievision pre- 
sentation: which flaunt inde- 


| mmde his hame « virtusi shrine 
‘have we witnessed such a brazen 
affront to our national oon. 
scvence 

“As an iBustration, two broth- 
ers, aged ten and 12. who a few 


“25 P.M. 


"THE HARRY PRIME SHOW” 

the bumt @ recorded 

mere with vocal stylings by your 
bow 


mae P.M. 
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THE 
LANDING 


as seen by 


JOHN BURGOYNE & BILL MASTERSON 


Hear yel Hear ye! The “Sth Annu- | 
al Continuing Report” of the likes | 
and dislikes of regular Super Mar- | 
ket Customers has recently been 
completed by the Burgoyne Grocery 
and Drug Index, and take our word 
for it—this year’s report is more 
comprehensive than before! 


INDEX, INC. 
COMCINMAT! 


Designed to get at the real facts 
of “Mrs. Super Market Shopper’s” | 
buying habits and attitudes, the Bur- 
goyne survey is based on 1,725 inter- 
views taken in five test cities. It 
gives extensive answers to such 
questions as—the reasons for choos- 
ing a favorite super market, how 
shoppers think stores can be im- 
proved, how often customers shop 
and who does the shopping, the in- 
fluence of ads on store selection, the 
attitudes of customers on window 
signs and the buying of non-food 
items. These are just a few of the 
questions covered, and we mention 
them merely to give you an idea of 
the value of this study. 


ae? R 


Findings over the five successive 
years this survey has been made, 
show that the Super Market busi- 
ness is experiencing all the physical 
and operational changes of any fast- 
growth business. For either the chain 
or independent the Super Market 
operator—determining the exact bal- 
ance between the changes conducive 
to more efficient Super Market op- 
eration—and the changes in the 
wants and desires of customers—is 
a coveted objective. This 5th Annu- 
al Continuing Report brings this 
balance into sharper focus. Natural- 
ly, the disclosures of the report are 
equally valuable to manufacturers, 
and their advertising agencies. 


S--Q" 2 


Although this study is made as a 
service to our Super Market friends 
—its disclosures about the attitudes 
and buying habits of Super Market 
shoppers pinpoint the sales targets 
for national advertisers. Your copy of 
this “5th Annual Continuing Report” 
will come to you post paid for one 
dollar sent to our Research Director. 


jand plan their activities. 
|e 2-for-1 promotions are the best! 


|@ On the subject of display ma- 


CROCERY J 4 ORUE J MOE INE 


j 
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Delay National Ads | 
to Boost Value of 
Tie-Ins: Drug Men 


New York, Dec. 2—More inal 
between product distribution and/| 
national advertising is needed if 
tie-in promotions are to be effec- 
tive at the retail level. 

This was the consensus at the} 
first Drug Store Seminar con- 
ducted by McCall’s at which pack-| 
aging, production and distribution | 
were discussed by agency and drug 
chain executives. 

Five chain drug panelists dis- 
cussing promotion deals, coupons, 
salesmen and 2-for-1 promotions 
agreed that: 


e Chain retailers should have 
notice eight weeks in advance of 
national manufacturer promotions | 
in order to properly coordinate 


Littmann Wade 


e Cosmetics manufacturers rely 
|too much on the package to sell, 
don’t supply enough point of sale 
display material. 


consumer deals. 


e Salesmen should call on store 
managers to create enthusiasm, 
but the quantity of products to be 
ordered for a special promotion 
should be left to the drug store’s 
discretion. 


e Center piece display material 
is no longer wanted. Materials for 
gondola ends and other’ than 
counter tops is preferred. + 


e Direct mail consumer couponing 
“too often is done without advance 
notice to retailers.” 


Suzy Brooks Names Goehring 

Suzy Brooks Inc., New York, 
maker of children’s dresses, has 
appointed Goehring, Pennoyer 
~ Agency, New York, to handle its 
terials, the panelists felt: advertising. A campaign will start 
e Chains often don’t get enough|in the February issue of Harper’s 
material for chain-wide promo-| Bazaar. Sterling Advertising is the 
tion, consequently don’t use any.| previous agency of record. 


ee 


Thanks, Boss, the feld | 
men all like Meyercord 
“ne water” Pressure 
Sensitive Decal Signs. 


Congratulations ! 
You're getting up a lot 


. 


a 

MEYERCORD 
PRESSURE SENSITIVE 
Permanent DECAL SIGNS 


in 1958... hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
++. we predict hundreds more will 
switch to them in 1959... because 
@ they'll say “goodbye forever” to decal water appli- 


cation problems . . . the bucket and sponge become 
obsolete. 


@ they're easily and quickly applied . . . yet as durable 
and long-lived as any decal sign ever made! 

@ experience shows field men “get more of them up.” 

@ this new concept in Point-of-Sale decal signs is the 
product of Meyercord research . . . a decal sign of 


pos performance and appearance, manufactured 
y the world’s leader in decalcomania! 


= 
¥ 
oe 


LHE 


today ! 


the MEYERCORD co. 


Dept. C-201—-5323 W. Lake Street, Chicago 44, lilinois 


TALKING IT OVER—Pictured at the opening of the “Cre- 
ativity at Work” exhibit sponsored by the Art Di- 
rectors Club of New York are Herb Lubalin, vp of 
Sudler & Hennessey (standing in front of the dis- 
play featuring his newspaper ad for the Federation 
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Lubalin 


Guisti 
of Jewish Philanthropies) ; Edward R. Wade, art di- 
rector of This Week Magazine; Bert Littmann, de- 
signer with Palmer & Littmann; George Guisti, free- 
lance designer who designed the show, and Arthur 
Hawkins, exec board member of the club. 


Hawkins 


Art Exhibit Shows ‘Agonies’ of Art 
Director in Creating Advertisements 


New York,- Dec. 2—The public|cam in his exhibit for his Sanka 
has been getting a behind-the-| coffee ad delves into the thinking 


scenes peek at how an ad is put 
together in an exhibition called 
“Creativity at Work” sponsored by 
the Art Directors Club of New 
York. 

The club has taken 15 medal 
winners from its national competi- 
tion of editorial and advertising art 
held last spring (AA, April 7), and 
used them as case material to show 
the evolution of the creative idea 
from first sketch to final reproduc- 
tion. To house the exhibition, the 
club has taken over the reception 
center of the Time & Life Bldg. in 
Rockefeller Plaza. The exhibit 
will run until tomorrow. 


s The displays are as varied as 
the ads and editorial pages they 
explain. A few attempt to show the 


number of people and amount of | 
effort involved in each project. But | 


most of them have been so sim- 
plified that they make the art di- 
rector’s job seem like an easy day’s 
work. 
A sampling of the ad displays: 
Helmut Krone of Doyle Dane 
Bernbach uses a few sketches and 


a few terse captions to explain his | 


medal-winning poster (the one 


showing a snow-covered mitten | 


holding a glass of Gallo wine). The 
problem, the display points out, 
was 
hot subway riders in August.” The 


|solution: “Show a glass of Gallo| 
|so cold you need a glove to hold} 
lit.” To do this, the agency “got! 


“how to sell Gallo wine to) 


behind the ad which shows a man 
drinking out of a white mug: “It 
was felt that perhaps the general 
public thought of Sanka as a cof- 
fee made primarily for invalids and 
caffein-sensitive people or that it 


was a coffee substitute... We 
tried to create a _ strong, virile 
brand image by concentrating 


strongly on the two essentials: The 
coffee and on one man in a rugged 
profession.” 


® Louis Dorfsman of the CBS Ra- 
dio network in his display shows 
how his sales promotion booklet 
was inspired by an article by 
James D. Woolf in ADVERTISING 
Ace. Mr. Woolf’s article empha- 
sized the necessity of frequency in 
advertising—a selling idea that Mr. 
Dorfsman felt was well suited to 
radio. He decided to reprint the 
article, and then the rest “was 
simply a matter of illustrating the 
piece with as much dignity as 
Woolf’s words .. . This was made 


;}even more easy because his com- 


ments referred to really visual 
things” such as a watermelon and 
a bottle of wine. = 


Bridge Adds Milton Roy Co. 
Harry P. Bridge Co., Philadel- 
phia, has been appointed to handle 
advertising for the Milton Roy Co., 
also Philadelphia, manufacturer of 
controlled volume pumps. 


model’s hand. Sprayed mitten with Oil Publication Moves 


artificial snow. Sandblasted frost | 
onto glass. Painted drips with clear | 
nail polish. Used blue paper for) 


| 
| 


sky.” 
Hugh White of Young & Rubi- 


Petroleum & Chemical Trans- 
porter, a monthly published for the 
tank truck industry, has moved to 
7815 Old Georgetown Rd., Wash- 
ington, D. C. 


PACK MORE 
SELLING Whe 


with LAPEL 


BUTTONS & BADGES 


We can reproduce any 
copy, design or color on 
a Lapel Button. 


Over 20 different round sizes 
DESIGNERS & MANUFACTURERS 
FREE SAMPLES ON REQUEST 


N. G. SLATER CORP. 


(220 West 19th St., New York 11, N. Y. 


Phone : WAtkins 4-3133 


In your next campaign 
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P.O. to 


Meet in Insert Hassle 


(Continued from Page 1) 
discussion” is under way with 
Post Office lawyers. 


® In the cookbook case reported 
last week, the Post Office Depart- 
ment took the position that Life 
was delivering third class mail— 
an independent booklet—and try- 
ing to have it transported as part 
of a second class publication. Be- 
fore agreeing to accept the Nov. 17 
issue of Life for delivery, the de- 
partment demanded third class 
postage for the cookbook, with 
the understanding that Life is free 
to litigate if it thinks it was over- 
charged. 

Issues and tactics are consid- 
erably different in this latest— 
and larger—case. At the crux of 
the controversy is a card promot- 
ing a picture cookbook which is 
being sold by Life. While the card 
itself would be mailable under 
normal circumstances, postal of- 
ficials objected because no allow- 
ance was made for it when the 
pages of the magazine were num- 
bered. The issue was delivered be-| 
fore the Post Office decided to! 
ask for more money. 


® Details of the controversy were | 


reading the magazines in search 
for hair-splitting instances of pos- 
sible rule violations. 


@ While he takes the position that 
his staff is prepared to cooperate 
in every possible way to help pub- 
lishers understand the regulations, 
he says it has been his belief 
that the revised rules adopted ear- 
ly this year are sufficiently sim- 
ple and specific so that they “will 
work 
make them work.” 

He contends the recent prob- 
lems occur because inserts stray 
beyond the area allowed in the 
rules into a “gray area.” “When 
we find violations, we are deter- 
mined to enforce the regulations,” 
he cautions. “Otherwise we would 
have to sit by and see the rules 
eroded away” (AA, Dec. 1). 


s Aside from three cases where 
the department is known to be 
seeking penalties—the two Life 
cases, and an earlier case involv- 
ing an insert in Ladies’ Home 
Journal—publishers report hosts 
of instances where local postmas- 
ters have been challenging ads on 
highly technical grounds. For the 
most part, publishers have been 


if publishers will try to! 


not divulged by either Life or the|upheld in the rulings from the 
Post Office Department. Life’s|division of postal services, but 
explanation is that the card was | publishers have become jittery, 
supposed to appear only in news-| and even when they win, they find 
stand copies, and was added to the |themselves basing their victories 
mail copies by error. Post Office|on hair-splitting considerations 
stood firmly by its refusal to have! which make it evident that com- 
any comment on a controversy pliance or non-compliance may 
with an individual publisher. rest on mere luck or accident 
Outcome of the case presumably | rather than clear-cut principle. 

hinges on whether the depart-| 

ment accepts Life’s explanation.|s With Time-Life officially in- 
Roy E. Larsen, president of Time|volved in “amicable discussion” 
Inc., emphasized the statement!over “complex and highly techni- 
that Life may have to pay a great |cal matters of interpretation,” Mr. 
deal of extra postage “is merely Larsen gave no indication whether 
speculation.” |his company is ready to go to 


IN WRITING—John F. Cuneo, president of Cuneo Press Inc., stands 
by as John K. Herbert, publisher of The American Weekly, signs a 
new eight-year, $40,000,000 printing contract. Cuneo’s roto plants 
in Weehawken, N. J., Chicago and Los Angeles have been turning 
out about 10,000,000 copies of the weekly supplement since 1952. 


This approach assumes that as 
far back as 1879 Congress rec-| 
ognized that advertising would | 
play a major role in stimulating | 
the growth of a periodical press, | 
and it made sure that advertising 
|in periodicals passed at a favor- 
able rate. 

While it gave a favorable rate to 
advertising in periodicals, Con- 
gress subsequently decided it also 
| wanted to create other rate classi- 
fications which would be useful 
for business men who preferred to 
distribute their advertising direct- 
|ly, instead of paying a publisher 
| to distribute it for them. 


Reach, McClinton, 
H. B. Humphrey 
Merge Agencies 


(Continued from Page 1) 
ment. 

Reach, McClinton now has of- 
fices in New York, Boston, Chicago, 
Los Angeles and Minneapolis and 
|is affiliated with Bacon, Hartman 
|& Vollbrecht in St. Augustine- 


| 


| Since at that time these people! Jacksonville, and with the Drake 
had only the choice of paying a|agency in Houston. 

publisher, or mailing only at pro-| Originally Charles Dallas Reach 
hibitively costly first class rates,|Co., the agency evolved to Reach, 
the creation of third and fourth| Yates & Mattoon and finally to 
class could be regarded as a boon| Reach, McClinton & Co. ‘This 
to individual business men, rather change occurred in March, 1957, 
than a limitation on publishers.| when H. L. (Hay) McClinton re- 


|signed as president of Calkins & 


® Confronted with a controversial | 
24-page cookbook in the Nov. 17) 
issue of Life, postal officials origi- | 
nally demanded full fourth class'| 
postage on the issue. Finally they) 
settled for a combination rate) 
arrangement which in itself was| 
a departure from normal rate pat-| 
terns, allowing Life to retain 
second class rights on all portions 
of the issue other than the cook- 
book. 

Asked about this arrangement, 
one official commented, “We have | 
to have some milk of human kind- 
ness in our bodies.” 


= With word of the “get tough” 
policy spreading through the pub- 
lishing industry, the division of 
postal services is beginning to take 
on the tempo of pre-Eisenhower 
days, when publishers trooped in| 
for advance clearance of every) 
unusual ad they planned to print. | 
Representatives of several lead- | 
ing magazines have been here dur- | 
ing the past two weeks for advice) 
on a number of inserts which are’ 
scheduled for release. In some me 
stances, it is known, they have | 
already been cautioned that yd 
| 


are headed for trouble unless re- 
visions are made. 


court soon to test the department’s 
position on mail classification. 
Although several court decisions 
touched on rate regulations many 
years ago, there have not been any 


recent efforts to determine wheth-| 


er the Post Office has adequate 
legal authority to specify the kinds 
of advertising which can be mailed 
in magazines and newspapers at 
second class rates. 

Most of teday’s difficulties over 
postal rates exist because postal 
authorities assume that certain 
kinds of advertising materials con- 
stitute “independent” publications 
which have been defined as third 
or fourth class, and are not eligible 
for classification as advertising 
matter in periodicals paying sec- 
ond class rates. 


= They point out that pamphlets, 
booklets and catalogs have been 
specifically defined as third or 
fourth class in laws passed by Con- 
gress since the second class act 
was approved in 1879. 

By itself, the Second Class Act 
of 1879 contains no language dis- 
tinguishing one ad from another. 
It says simply that newspapers 
and magazines may consist of ed- 
itorial matter, and permanently 
attached advertisements. Courts 


|have never decided whether the 
= Edwin A. Riley, director of the| Post Office Department is right in 
division of postal services, makes} assuming that Congress put a limit 
no secret about his regrets at the|on second class when it subse- 
ironic turn of events. After taking quently passed legislation giving 
over the post several years ago he|third and fourth class rights for 
expressed determination to “clean|certain kinds of advertising mat- 
cut” the hair splitting regulations ter. 
so that publishers would not find 
it necessary to run to Washington | 
for clearance of their material. 
Until recently there has been an 
unprecedented “era of good feel- 
ing,” with publishers breezing 
along under the impression that 
the official Post Office policy was/teristics, or whether it would be 
to put much more emphasis on de- eligible for a different classifica- 
livering the mail, and a lot less on| tion if mailed independently. 


s One point of view which has 
never been argued in court holds 
that Congress has not limited the 
freedom of publishers to accept 
whatever advertising they wish, 
regardless of its physical charac- 


= One sidelight in the current! 
fuss over “classification” of ad-| 
vertising materials is that the 
“discount” enjoyed by publishers | 
becomes less and less significant 
in view of impending rate in- 
creases. With a 10¢ a pound bulk} 
|rate for third class books and cat-| 
alogs retained in the new postal} 
bill, rates on advertising portions | 
of magazines and newspapers will 
be substantially higher than third 
class to many zones. 

On Jan. 1, for example, the ad- 
vertising pound rate for second 
class to the eighth zone goes to 
1l¢. In another year, the rate is 
scheduled to go to 11¢ in the sev- 
enth zone and i2.5¢ in the eighth | 
zone, while on Jan. 1, 1961, ac-| 
cording to current plans, it goes| 
to 10¢ in the sixth zone, 12¢ in| 
the seventh zone and 14¢ in the) 
eighth zone. 


s “One way to clear up the whole 
|problem forever,” says one gov-| 
ernment postal expert, “would be| 
|to specify that all advertising pays 
ithe same rate regardless of what 
class it is in. This eliminates all 
arguments over classification, and} 
eliminates any possibility that the 
government will discriminate in 
favor of one form of advertising 
and against another. 

“If the final rate were the third | 


Holden and teamed up with Mr. 
Reach. Within less than a week, 
the $5,000,000 Prudential Insur- 
ance account and the Berlitz School 
of Languages followed Mr. Mc- 
Clinton. 


® The Humphrey, Alley & Rich- 
ards operation once billed con- 


|siderably more than the better- 


than-$4,000,000 with which it is 
now credited. It was founded in 
January, 1951, in a merger of 
H. B. Humphrey Co. and Alley & 
Richards. In 1956 it reported 
$6,000,000 and last year was at 
$6,500,000. In June, 1957, Charles 
A. Holcomb resigned as president 
and followed the $1,500,000 Gener- 
al Telephone Co. account into the 
Kudner Agency. This was the 
second instance in two years in 


which departing accounts said the | 


Humplrey agency had done fine 


work but the advertiser had 
“outgrown” the agency. Earlier 
(June, 1955), Jaguar Cars of 


North America went to Cunning- 


ham & Wa'sh with the same ex-| 


planation. 


s Last August, International Pa- 
per Co. switched its $1,000,000 
account from Humphrey to Ogilvy, 


| Benson & Mather. 
The current Humphrey roster} 


\class rate, this would add some to shows nearly 40 accounts, including 
the postage burden of publishers,| John H. Breck Inc., Stetson Shoe, 
particularly the big publishers who|Syracuse China and others in 
|have several entry points in order| heavy industry, foods, office equip- 
ito avoid the long-haul rate. But) ment, jewelry and soft goods. + 
'the way rates are going up, and 

‘are likely to continue going up, it| Bennett Gets Guinness Account 


might not be as costly as it ap- Heublein Inc., which will become 
|pears, and it would put an end to 


‘an awful lot of quibbling.” + 


ness Stout, brewed by Arthur 


Guinness Son & Co., Dublin, Ire- 
land (AA, Nov. 17), has appointed 
Victor A. Bennett Co., New York, 
as advertising agency for the ac-| 
count. Fred Gardner Co, was the 
last agency of record. 


t 
Breyer Joins KSAY 
Stanley G. Breyer, formerly 
manager of KJBS, San Francisco, 
has become a partner in KSAY, 
| San Francisco radio station, 


sole U. S. agent Jan. 1 for Guin-| 
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‘Grant Trio Cut to 
Pinto-Kimball Duet; 
Reedy Is Dropped 


(Continued from Page 1) 
tern, he said. Bob Muir, head of 
accounting, will now assume great- 
er responsibilities, including some 
of Mr. Reedy’s functions, Mr. Mc- 
Intosh said. 

Mr. Reedy, who was a top vp at 
Abbott Kimball Co. for eight years 
before its merger with Grant last 
February, issued a statement today 
which said in full: 

“As a result of trade reports, I 
would like to state that in view of 
recent events Mr. Grant and Mr. 
McIntosh have formulated their 
own plans for the New York of- 
fice. Such plans do not include me 
or a number of others. Details you 
can get from them.” 


= In Chicago, Will Grant told 
ADVERTISING AGE the personnel 
| shuffle in New York was complet- 
ed. He said there have been no 
cutbacks in other Grant offices 
and added that two employes have 
been shifted to New York. They 
are Robert Sutherland, formerly 
in charge of four Grant offices in 
Brazil, who will join the agency’s 
international division office, and 
John Wilson, formerly of the De- 
troit office, who will handle 
Dodge regional advertising on the 
eastern seaboard. 

Branch office heads met in 
Chicago this week, Mr. Grant said, 
to discuss the handling of new 
business which has come in to the 
agency recently. 

“T can't reveal what the new ac- 
counts are,” he said, “but it will 
be released later this month.” 


se Mr. Grant expressed surprise 
at the attention the management 
changes received in the press. 
Part of the cause for changes, he 
said, has been a desire to reduce 
overhead. 

“We've been slow in adjusting 
since we lost our biggest New 
York account,” he added, referring 
to the $1,700,000 Florists’ Tele- 
graph Delivery Assn. account, 
which moved to Keyes, Madden & 
Jones last August. “But the main 
cause of the changes is a realign- 
ment of responsibilities. And when 
that happens, some people are in 
and others are out.” 


® It has been a chaotic three weeks 
for the local Grant operation. A 
bomb fell Nov. 19 when the Dodge 
New York Retail Selling Assn.— 
formed in September with the help 
of Grant—announced the award of 
its estimated $1,000,000 account to 
the Wexton Co. (AA, Nov. 24). 

This was followed last week by 
the resignation of Paul Bradley, vp 
and general manager of the New 
York office, and the appointment 
of the Reedy-Kimball-Pinto com- 
mittee to succeed him (AA, Dec. 
aE 

The triumvirate appointed last 
week apparently had been in- 
structed to prepare recommenda- 
tions for future New York opera- 
tions. They are reported to have 
reached complete unanimity but 
their recommendations were evi- 
dently unacceptable to Mr. McIn- 
tosh, who is supervisor of all do- 


| 


|mestic operations, and to Mr. 
|Grant. + 

Advertisement 
| CORRECTION 


|] In the Brunnings Marketing Serv- 
ices Ltd. ad on Page 84 the list of 
clients should read: 

Alfred Bird & Sons Ltd. (General 
Foods Inc.), Colgate Palmolive Ltd., 
Thomas Hedley Ce. Ltd. (Procter & 
Gamble), Nabisco Foods, Inc., Nes- 
tle Co., Quaker Oats Co., Standard 
Brands Ltd., Unilever, etc. 
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HELP WANTED 


POSITIONS WANTED 


Advertising Age, December 8, 1958 


BUSINESS OPPORTUNITIES 


MOLENE 
Editors Public Relations 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines be gee “Pre —— ~ =o 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add “All is grist which comes ey our — 
two lines for box number. Closing deadline: Copy in written form in Chicago office Andover 3-4424, 105 W. Adams S8t., Chgo 3 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- OPPORTUNITY FOR YOUN 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los COPY WRITER - 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days Our man is under 35, with solid agency 
preceding publication date, Display classified takes card rate of $18.75 per column writing experience; heavy on industrial. 


Pub. Rel. man—Tech. writer seeks inter- 
esting position with company or agcy. 
Industrial and trade assoc. experience 
me education. Commuting distance of 
NYC. 
Box 2063, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
YOUR NEW PRODUCT 
MARKETED PROFITABLY 
—Established Products Rejuvenated— 


inch, and card diseounts, size and frequency apply. He's making $7500 to $9000 now and is | Successful marketing-advertising manag- 


position in 10-man Mich. Ave. agency. 
Box 2062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1958 


41,961 — 


ready to move up. This is an important|er seeks challenging position with grow- 


ing company, metro NY. Highly creative, 
analytical. 9 years competitive, consumer 
products experience in product planning, 


No investment. No | sales management. MBA, marketing, age 


34. Will work year at low five-figure sal- 


HELP WANTED ' HELP WANTED | theatrical magazine. Commission plus | Sale, retail), advertising, sales promotion, 
BUSINESS PUBLICATION WRITER OR RESEARCH DIRECTOR | Dartial ownership. 
EDITOR WITH engineering knowledge in| Multiple Businesspaper publisher needs conflict with present job. Call WA 4-4726. 
field of commercial and industrial me-| research director. Unusual opportunity | TECHNICAL PUBLICITY 


chanical construction such as heating,| with expansion-minded firm, now getting | Career opportunity for experienced tech- | 


piping and air conditioning for top-notch | into electronic data processing. Send re-| ical publicity man in publicity dept 
editorial staff position in Detroit. Write sume te Donald Neth, Miller Publishing — industrial adv agency. Should have 


ary to prove profit-making potential. 
Box 2064, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ACCOUNTANT-CONTROLLER 


E. L. Henderson, Air Conditioning & Re-| Co., P. O. Box 67, Minneapolis 40, Min-| E-E. degree, proven skill in preparing | Young, 3 years exp. cost control service 


| 
| 
| 


| 


er ES eae eee ; ; 
PART TIME SPACE SALESMAN—NYC | packaging, pricing, distribution (whole- | 


| 


ACTIVE PUBLISHER WILL BUY a na- 
tional non-consumer publication which 
has reasonably good background and/or 
potential. Can absorb editor and assistant 
into present congenial operation of two 
national trade magazines. Please send 
last three issues, rate card and statement 
of circulation. 
Box 2040, ADVERTISING AGE 
200 E. Illinois St:, Chicago 11, Illinois 
Organizing important art correspondence 
school. Seeking active partner experi- 
enced all phases. 
Box 2059, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
TRADE PUBLICATION WANTED 
Desire to acquire all or controlling inter- 
est of publication, preferably industrial 
type. Kindly give complete facts when 
writing. 
Box 2074, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARE YOU A ONE-MAN SHOP? 
Let’s pool overhead to increase profit, 
and merge if advisable. We are a small, 


| well regarded Chicago agency with full 


frigeration News, 450 W. Fort St., Detroit nesota. feature articles on complex technical | organ., thorough knowledge service agen- | 
26, Michigan. ARTISTS—Tired of commcting? Like (6 | ee ee oe eee emrrodmtings  eodenn | bow snes ADVERTISING AGE 
Siethenakhe Wie ad raise your family in pleasant city with | sir conditioned offices, stimulating ac- | 480 Lexington Ave., New York 17, N. Y. 
“ cements wide lawns, shaded streets, excellent | ounts. good salary rofit shari fri | - 
In Advertising and Related Fields schools, far better living conditions? We | SoUDih S00 Feat future ing, fringe | EXPERIENCED ADVERTISING 
Exec, Copy, Art, Production, Editorial, | need 2 artists. Layout ability important, | °*"© Box 2072, ADVERTISING AGE EXECUTIVE. 
PR, TV-Radio, Sales, Secretarial, Ete. | but you will get chance to work on! 490 pexington Ave. New York 17, N. Y | Agency Gen. Mgr., Acct. Exec. Big Compa- 
Call Miss Barnard |many types art. Fast growing solid € = , =. | ny Advertising-Marketing Exp. in All Me- 
WA 2-2306, 202 S. State St., Chicago 4 | agency 2 hours from Chicago. Good rep- | ro. —_ eee. a Stim- 
n A utation. Ask any space man. Excellent ulating Grow ppty., Co. or Agency. 
_s yee ue acter andl einen te — working conditions. Salaries same scale ADVERTISING } Box 2086, qty come AGE 
hard and learn. In addition, an automo-| Chicago. Permanent—we do not make We handle your employment problem | 200 B. Hlinots St., Chicago 11, Tilinois 
bile is required. General knowledge of | Practice laying people off when account confidentially and effectively. MR. PUBLISHER! 
the media field as well as some sales | /e@ves the house. Write Harold Bramble, || accoyny EXECUTIVE .......... $18,000 HOW I8 YOUR CIRCULATION? 
background would be helpful. Your in- | Biddle Advertising, Bloomington, Tiinois. | Solid bkgd. in feeds, industriai, Your circulation put on a business basis, 
come will be in proportion to your abili- | EXECUTIVE & CLERICAL farm equipment and automotive. increase sales, revenue, reduce expenses. 
ty. Interviews will be conducted in| EXPERIENCED & TRAINEE || ACCOUNT EXECUTIVE .......... $12,000 Circulation Mgr. national reputation for 
Atlanta, Chicago, New York and Wash- Publishers Employment |] Agency exp. in drugs and getting results including present position. 
oy ” “d ee ee 469 E. Ohio St., Chicago, SU 7-2255 |} toiletries on fast moving retail — for change, prefer Florida loca- 
write Paul H. Chapman, Media Broker, General foreman for composing room; | account. ion. 
1182 West Peachtree, Atlanta. weekly newspaper shop (union) in Chi- | ADVERTISING MANAGER ........ $17,000 $00 Lenk, ek tet. ¥ 
ADVERTISING & PUBLISHING |eago; must be capable of handling all || Adv., Sales Prom. exp. in radio, ~ . -* .~ © AD 
FOR ALL TYPES OF PLACEMENTS phases of composing room; excellent op- TV and appliances for mfr. $20,000 a year 
GEORGE WILLIAMS—PLACEMENTS | portunity for the right man. ADVERTISING, SALES PROM. ..... $12,000 ADVERTISING MANAGER 
209 So. State St. HA 17-1991 Chicago | Box 2060, ADVERTISING AGE |] Sales, Sales Promotion exp. in ; for $12,500 
SPACE SALESMAN WANTED 200 E. Illinois St., Chicago 11, Illinois |_| bldg. materials for top flight mfr. | ena ee ig ee 


MARKET RESEARCH MGR. ....... $12,000 


General business magazine serving man-| COPYWRITER for leading Middle Atian- | Expd. indust. Market Research 


agement audience has sales opening for|tic Agency. Our annual billings have) u 
advertising space representative in its doubles 4 the last four years = we || Dir. to build dept. for expanding 
Chicago office. Salary and commission. | have the staff with the ability to contin- || Company. 

Must be experienced. Magazine space|ye this growth. We have room for a|| SPACE SALES ................. $10,000 
salesman preferred. In your reply state|copywriter to spearhead the creative | Exp. in foods for top level : 

age, employment record, and list adver-|thinking and writing on important ac- || ‘ade magazine. Cue 


tiser and agency references. | counts—primarily « consumer—with. em-'1 ., 4% 
Box 2044, ADVERTISING AGE phasis in the food field. This is an ex- Advertising Consultant 
480 Lexington Ave., New York 17, N. Y. | ceptional opportunity to grow into a key IMPERIAL PERSONNEL 


Seeking manager for art correspondence | position as Creative Director, Minimum 

school, experienced all phases—promo-|of 5 years copy writing experience re- 37 S. Wabash Ave., Chicago 3, FR 2-4233 
tion, fulfillment, complete operation. At-| quired. Starting salary $8,000. or what-| 
tractive proposition. hes it requires to get the right man. | 


| Over 20 years executive administrator in 


large advertising agency. Prepared and 
directed budgets up to $500,000. Hard-soft 
goods. Conducted sales and convention 
meetings. 
Box 2068, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

MR. PUBLISHER!! Stop breaking your 
back ...retire to Florida now! Enjoy 


|}your hard earned money. Experienced 


young publisher will run your properties 
for you. 
Box 2069, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


| 


recognition and top credit standing. Let's 
see if a satisfactory arrangement can be 
made. Write 
Box 2075, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MERGER 
Capably staffed, financially strong Chi- 


|eago agency in $500,000 billing bracket 


will discuss possibility of merger. Write 
Box 2076, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY WRITER 
WANTED 


For a leading medium-size 
Chicago advertising agency 


You'll write for varied accounts, all 
media. You should have three or four 
years’ experience (not necessarily agen- 
cy), good graphic sense, ability to dig 
out selling facts and put them into clear, 
convincing copy. Please write fully; our 
staff knows of this ad. 


Box 317, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Box 2058, ADVERTISING AGE Box 2061, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 480 Lexington Ave., New York 17, N. Y. ITALIAN PUBLICITY EXPERT 


with offices in Milan & Rome 

Next BOWL-A-BINGO = [| "=: Secomelusentin 
ex tas caniied deah || for American Advertising or 

| +6" 
. Terrific new copyrighted TV sports feature available. ||| Publicity Company. Box 313, 
Big TV Fast moving, competitive, loaded with suspense. Re- Advertising Age, 480 Lexington 
quires skill plus strategy. Low production cost. Network Ave., New York 17. N.Y 
Hit? potential. Write for fact sheet: TV Enterprises: ” r tit ah 
. 


Box 314, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


E FFECTIVE DIRECT MAIL 


Here’s a real opportunity for a material written and designed, 


by mail. If you think your direct 


mail pieces such as booklets, 
folders, letterheads, catalogs and 


similar material could be im- 


|| proved perhaps I can help you. 

|| For information about my per- 

sonal service and reproductions 

Especially Experienced In Foods |] OF pieces 1 have written and 


And Packaged Goods With A Good || designed for firms from Maine 


Working Knowledge of Radio and TV | to California, by mail, write to 
'| Raymond Lufkin, Tenafly, N.J. 


e If you’re tired of curbing your imagination . . . 


, . . . . 

e If you’re fed up with administrating to “Sacred REPRESENTATIVES WANTED 
” ° . . Pe 45-YEAR-OLD TRADE PAPER, 
Cows” and inflexible, preconceived company policy LEADER IN ITS FIELDS, (COAL, 
renee LUMBER, BLDG. MATERIALS 
restrictions... WANTS ADV. SALES REP 
= gt ES ’ HH ivege tags U._S. AND CAN- 
¢ If your initiative is frustrated because most of your |}}| 8n‘RenewAe pov "308, ABVER 
, | TISING AGE, 200 E. I N 

best ideas are turned down because they are con- |||\| Chicago 11, Tilinols. ig aa 


sidered too “off-beat” . . . 
Then, welcome to our shop! COPY-THINKERS 


Two young writers who have 


ei . ‘ . ve cut their teeth in advertising and 
This agency, with offices in six major cities, needs are ready to move up, wanted by 
an experienced, creative advertising person who loves old-established Michigan Avenue 
m A r A.A.A.A. agency. Successful ap- 
this business and knows how to write. plicants will give us some basis 


—in their school or job back- 
ground or other—for believing 


Location: Chicago. Lots of hard work under ideal ed con think through a jung 

ve . ° | industriai selling proposition. 
conditions, with good pay, security, and plenty of op- They'll be able to write clean. 
; ogical, convincing copy about it. 
portunity for advancement. We're taterested ts thelr growth 
potential, too, and — every en- 

s : : : couragement toward | increasing 
Write = — first htt ae the salary you responsibility and income. Sala- 
want. Our emplovees kno i ji . ries commensurate with past ex- 
7. 'P y w of this ad. Your reply will perience and earnings. Write fully, 

be kept in strict confidence. please, about jobs held, salaries, 


and personal data. Send small 
photo if you have one, and an 


BOX 318, ADVERTISING AGE, example or two of your work, but 


200 E. Illinois St., Chicago 11, Illinois Advertising Age, 200 East Illinois 


ertising 
Street, Chicago 11, Il. 


NOT AN OLD PRO WRITER 
RATHER MORE THAN A BEGINNER 
Please look at my not-in-print samples 


| Here's diction that’s controlled, now tow- 


ering, now offhand and friendly; it spells 
sell, many have said. Fifteen months of 
catalog and retail, so very dull. Male, 26. 
Chicago or elsewhere. 

Box 2070, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 

Proven successful 10 year record in drug, 
cosmetic and pkge. goods field. Fresh 
concepts and real creative thinking for 
all media. Excellent agency background. 
A real pro from any angle. 

Box 2071, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


FOR THE ACCOUNT EXEC WHO WANTS 
HIS FAIR SHARE OF BUSINESS & 
BILLING 


Top rated, fully staffed agency 
is looking for a proven account 
executive to build with the 
fastest growing advertising team 
in the country. 

You can’t miss—let us tell you 
about it! Box 316, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


Top agricultural writer, with solid back- 
ground in advertising, sales promotion, 
sales training and public relations. 
Box 2073, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Ambitious-fam. man, 25, Vet. Exec. po- 
tential. Desires opportunity. 3 years sales 
and purchasing exp. with top Chi. 
Graphic Arts firm. Presently employed. 
Capable of learning allied field. Willing 
to relocate if potential justified. 
Box 2077, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Agricultural A. E. Available 
Over 9 years experience with agricultural 
agency and manufacturer of agricultural 
products, also sales experience. Back- 
ground in seed, feed, fertilizer and allied 
agricultural products. Prefer Chicago 
area, available immediately. Write for re- 
sume. 
Box 2078, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CONTROLLER: Now Business Manager 
medium size 4-A agency, available Jan, 1 
executive position paying min. $10,000 
salary, M.B.A., Married, Children 
Box 2079, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Lilinois 


REPRESENTATIVES WANTED 
FLEXOGRAPHIC P-O-P DISPLAY 
IN ROLLS 


New, colorful, economical. If you call on 
large accounts, DISPLAY-FLEX can 
prove vast income builder for you. Excl. 
terr. open. Fuller Displays, Inc., 5-39 48th 
Avenue, L.I, City 1, N.Y. 


YOUR CLASSIFIED AD HERE 
WILL BRING RESULTS. 


SALES PROMOTION 
MANAGER 


We need a good creative man 
with the ability to follow 
through. He should be both 
thinker and doer, a salesman in 
fact and writing. Experience in 
direct selling, Food, Cosmetics 
or Drugs would be helpful; a 
working knowledge of printing 
production important. We offer 
an outstanding opportunity with 
an almost unlimited financial 
and executive growth potential. 
Send us your complete résumé 
and a covering letter on why 
you are our man. Air Mail to: 
B. M. Spears 
Lucky Heart Cosmetics 
Memphis, Tenn. 


GROWTH OPPORTUNITY 


College graduate or equivalent, 
under 30, warited for position in 
Export Advertising Department 
of a rapidly growing interna- 
tional company in Midland, 
Mich. Industrial or agency ex- 
perience plus a working knowl- 
edge of Spanish required. Under- 
standing of advertising proce- 
dures, methods and media 
essential. Duties include detail- 
ing, planning, production and 
distribution of promotional ma- 
terials. 

Write: R. F. Gettings, Tech. Employment 


THE DOW CHEMICAL COMPANY 
Midland, Michigan 


PR, heavy travel-resort exper. 

Editorial exper. this fiel 

might qualify. $25M 
AE, soft goods. Good merchan- 

diser. Will handle cosmetic 


also. Both national to $16M 
AE, public utility exper. to $12M 
COPY, indust.-consumer. to $12M 


MKTG. RESEARCH. Around 30. 
M.A. or other post-graduate, 


in mktg. Big agency. $10-$12M 
AE, bank exper $10M 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


TWO GOOD COPY JOBS OPEN 


No cubs; we don’t have time for 
training. No narrow gauge spe- 
cialists; we range from the Post 
to trade books, from print to 
broadcast media and all over 
the lot on products. But self 
starters with solid experience 
will enjoy working with our 
award-winning creative team in 
a top 4-A agency that has bil- 
lion-dollar corporations as cli- 
ents. And the price will be right. 
Send us comprehensive samples 
_—your own—and your résumé. 
Our people know about this ad. 


Box 306, ADVERTISING AGE 


480 Lexington Ave. 
New York 17, N. Y. 
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Advertising Age, December 8, 1958 


Be Ready to Defend 
Broadcast Coverage 
Data, Miller Advises 


(Continued from Page 2) 
remove station puffing from data 


Nielsen Network TV | 
Two Weeks Ending Nov. 8, 1958 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience“ 
TOTAL HOMES REACHED 


Arkansas Commission Seeks 
Agency to Build Industry 

The Arkansas Industrial Devel- 
opment Commission, Little Rock, 
is in the market for a specialized 
advertising agency to handle its 


|industry-hunting ads, William P. 


Rock, executive director, has an- 
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B. Allen marketing manager of the 
consumer products division and 
Edward J. Malone sales manager 
of the metropolitan New York di- 
vision. Mr, Allen formerly super- 
vised the marketing plans depart- 
ment of N. W. Ayer & Son. Mr. Ma- 


| lone has been editor and publisher 


ag My tonm| nounced, Currently’ the’ ads. are|®l, Grecer-GrepMc “and” general 
‘being handled jointly by William /|5#/¢s Manager of Francis H. Leg- 
ued. | Bonk ‘ Pregrem (000) | 2 Ewal J f th Row gett & Co. Mr. Allen’s position is 
Mr. Miller said the agency has) 1 Wagon Train (Edsel, General Foods, NBC) ........::.:.cccssssssssssmereeeensnnnnnveee 17,835|%. Ewald Jr., of the commission, newly-created; Mr. Malone fills a 
an obligation to give a hearing to| 2 Gunsmoke (Liggett & Myers, Spery-Rand, CBS) .........cccccccccsscossssssveesesenees 17,74|and Thomas C. Hockersmith & spot vacant for some time 
a salesman when he feels that (1) 3 Shirley Temple’s Storybook (National Dairy, Hills Bros., Breck, NBC) .... 15,443 Associates, Little Rock agency. / 
a change is warranted in the cov-| 4 Ed Sullivan Show (Mercury, Kodak, CBS) .......ccccosssosssssunenneenenensee 14616| Mr. Ewald is leaving AIDC to Meck & Staff Moves Offi 
erage estimate of his station and! 5 Have Gun, Will Travel (Lever, Whitehall, CBS) o...........ccccccccsesseeeseseneseees 14,573 | Open @ private consultant s office, | - pang 
that (2) he should be able to “go! 6 Danny Thomas Show (General Foods, CBS) .............cccccsccsesseseeeerseseeceeeres 14,486 | 2nd Mr. Rock said the : AIDC; John Meck & Staff, Chicago 
upstairs if he thinks he hasn’t got-| 7 Perry Como Show (Several sponsors, NBC) .............ccccccccssssesesnesseececeeeeee 14,442 | doesn't have a contract with the agency, has moved to larger quar- 
ten a fair shake” in his initial! 8 Sugarfoot (American Chicle, Ludens, ABC) ....cccccccsssccsssssssssssussemersenne 14,299| Hockersmith agency. ters at 520 N. Michigan Ave. 
hearing. 9 Cheyenne (Harold F. Ritchie Inc., National Carton, ABC)... 14,312 s 
Fo Maverick (Kaiser, Drackett, ABC) ........+-cccsss:cssesssssssveessssnnersessuunensnnnessssseess 14312, /WT Issues ‘Alaskan Market,’ | JUST ASK FOR MARIE 
‘ ® The second speaker, Robert F.. Report on 49th State ee 
Davis, of CBS-TV Spot Sales, made | PER CENT OF TV HOMES REACHED? J. Walter Thompson Co., New 
a plea for a less literal interpreta- | York, has issued “The Alaskan Call WAbash 2-8655! 
tion of set counts, costs-per-1,000 Homes| Market,” a 40-page report on the | Let Marie handle your complete 
and ratings. | Rank Program (%)| 49th state. Documented with charts! mailings—including addressographing, 
“I think we’d be better off if | 1 Wagon Train (Edsel, General Foods, NBC) .............ccccccsccsesseseensenseseenereeeneens 41.9\and tables, the report presents a| addressing, multigraphing, fill-in on 
set count and the whole process, 2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........ccccccccccsssesereereeeeeseneeenes 41.7| statistical picture of Alaska. multigraphed letters and planographing. 
down to cost-per-1,000 were taken| 3 Shirley Temple’s Storybook (National Dairy, Hills Bros., Breck, NBC) .......... 36.1 The annual Alaskan market for, Marie keeps your Mailing List up-to- 
a little less literally. Reflect for; 4 Sugarfoot (American Chicle, Ludems, ABC) ..........c:cccssesesssssnsnsesenseereenscseereeee 35.3; goods and services is placed at! date too and frees you from all the 
a moment; you have a set geen 5 The Rifleman (Miles Lab., Procter & Gamble, Ralston Purina, ABC) ............ 35.0 | $310,000,000. The report says the! detail work. 
an arbitrary estimate that cou 6 Cheyenne (Harold F. Ritchie Inc., National Carton, ABC) .....cccsssecessesseseeee 34.9| consumer market—which accounts| r: } h 
be miles from the truth. Then an-| 7 Have Gun, Will Travel (Lever, Whitehall, CBS) ..............cccccccccccsceseeeseeseneseneeee 34.5| for $200,000,000 of this volume— | 5 pein tle pete caar saree 
other extremely dubious statistic) g Maverick (Kaiser, Drackett, ABC) ..........ccssssssssssssssssssssssnussssesssnnnensnsssnnensenssss 34.5| is expected to “expand a minimum | give quick service, do accurate work 
enters the picture—the rating.) 9 Ed Sullivan Show (Mercury, Kedek, CBS) .................ccsscssscssssssccresorsessssnesses 34.2] of 5% annually.” and guarantee prompt delivery. 
a the and their ee] 10 Danny Thomas Show (General Foods, CBS) ...........c..ccccccssssesseseseeseseeseesenneneenne 34.1 
a ht Hudson Names Allen, Malone | aL Dh 
” | ** 
agg Ph ie = a pitch for| Nielsen Average Audience Hudson Pulp & Paper Corp., Mev Viup r= 
rounding off ratings, asserting: | Homes| New York, has appointed Everett | 431 “ Dearborn St. + Chicago 5, illinois. 
“There is no difference between | ®°"* ’ Program (000) 
a 12.2 and a 12.4. They’re both | 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........cccccccssssenneenenseeeeeene 16,922 
12s and we’re kidding ourselves by 2 Wagon Train (Edsel, General Foods, I a a ae 14,660 
thinking any differently.” Dis- 3 Have Gun, Will Travel (Lever, Whitehall, CBS) ...............cccccccccccceceeeeeeeeeeeeeee 13,920 
pensing with the decimal points, 4 Danny Thomas Show (General Foods, CBS) 
he said, will save a lot of time 5 Shirley Temple’s Storybook (National Dairy, Hills Bros., Breck, ABC) .... 12,789 
and work. + 6 cee ee Oe GE, D.C, GID cisscesceisscccerscsecpensecstantsntentinietiteions 12,702 
2 Sar ees Te I TI, TOD. wei eivnsnsvn sc cicticicsssctssnssesesttictatnsnninatinn 12,659 
8 ee Sr I I na 0 sch inceesapsepaonannniainmmaranaintinsel 12,441 
Resor Becomes Realtor 9 Wyatt Earp (General Mills, Procter & Gamble, ABC) .........c:cscsssesesseeeessee 12,224 
William Resor, who retired last} 10 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........ccccccescceseeneees 12,006 
year after 38 years with J. Walter 
Thompson Co., has become associ- PER CENT OF TV HOMES REACHED} 
ated with James G. Pope & Asso- Come to grips with your 
ciates, Rowayton, Conn., a realty Homes 
company. Mr. Resor is not related Rank Program (%) by 4 | 
to Stanley Resor, board chairman 1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ........:ccccccscscssseseseesenseeeensnees 39.7 uying or selling pro lem 
of JWT. 2 Wagon Train (Edsel, General Foods, NBC) ..........<:ccssssssssesnsnnsessessesnensnerenens 34.4 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) ...........cccccccccsseeseeeeseeeeeeeeenenee 33.0 : : ov 
4 __ The Rifleman (Miles Lab., Procter & Gamble, Ralston Purina, ABC) .............. 32.0 pis sere ad in eager 
5 Danny Thomas Show (General Foods, CBS) ge gets right down to the basics o 
HARPER ASSOCIATES 6 Maverick (Kaiser, Drackett, ABC) «0.0.0.0... ' good buying or selling strategy. 
180 Broadway, New York 38 ‘4 Shirley Temple’s Storybook (National Dairy, Hills Bros., Breck, NBC) ........ 29.9 Puts your message into the hands a 
Partial Listing of | 8 We RGU a Gre TER Bs PI CID cra cscs escent cave csnsescccvenccevancivecsinsbtpreeconee 29.8 ‘ 
Executive Opportunities 9 Jack Benny Show (Lucky Strike, CBS) ...........cccscsssoresrorseasserssorsersoressersoronsereres 29.6 of over 158,000 marketing wine and 
nee 3 g- pigs gds..... = ety 10 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..........c.cccccccscssceseneeesees 29.3 women who have the authority to 
Ady Mer-pkge gd. 1s... te $25,000+ || buy, sell or hire. You get quick 
mw J mete Fog pda poe.eeer * Homes reached by all or any part of program, except for homes viewing only one fe} action. Costs as little as $5 per ad. 
Brand Mgrs (10) consumer. .$8-$15,000 five minutes. Try it! 
Cooruriters AAAA Drug pkg. . ‘to ieoee ** Homes reached during an average minute of the program. 
Mkt Resb-consumor pataese a ° 13.08 | + Percented ratings based on tv homes within reach of station facilities and by each Use This Space to Print or Type Your Classified Advertising Message 
Aavig merind 302° 90.." $10;0004 | Program. 
ny ae — (anes “ * Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
Videodex Network I V order. Figure all cap lines (maximum—two) 30 letters and spaces 
per nary wees 7 voto ro 40 pes Se. aes vee for a 
| - number, osin. eadiine: in w e min icago omnce 
MERCHANDISING MAN Nov. Y 7. 1958 no later than oon Wodacodar t days preceding publiontias date. 
Los Angeles office of national |) Copyright by Videodex Inc. Display Classified Rates: take card rate of $18.75 per column inch, 
4-A agency seeks merchandis- |) p,,,, Program (%) and card discounts, size and frequency apply. 
ing man with advertising agency 1 Perry Como Show (Several sponsors, NBC) .......:..::c:csesesssesrssesssesnenesesreseneersnen 35.5 
experience. Must be well-versed || 2 Danny Thomas Show (General Foods, CBS) ...........cccccsseserssescesseeneseesensceenvenes 35.4 
in department store, chain | 3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........cccccseccsssssesneesssesnssesvene 35.0 
store, supermarket fields. Salary 4 Loretta Young (Procter & Gamble, NBC) .........ccccccscsscsserseeeesesseessscseseeceneseness 33.8 
open. Tell us all about yourself is Desilu Playhouse (Westinghouse, CBS) ...........sesescssseesseeeeeenserseesscsserseerneteneee 33.1 
in first letter, listing types of ac- 6 Wyatt Earp (General Mills, Procter & Gamble, ABC) ...........cccccccccccccceneeene 32.9 
counts on which you have 7 Have Gun, Will Travel (Whitehall, Lever, CBS) . a 
4 8 The Rifleman (Miles Lab., Procter & Gamble, Rolston Suna, ABC) .. Pian Pee ee 29.7 
worked. Box 27 R 172, Advertis- |, 
. 9 I ee NR Uae che rnccrcsitvcesicesceniccsstandentetaadegsercysoonscnese payin’ 29.6 
5 ing Age, 4041 Marlton Ave., Los || 19 — Wagon Train (Edsel, Nabisco, NBC) ...ccsscscssscocssssseesseeessessnsssnssennseennee 29.4 
” Angeles 8, Calif. , 
| Rank Program é 
| 9 Perry Como Show (Several sponsors, NBC) 2 
' ‘ The Midwest's % 1s . Danny Thomas Show (General Foods, CBS) 
. yA 3 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............:ccccccccsseesssceseernnees 11,887 
sep ten Art & 4 Loretta Young (Procter & Gamble, NBC) ............c.::csccscerseeeeneersenseersernnneces 11,748 
By preven 5 Desilu Playhouse (Westinghouse, CBS) ...........:ccscsesseeseesssenerensensseseeeerereres 11,265 
59 E. MADISON + SUITE 1417 6 Wyatt Earp (General Mills, Procter & Gamble, ABC) ...............::ccc:ce0 10,968 
p- trsng = ee |. PAREN OE ~- 10,428 
ntact 8 Have Gun, Will Travel (Whitehall, Lever, CBS) .............ccccccccccccccscceeeeeeee 10,311 | | F $ 
9 Wagon Train (Edsel, Nabisco, NBC) ........ssessecressenseecessneeneeetreneensenesennenee 10,097 am enctosing 
Fine, Fast, Fairly Priced Photography | o Tales of Wells Fargo (American Tobacco, Buick, NBC) .............0::ccc0eee 9,902 My Name 
* Homes viewing in cities where program is telecast. Street 


City 1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


pics 


Photographers 
OEARBORN 2-1062 

PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Kral Joins ‘Mademoiselle’ Dowd, Redfield Adds One 

Ted Kral, formerly Pacific Coast} Aircraft Exchange, New York, 
manager of Crompton-Richmond,|has appointed Dowd, Redfield & 
has joined Mademoiselle as West| Johnstone, New York, as its first 
Coast ad manager, succeeding| agency. The company acts as bro-| 
Frederic Beck, who has resigned, |ker for trading transport aircraft. | 
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FC&B Resigns 
Watchmakers 
of Switzerland 


(Continued from Page 1) 
took official cognizance of its 
befuddlement by commissioning 
Nowland & Co., Greenwich, Conn., 
research company, to do a full- 
scale study of the U.S. market. 

Pending the results of this study 
and the analysis of the results, 
Watchmakers reduced advertising 
to a minimum. In its last fiscal 
year Watchmakers had a world- 
wide budget of $2,500,000. 


® This was never an easy account 
to administer. In addition to in- 
stitutional campaigns for the in- 
dustry, it involved a host of re- 
lated services—merchandising to 
dealers, customer relations, mar- 
ket research studies, films, bro- 


chures, booklets and convention 
exhibits. 
In 1957, Watchmakers spent 


$462,000 on advertising in US. 
magazines, but the expenditure on 
related services may have been 
double this amount. 

Handling the account also 
meant involvement in the ticklish 
problems of tariffs and foreign 
trade policies. In company with 
Watchmakers and 22 other com- 
panies and associations, FC&B 
found itself a defendant in an anti- 
trust suit brought by the US. 
government in 1954. This suit is 
still pending. 

It also involved, finally, a good 
deal of international liaison. The 
agency still maintains an office in 
Bienne, Switzerland, and, as it 
pointed out in its resignation an- 
nouncement, “we have built an 
international account group of 100 
specialists working through agen- 
ey offices and affiliates on five 
continents and in as many as 22 
languages.” 


s In the opinion of most observ- 
ers here, it was the U.S. market 
situation which touched off the 
rift with FC&B. Timex, Westclox 
and one-jewel and  non-jewel 
watches, in general, have been the 
big sellers in recent years, stealing 
a march on the Swiss with their 
aggressive advertising and mer- 
chandising to consumers on a year- 
‘round basis. 

Imports of pin-levers have 
soared, and new outlets—such as 
men’s and women’s clothing stores 
—have begun to carry high-style, 
inexpensive timepieces. The Swiss 
have concentrated their efforts on 
the jeweler, who, as one observer 
pointed out this week, “is not the 
world’s greatest traffic center.” 

The Swiss apparently have not 
decided yet on their future course. 
FC&B is continuing on the ac- 
count “until the most practicable 
termination date for each country 
is arranged.” There was no indi- 
cation given as to whether another 
international agency will be se- 
lected or whether the account will 
be parceled out country by coun- 
try. 


® Paul Tschudin, manager of the 
Watchmakers information office 
in New York, will fly to Switzer- 
land this weekend for consulta- 
tions, but he said this trip had 
been planned before the FC&B 
resignation. The FC&B offices in 
Mexico City and London are not 
expected to be affected by the loss 
of the account. London, in partic- 
ular, has a healthy account roster 
without the Watchmakers busi- 
ness, 


@ The Watchmakers of Switzer- 
land advertising story was really 
a three-phase story. It began in 
1948 with an effort to solve long- 
standing problems of Swiss watch- 
es in the U.S. For years before 


| the war perhaps the greatest prob- | 


lem of Swiss watches in the U.S.) 
was lack of repair facilities and| 
of replacement parts. When thous- 
ands of GI’s came swinging down 
the gangplanks from the troop- 
ships, many carried fistfuls of 
Swiss watches. The problem was 
magnified: If the Swiss wanted 
to maintain a U.S. market they 
had to move. 

They centered their attention on 
the jeweler, previously the darling 
of the American watch manufac- 
turers. The Swiss Watch Federa- 
tion (about 500 makers) picked 
Foote, Cone & Belding Internation- 
al for a combination advertising, 
merchandising and public relations 
job. Its objectives were: (1) To 
promote the retail jeweler as a 
specialist; (2) to publicize the 


Milne 


W. Carson 


O.T. Carson Foxworthy 


Staples 


GOLDEN YEAR—O. T. Carson, president of Domestic Engineering Co., 


availability of factory-tested in-| 
terchangeable parts for the serv- 
icing of Swiss watches by Ameri- 
can jewelers and watchmakers, and 
(3) to increase the watchmaker’s 
profit by promoting him as a qual- 
ified repair expert. 


s The drive needed trade support, 
and the trade needed the drive— 
since about 25% of a jeweler’s in- 
come comes from watch repair and 
it is the paramount builder of traf- 
fic in jewelry stores. It got support 
over a nine-month period, in which 
loose-leaf catalogs of repair parts 
and movements were sent out, and 
such innovations as a standard 
nomenclature and packaging of 
watch materials in Switzerland 
were introduced. 

The consumer campaign dealt 
lovingly with the jeweler: “For the 
gifts you'll give with pride—let 
your jeweler be your guide,” said 
one campaign. 


s As time went on and Swiss 
watches dominated the American 
scene, there arose a demand for a 
tariff. The Swiss campaign was 
switched to dwell on the virtues 
of competition, and to point out 
that trade is a “two-way street,” 
emphasizing that in nine postwar 
years, the Swiss bought $1.5 bil- 
lion in American products, while 
the U.S. bought $1 billion of Swiss 
goods, half in watches and move- 
ments. 

The campaign may have soft- 
ened the tariff blow, but it didn’t 
avert it; tariffs on watches and 
movements were increased 50%. 
Subsequent institutional advertis- 
ing played up the reciprocal nature 
of trade. 


# Even this led to some contro- 
versy. In 1956, after the Watch- 
makers of Switzerland campaign 
had been selected as one of the 
winners of The Saturday Review’s 
“advertising in the public interest” 
awards, the selection was severely 
criticized by Paul F. Mickey, vp 
of the American Watch Manufac- 
turers Assn. He objected to the 
Watchmakers as a propaganda arm 
of the Swiss Watch Trust, set up 
under legislation specifying that its 
purpose was to prevent creation 
of watchmaking establishments 
abroad. 

What annoyed Mr. Mickey most 
was that American manufacturers 
were unable to buy advertising 
space in Switzerland to present 
their viewpoints: “It is ironical 
that Foote, Cone & Belding and the 
Watchmakers of Switzerland 
should be applauded for ads in our 
papers, contrary to our own gov- 
ernment’s policy and giving a point 
of view opposite to that of the 
American watch industry, when we 
are denied the right to advertise 
in Switzerland on the ground that 
our point of view is contrary to 
the policy of the Swiss govern- 
ment.” 


= It was an unusual account for 
FC&B. In 1954 the agency was 
charged—along with 18 U.S. or- 
ganizations and six Swiss compa- 


nies—with violations of the Sher- 


Chicago, checks over memento book of congratulatory letters writ- 
ten by stockholders on the occasion of his 50th anniversary with the 


company. With Mr. Carson are J. 


A. Foxworthy, exec vp; George L. 


Milne and C. L. Staples, vps, and William Carson, secretary. Ear- 
lier, 37 stockholders and their spouses honored Mr. Carson at a din- 
ner. 


man Anti-Trust Act and Wilson 
Tariff Act. The agency said in a 
statement that it had rendered on- 
ly services to the Watchmakers of 
“the same type of service which 
we and other advertising agencies 
render to domestic clients.” 


® The Swiss watch account—which 
began by being called a $2,000,000 
account—was the subject of a has- 
sle within the agency in its earli- 
est days. A conflict over its han- 
dling led to the resignation of L. 
Patrick Dolan, who had headed 
FC&B’s London office and is now 
a prominent London advertising 
agency head, and Robert A. Stro- 
ther, who subsequently joined 
Reader’s Digest. At that point, New 
York advertising circles said, only 
a flying trip by Emerson Foote, 
who then was in charge of inter- 
national operations for the agen- 
cy, kept the account for FC&B In- 
ternational. + 


New Old Golds or 
Not, Lorillard Is 


Found in Contempt 


RICHMOND, Dec. 2—The fourth 
circuit court of appeals here isn’t 
convinced that new Old Golds are 
sufficiently revolutionary to es- 
cape the terms of a 1950 Federal 
Trade Commission cease and de- 
sist order dealing with tar and nic- 
otine claims. 

On the basis of a hearing held 
last October, the court decided last 
weekend that recent Old Gold ads 
used by P. Lorillard Co. represent 
criminal contempt of the court’s 
order upholding the FTC cease and 
desist order. The court has now 
designated Jan. 7 as the date of a 
hearing which will determine the 
penalty, if any, to be assessed. 

FTC sought court intervention 
after Lorillard touched off a “tar 
derby” with claims early this year 
that Old Gold has lower tar and 
nicotine content than other brands. 
In its application to the court, FTC 
recalled that the 1950 cease and 
desist order prevents Lorillard 
from claiming that its cigarets are 
better than other leading brands so 
far as tar and nicotine content is 
concerned (AA, Sept. 22). 


® Lorillard contended its recent 
ads are true, since new Old Golds 
are entirely different from the 
cigarets*: marketed at the time of 
the 1950 order. It said both Old 
Gold straights and Old Gold filters 
have substantially lower tar and 
nicotine content than the majority 
of competing brands. # 


Murray Resigns from ‘PI’ 

John D. Murray, midwestern 
sales manager of Printers’ Ink, has 
resigned. He will announce future 
plans at a later date. 


New Enderwood 
Agency Gets Bic, 
Waterman Pens 


(Continued from Page 1) 


de Propagande, is a member of 
CAMA. 


# John Murnan, marketing direc- 
tor of Waterman, said this week 
that Enderwood is definitely han- 
dling the entire account and al- 
ready has started work on Water- 
man and Bic campaigns. 

At the Richards agency, how- 
ever, there was a decided reluc- 
tance to concede the loss of the 
business. Mr. Hill said he was ex- 
pecting momentarily a communi- 
que from Paris that would clear 
the air. 

The Bic pens, inexpensive dis- 
posable ballpoints, have been a 
marketing sensation in postwar 
Europe, where they have been 
heavily advertised. Mr. Murnan 
told ApvVERTISING AGE that the 
French company is shipping spe- 
cial equipment to make the pens 
here. Bic’s U.S. advertising is not 
expected to begin until after 
March. 


® Bruce Enderwood is no stranger 
to Madison Ave. He was a creative 
man with the Kudner, Biow and 
McCann-Erickson agencies before 
becoming a top vp with Gruen. He 
set up his own company in Jan- 
uary, 1957, acting as a marketing 
consultant. 

His first client was Waterman, 
and his company has been de- 
scribed as “Waterman’s marketing 
department.” Aside from Water- 
man, he has no other advertising 
accounts. 

Enderwood’s first campaign for 
Waterman will break this month. 
A dealer co-op drive, involving 
newspaper units from 400 to 
2,100 lines, it will introduce Wa- 
terman’s new ink cartridge pen, 
priced at $2.95. 

Theme of the campaign will be, 
“A new modern fountain pen with 
that wonderful oldtime Waterman 
smoothness.” # 


Ward Uses Pilot Radio Drive 


Montgomery Ward & Co., Chi- 
cago, mail order house and de- 
partment store chain, has set its 
first major metropolitan radio ad- 
vertising campaign for Dec. 7 
through Dec. 12 on WBBM, Chi- 
cago. The company’s only other 
use of radio was a small-scale 
drive in Detroit several years ago. 
Ward will use 20-second and one- 
minute spets to premote special 
Christmas toy offerings. 
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Attacks on Ad 
Business Reflect 
Snobbery: Mogul 


(Continued from Page 1) 

ing finger at advertising, which 
they accuse of being fundamental- 
ly immoral and dishonest,” he said. 
“If the intellectuals had their way, 
all advertising would be so pre- 
ciously sophisticated that only the 
top-echelon editors of The New 
Yorker could fathom it. 

“And with all due respect to 
The New Yorker, which I read and 
enjoy for its own highly special- 
ized brand of literate sophistica- 
tion, how many Americans would 
stand for an unrelieved diet of in- 
tellectual-based advertising? 

“The intellectuals themselves, of 
course, already have their outlets 
in The New Yorker, the Saturday 
Review, Atlantic Monthly, fm ra- 
dio and the menus of quaint 
Greenwich Village bistros. 

“The real trouble with those 
who accuse advertising of talking 
down, or of hidden persuasion, is 
that they would have the vast 
American public conform to their 
own tastes and distastes. 


= “Furthermore, these people sim- 
ply have no conception of what is 
meant by the American public, ex- 
cept that it’s a handy phrase to use 
in an argument. Let them visit the 
coal mining towns, the farms, the 
factories and the small shops. 
Perhaps then they’d learn that 
most Americans never attended 
college, indeed never finished high 
school. 

“What is so immoral or dishon- 
est about advertising which ap- 
peals to the majority of the con- 
suming public on a level that is 
palatable and comprehensible, 
provided it is not fraudulent, de- 
ceitful or downright phony? 
What’s so wrong about extolling 
the advantages of a client’s prod- 
ucts in words and pictures de- 
signed to grip the attention and 
pique the buying interest of the 
public? And if it’s a competitive 
story that needs telling, what on 
earth is so wrong about telling it 
with all the competitive ammuni- 
tion at your command? 


= “If one product or service is bet- 
ter than another, present your 
case to the public and let the 
potential customers decide for 
themselves. The record of product 
failure in this country and the 
ever-recurring success stories of 
new products are ample evidence 
that the public can and does decide 
for itself,” Mr. Mogul said. # 


Thomas Santacroce Moves 
to Compton’s N. Y. Office 

Compton Advertising has trans- 
ferred Thomas R. Santacroce from 
his post as vp and 
Pacific Coast 
manager in San 
Francisco to its 
New York office 
as a merchandis- 
ing expert. Mr. 
Santacroce will 
work with toilet 
goods and drug 
executives at the 
agency. 

He joined 
Compton two 
years ago from Jacob Ruppert, 
brewer, where he had been vp and 
sales manager. Mr. Santacroce had 
been with the former Biow Co. be- 
fore joining Ruppert. 


Walsh Joins OB&M 

Christy Walsh, formerly with 
Ted Bates & Co., has joined Ogil- 
vy, Benson & Mather as manager 
of the Hollywood, Cal., office. 


Thomas Santacroce 


*- 
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‘Repositioned in 
Auto Price Scene, 
Edsel Goes to K&E 


(Continued from Page 1) 
$5,400,000, compared with $171,-) 


000,000 in the first half of 1957.) ' 


Edsel, after a slow start in 1957, | 
has outdistanced the higher-price | 
Lincoln by some 8,000 units. New | 
Mercurys are moving out of show- 
rooms at about half the 1957 pace. 
Rambler has replaced Mercury as 
the seventh most popular car. 

Ford, like other auto makers, is | 
believed to have cut back adver- 
tising expenditures as a result of 
the sales slump. 

The new agency shakeup fol- 
lows by several months a top man- 
agement revision at the M-E-L 
division, which saw Ben D. Mills 
moving up to replace James J. 
Nance as vp and general manager 


|\Cream for the Holidays Week 


/on the “Ed Sullivan Show.” As of 


‘Ss | 


| 


FRENCH & AMERICAN DISHES—Chris- 
tine Carere, French film actress, 
celebrates her selection as Miss Ice 


(Dec. 15-21) with a. dishful of— 

ice cream. Paraffined Carton Re- 

search Council is the sponsor of 
the promotion. 


co-sponsor for its alternate week 


Rice Industry Names JWT Its First Agency 


| Houston, Dec. 5—The Rice Industry, national trade association of 


rice growers, millers, dryers, sales offices and canal companies which 
was organized earlier this year, has named J. Walter Thompson Co., 
Chicago, to handle its advertising and public relations. 


Oakite Moves to Manoff from Calkins & Holden 


New York, Dec. 5—Oakite Products has named Richard K. Manoff 
Inc. to handle its household cleanser, beginning Jan. 1. The account 
will move from Calkins & Holden. Marsteller, Rickard, Gebhardt & 
Reed retains Oakite’s industrial advertising. 


McCann Opens Eighth Europe Office in Amsterdam 


New York, Dec. 5—McCann-Erickson has opened its eighth Euro- 
pean office, in Amsterdam, under the managership of Jose Chennaux, 
formerly with McCann’s Brussels office. The agency says it now has 
some 1,000 employes in Europe. 


Clint Frank Adds Brownberry Ovens, Bosch Brewing 

CuicaGco, Dec. 5—Clinton E. Frank Inc. has been named agency for 
Brownberry Ovens, Oconomowoc, Wis., and Bosch Brewing Co., 
Houghton, Mich., effective Jan. 1. Brownberry, which markets 14 
bakery items, formerly was with Lilienfeld & Co. Bosch comes from 
Henri, Hurst & McDonald. This brings to six the number of accounts 
Frank has added in the past four months. The others are Curtiss Can- 
dy, Hamilton Beach, O’Brien paints and Allied Florists Assn. of Illinois. 


‘Must Buy’ Rules Fading; Other Late News 


and Walker A. Williams named| Noy. 30, Edsel moved in to share 
vp and assistant general manager.| this $5,000,000 CBS-TV schedule 
A month before these changes, C.| with the Big M. Lincoln co-spon- 


E. Bowie, a longtime Ford execu-| 
tive, was appointed general sales) 
manager of the division. It was 
Mr. Bowie who announced this 
week’s agency revisions. He ex- 
plained the reasons as follows: 


s “The repositioning of the Edsel 
in the lower-price field and the 
eombining of Edsel franchises 
with Mercury dealerships in many | 
market areas has required greater | 
integration and coordination of the | 
advertising and sales promotion) 
plans for the two car lines. 

“Advertising and sales promo- 
tion programs for the Lincoln and 
Continental will be the responsi- 
bility of FC&B, which will con- 
eentrate its attention on the mer- 
ehandising of these cars in the 
luxury price market,” he contin- 
ued. 


® Industry sources see the move 
as an effort on the part of Ford 
to repay FC&B for the $1,500,000 
or so that agency invested in what 
turned out to be a disappointing 


| but dropped him in the fall of ’57 


sored Mr. Sullivan for many years 


after it was decided that the show | 
had become too much of a strain 
on that make’s budget. 

Edsel returns to network tv aft- 
er a brief layoff. Last season the 
newest member of the Ford family 
was a co-backer of “Wagon Train” 
(NBC-TV)—a program setting 
which many observers considered 
to be an odd one for a sleek mod- 
ern automobile. 

FC&B assumes supervision of 
the new Lincoln-sponsored series 
on CBS-TV. This Sunday after- 
noon telecast features Leonard 
Bernstein and the New York Phil- 
harmonic in monthly concerts. # 


Philip Boone Folds 
Agency; Joins D-F-S 


on Coast as VP 
San Francisco, Dec. 4—Philip 


e The “must buy” requirement of network tv—one of two policies 
frowned on by the Justice Department—may soon be passé. CBS-TV 
has notified stations that a minimum dollar buy provision will soon 
replace the “must buy” (list of stations) policy. NBC-TV is looking for 
some other minimum order requirement to be used instead of “must 
buy,” but it hasn’t decided on a formula yet. ABC-TV does not require 
a network sponsor to buy a specific list of stations, but he must clear 
at least $36,900 worth of time during a Class A half hour. CBS lists 60 
“must buy” stations, costing approximately $50,000 for a Class A half 
hour, while NBC has a required list of 57, at about the same price. 


ical Co.’s Lion Oil Co. division, has been promoted to ad manager of 
Lion Oil, succeeding Clarence R. Olson, who remains with the unit as 
ad and sales promotion consultant. 


e Marvin Gordon and Henry Hempstead, who merged their agencies 
last February to form Gordon & Hempstead, Chicago, have split. Mr. 
Hempstead has re-opened his former shop, Henry M. Hempstead Co., at 
333 N. Michigan Ave. 


e Douglas M. Gowdy, advertising director and director of the magazine 
division of Maclean-Hunter Publishing Co., Toronto, has been succeed- 
ed in the latter post by C. J. Laurin, formerly manager of Chatelaine. 


e Brown & Williamson Tobacco Co., Louisville, is evaluating results 
of a test marketing operation conducted in the Rocky Mountain states 
for a new crushproof box with a slide-off top for Viceroy cigarets. 
Tests were made in 25 markets in Colorado, Idaho, Montana, New 
Mexico, Texas and Wyoming from July to October. Media used included 
newspapers, radio and spot tv. Ted Bates & Co. is the agency. 


e Eugene D. Smith, since 1956 assistant ad manager of Monsanto Chem- | 
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"Last Minute News Flashes Applicants Are 


Hit by Judge in 
Channel 10 Case 


But Ruling Leaves Slit 
for Possible Reentry 
of National Airlines Unit 


WASHINGTON, Dec. 2—National 
Airlines has lost the first round in 
the fight over Miami’s tv Channel 
10, but it has kept alive the possi- 
bility that it can still win. 

Under a decision rendered by 
Judge Horace Stern today, the 
Federal Communications Commis- 
sion is advised to revoke the Chan- 
nel 10 license currently held by 
National’s subsidiary, Public 
Service Television. 

In a review of pressures used to 
influence the vote of former FCC 
Commissioner Richard Mack, 
Judge Stern said National and one 
of its three rivals, WKAT Inc., 
were guilty of misconduct. 

He said this misconduct should 
be held against them in the event 
they remain in the competition 
when FCC sets out to find a new 
licensee for Channel 10. 

Since this is the first of several 
controversial cases which FCC is 
reviewing, Judge Stern’s recom- 
mendations could become a prece- 
dent for a number of other cases 
where tv license holders have been 
accused of misconduct in testimony 
published by the House committee 
on legislative oversight. 


|@ Judge Stern, who is retired chief 
|judge of the supreme court of 
| Pennsylvania, has been serving as 
an FCC hearing examiner, investi- 
gating congressional testimony 
which indicated there had been ir- 
regular influences exerted by some 
he the applicants in the Channel 10 
case. His recommendation is sub- 
|ject to review by the commission, 
| and it will subsequently be report- 
led to the circuit court of appeals 


S. Boone will close his agency, | bli a ae : . 
Philip S. Boone & Associates, Dec. | e The Magazine Publishers Assn. has announced that its first midwest| here, which ordered FCC to make 


and unproductive account—the|15 and will join Dancer-Fitz-| conference will be held at the Sheraton Hotel, Chicago, Jan. 27. The|a thorough investigation of the 


Edsel. They point out that the|gerald-Sample here as a vp and_| @ll-day sessions are being planned by a committee headed by Fred| controversies surrounding the 


new Edsel requires a big field|chairman of the West Coast plans’ Bohen, president of Meredith Publishing Co. Channel 10 grant. 


staff, which K&E already has to| 
service Mercury. Handling the es- | 
tablished Lincoln and Continental 
will be an easier and less expen- 
sive assignment, they say. 

The number of exclusive Edsel 
dealers has dropped to about 300 
as compared with September, 
1957, when 1,000 dealers were on 
hand to introduce the first Edsel 
models. An estimated 900 dealers 
now handle both Edsels and Mer- 
curys, and there are a few dealers 
who handle both Edsels and Lin- 


board. 


e Life said today (Dec. 5) that it has signed $12,800,000 in advertising 


| In recommending that National 


Among the Boone clients which | for 1959 issues in the past two weeks. It said the current week was the | 82d WKAT be allowed to remain 


will shift to D-F-S are Interstate 
Bakeries Corp., Proen Products 
Co., Oliver J. Olson Co. and Ster- 
ling Furniture Co. The remaining 
eight of the 12 accounts which the 
Boone agency handled will seek 
new agencies or will remain with 
Andrew Akamian, copy director of 
Boone, and Joseph P. Harding, 
who handled Boone public rela- 
tions and publicity. 


colns. 


biggest week of business at the magazine in two years. 
|e The Federal Communications Commission has appointed Judge 
| Horace Stern, former Pennsylvania supreme court justice, to investi- 


gate charges of misconduct in the award of Channel 5, Boston. 


e Anderson & Cairns, New York, has appointed Erik A. Ohlsson its 
European representative, with headquarters in Stockholm. Mr. Ohlsson 
retired recently as president of Facit Inc., a client of Anderson & 
Cairns. 


e The Washington Star today (Dec. 5) was attempting to publish on a 
curtailed basis because of a wage-hour strike called by the American 
Newspaper Guild. Meanwhile, the International Typographical Union| 


|in the case if they wish, Judge 
| Stern flatly rejected an “anti-cor- 
ruption” formula proposed by At- 
torney General William P. Rogers, 
which specified that any applicant 
| who is found guilty of misconduct 
should be automatically barred 
from future consideration in tv 
cases. 


s Attorney General Rogers said 
drastic penalties are needed to 


A spokesman for the M-E-L di- 
vision said it will retain about 300 
exclusive Edsel dealers. He point- 
ed out that there are more dealers 
handling Edsel today than tkere 
were more than a year ago when 
the car first made its bow, but 
there are fewer dealers handling) 
Edsels exclusively. 


# FC&B will service the Lincoln 
and Continental account out of 
Chicago and will keep its Detroit 
office only as a service office for 
Chicago. Six or seven persons cur- 
rently are working in the Detroit 
office and the agency plans to cut 
this number to three or four. 

The acquisition of Lincoln and 
Continental and the exodus of Ed- 
sel was enthusiastically received 
at FC&B. It has been well known 
throughout the industry that Edsel 
has been a costly and frustrating 
headache for FC&B since the 
agency won the new car account 


in February, 1956. 


s Frank Johnson, of the Boone 
agency, will join D-F-S as an ac- 
count executive. 

L. D. Dunham will continue as 
vp and general manager of the D- 
F-S San Francisco office, and Ver- 
non Norris, with the agency since 


board. 


in agencies bearing his name for 
the past 13 years. From 1946 
through 1949 he was a partner in| 
Boone, Sugg, Tevis & Walden. In| 
1950 he became a partner in El-| 
liott, Goetz & Boone, and in 1954) 
he established Philip S. Boone &| 
Associates. + 


Nielsen Coupon House Adds 4 

Nielsen Coupon Clearing House, 
Clinton, Ia., has been engaged by 
four new couponing advertisers to 
handle coupon redemptions. NCCH 
clients now total 32. New clients 
are the Tastee division of Ameri- 
can Bakeries Co., Chicago; H. O. 


|Moores Co., Columbus, O.; New 


s One corollary of this develop-| 
ment has been to give Mercury a 


England Fish Co., Seattle, and 


Stouffer Corp., Cleveland. 


lished since then. 


'strike at nine Booth newspapers in eight Michigan cities continued.|™4ke sure that applicants appear- 
| The strike began Nov. 24 and none of the newspapers has been pub- 


| ing before FCC and other adminis- 
trative agencies will lean over 
backward to avoid any question- 


e Westinghouse Broadcasting Co. is assigning new bosses to two of its able tactic. 
| tv stations. John L. McClay will leave Cleveland in January to become | 


But Judge Stern said that FCC’s 


general manager of WJZ-TV, Baltimore, replacing Larry Israel, who) mission is to find the applicant 
1957, has been promoted to vp and has been named to head the new Westinghouse tv rep subsidiary, Tele-| best qualified to serve the public 
vice-chairman of the Coast plans | vision Advertising Representatives. George H. Mathiesen, now assist-| interest. 


oo | ant general manager of KPIX, San Francisco, will succeed Mr. McClay | 
Mr. Boone has been a principal | 4, general manager of KYW-TV, Cleveland. 


“It might be possible, for exam- 
| ple, to find in a case that an appli- 


Eastern Air Lines Suspends 
Radio Spots Until Strike Ends 

Eastern Air Lines, New York, 
grounded nearly two weeks by 
engineers’ and machinists’ walk- 
out, has suspended its spot radio 
campaign, probably until the strike 
is over. A regular user of radio 
spots for 12 to 15 years, the com- 
pany will not suffer a discount 
penalty because of the emergency 
radio hiatus. The schedule includes 
about 55 stations. 


Eastern decided to take a radio! 


layoff the day after several sta- 
tions in New York and some other 
major markets refused to carry 


|spots explaining the airlines’ side | in the U.S. 


‘eant guilty of misconduct—after 
of the labor dispute. The stations | full consideration by the commis- 
told Eastern’s agency, Fletcher D.| sion of all relevant factors, finan- 
Richards Inc., that the announce- | Cial, technical, experience, plan- 
ments—which apologized to the|/ning, and the numerous other 
public for the inconvenience of an | Tequisite qualifications that enter 
“unnecessary strike’—were too /| into the question, but including al- 
controversial to be acceptable. so consideration of the misconduct 
itself as adversely reflecting upon 


Dearborn Chemical to Gibbons the character of the applicant and 
. , ‘as hereinafter discussed, would 
Dearborn Chemical Co., Chica- | nevertheless be the party that 
rae ee gipbons | would furnish the best television 
ing for its Canadian subsidiary, service,” he declared. # 
Dearborn Chemical Co. Ltd., To- 
ronto. Buchen Co. is the previous Horenn Joins Watson 
agency. St. Georges & Keyes is the Ray C. Watson Co., publishers’ 
agency for all Dearborn products representative, has added Robert J. 
| Horenn to its Los Angeles office. 
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P&G 3rd Quarter 
Spot TV Spending 
Hits $8,336,200 


(Continued from Page 3) 
heavily on spot tv. This company, 
which was aot among the 100 
leaders a year ago, has zoomed 
into the 14th position on the rank- 
ings with a budget of $1,277,600. 

These figures are from the la- 
test TvB quarterly report on spot 
tv expenditures. The 
are compiled by N. C. Rorabaugh 
Co. on the basis of data supplied 
by 317 tv stations. 


® Total spot expenditures for the 
third quarter were put at $113,- 
184,000 for a gain of 21.6%, with 
food and grocery products provid- 
ing the biggest chunk of the bill- 
ings. 

Nine advertisers made the top 
100 list for the first time: Blue 
Cross and Blue Shield, Cornell 
Drug Co., Continental Car-Na-Var, 
Eversharp, Fels & Co., Holsum 
Baking and bakeries, Jackson 
Brewing Co., Planters Nut & Choc- 
olate Co. and Taylor-Reed Corp. 

Among the advertisers who 
substantially increased their level 


of third quarter spending were: 
American Home Products, from 
$648,900 to $1,991,300; S. C. John- 
son & Son, from $1,200 to $614,- 
500; Texize, from $98,700 to $1,- 
277,600; Revlon, from $32,200 to 
$506,800; Welch Grape Juice Co., 
from $63,400 to $766,800; General 
Foods, from $1,718,000 to $2,359,- 
500; General Mills, from $249,000 
to $830,800; International Latex 
Corp., from $992,500 to $1,542,900; 
Lever Bros., from $1,290,600 to 
$3,966,900; P. Lorillard & Co., from 
$345,900 to $2,308,400; P&G, from 
$7,306,600 to $8,336,200, and Warn- 
er Lambert Pharmacal Co., from 
$1,079,500 to $1,623,400. 


estimates | 


® Third quarter cutbacks in spot 

tv were made by Brown & Wil- 

liamson Tobacco Co., Charles An-| 
jtell Inc., Sterling Drug, Liggett & | 
| Myers Tobacco Co., National Bis- 
j cuit Co. and Gillette Co. + 


| Young Appoints Three | 


Edward Meizels, formerly with) 
|NBC Spot Sales, has joined the! 
sales staff of Young Television, | 
New York, station representative. | 
Adam Young Inc., radio station 
representative, has appointed Don 
Chapman and Edward A. W. Smith 
to its staff. Mr. Chapman formerly 
was with Lennen & Newell; Mr. 
Smith previously was with Henry 
I. Christal Co. 


Whether a's 
PRINTED 
BROADCAST 
TELECAST 


of Copyright — 
Agency, Client or 


Somebody may allege that it's 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 


— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


EMPLOYERS 
_ REINSURANCE 
CORPORATION 


accusing your 


personnel. SO W. Tenth, Kansas City, Mo 


San Francisco, 100 Bush St 


HENNESSY 
SUPREMACY 


is your assurance of a 


ee et 


gift that will be appreciated... 


Americans prefer Hennessy over 
all other Cognacs combined. 


xx x 
HENNESSY 


COGNAC BRANDY 


84 proof « 


Schieffelin & Co., New York 


Advertising Age, December 8, 1958 


Top 100 Spot TV Advertisers 


Third Quarter, 1958 


Source: N. C. Rorabaugh Estimates for Television Bureau of Advertising 


Figures in parentheses indicate company’s rank in third quarter, 1957. 


Gross Time 

Expenditures 

. Procter & Gamble Co. (1) ..$8,336,200 
lever Bros. Co. (9) ............ 3,966,900 


Adell Chemical Co. (11) .... 3,291,600 
General Foods Corp. (6) .... 2,359,500 
. P. Lorillard & Co. (59) ...... 2,308,400 
. Continental Baking Co. (3) 
. Brown & Williamson To- 

I Ceaks CD cade tecscamiosiiese 2,192,900 | 
8. Colgate-Palmolive Co. (4) .. 2,021,800 


NOWRA EN- 


9. American Home Prod- 


ere exit Re A 1,991,300 
10. Miles Laboratories (7) ........ 1,901,500 
11. Carter Products (5) ............ 1,869,300 
12. Warner-Lambert Phar- 

maceutical Co. (10) ............ 1,623,400 | 
13. International Latex 

I GID ocedcebsercsvinecmiderins 1,542,900 | 
14. Texize Chemical Co. .......... 1,277,600 
15. Philip Morris Inc. (12) ........ 1,139,800 


16. American Tobacco Co. (38) 960,200 
17. Robert Hall Clothes (17)... 916,400 
18. Food Manufacturers (27)... 916,300 
19. Anheuser-Busch (18) .......... 834,300 
20. General Mills (73) ............ 830,800 
OD cshsivetieitilomonies 781,900 | 
22. Welch Grape Juice Co. .... 766,800) 
23. Standard Brands (64) ........ 764,400 
24. Shell Oil Co. (25) ............ 763,800 
25. Pabst Brewing Co. (39) .... 753,500 


| 26. Pepsi Cola Co. & bottlers (29) 724,900 
27. Coca-Cola Co. & bottlers (23) 674,200 


28. R. J. Reynolds To- 


Bete Co. (BG). ncocescccccesesseses 646,900 
| 29. Continental Car-Na-Var .... 622,700 
30. S. C. Johnson & Soon ........... 614,500 


31. Theo. Hamm Brewing Co. (34) 601,200 
32. B. T. Babbitt Co. ................ 573,100 


Gross Time | 


Expenditures | 
33. William Wrigley Jr., Co. (41) 550,300 | 


34. Jos. E. Schlitz Brew- 
WOE TD xcctescsesesrvcrtzcnses 540,100 
35. Standard Oil Co. (Ind) (42) 535,400 
36. Charles Antell Inc. (22) .... 532,800 
| 37. National Biscuit Co. (14) .. 529,000) 
38. Avon Products (68) ............ 522,100 
39. Andrew Jergens Co. ........ 515,200 
40. Falstaff Brewing Corp. (30) 509,700 
x | i an ee 506,800 
42. Esso Standard Oil Co. (31) 495,800 
43. U.S. Borax & Chemical 
a BODY ascctnasscnittinavivancese 490,300 
44. Sterling Drug (8) ...........0+ 489,700 
45. Harold F. Ritchie Inc. (51) 480,900 
46. Norwich Pharmacal Co. .... 467,100 
47. Corn Products Refining 
Gov: SE teibcitionen 452,100 | 


48. F. & M. Schaefer Brewing Co. 449,100 


49. Phillips Petroleum Co. (40) 445,200 
50. Gillette Co. (24) .......6..000.. 437,100 | 
51. Drug Research Corp. ........ 436,300 | 
52. Eversharp Inc. 0.0.0... 432,000 
53. Piel Bros. (44) .........cccccseees 428,000 | 
2 eS ee eee 408,200 
55. Stokely-Van Camp ............ 400,700 
56. J. A. Folger & Co. (37) .... 386,500 
| 57. Standard Oil of California 386,200 
58. P. Ballantine & Sons (36) .. 380,000) 


59. Dr. Pepper Co. & bottlers (63) 377,400 


60. Bristol-Myers Co. (16) ........ 376,800 
ee a res eens 376,000 
62. Ex-Lax Inc. (91) oo... 374,400 | 
63. Armstrong Rubber Co. (77) 373,900! 
64. H. J. Heinz Co. (45) ............ 372,400 
65. Burgermeister Brewing 
et COND itideccnctinacign. 370,200 


Gross Time 
Expenditures 


66. Block Drug Co. (33) ........ 368,000 
67. Liggett & Myers Tobacco (21) 356,700 


68. Borden Co. (97) ........0006 355,100 
69. Hills Bros. Coffee (46) ........ 353,400 
70. Marathon Corp. (50) ........ 351,200 
71. Blatz Brewing Co. ............ 349,100 
| 72. Carling Brewing Co. (67) .. 341,000 
73. Exquisite Form Brassiere ..... 322,700 
74. American Chicle Co. (48) ..... 321,600 


75. Salada-Shirriff-Horsey ........ 311,800 


76. National Brewing Co. (70) 304,100 
| 77. Max Factor & Co. (57) .... 299,100 
78. Maybelline Co. (95) ........ 298,800 
79. Jacob Ruppert Brewery .... 294,500 


80. Pacific Tel. & Tel. Co. (69) 283,700 
81. Kellogg Co. (53) «0.0... 
82. Rayco Mfg. Co. (62) ........ 279,100 


83. Tidy House Products Co..... 279,100 

84. Safeway Stores (80) ........ 271,200 

| 85. Atlantic Refining Co. (76) 268,300 

86. Taylor-Reed Corp. ............ 265,700 

. 87. Atlantis Sales Corp. ............ 259,100 

| 88. Duncan Coffee Co. (89) ..... 250,900 
| 89. George Wiedemann Brew- 

SG iT 249,400 

90. Kroger Co. (94) oo... 249,000 

91. Dumas-Milner Co. ........00 246,500 

92. Scott Paper Co. .......0..s0000 245,000 

93. Cornell Drug Co. .......cccc0000 244,600 

94. General Cigar Co. (84) .... 243,900 

95. American Bakeries Co. (65) 240,100 

| 96. Blue Cross/Blue Shield .... 236,100 


97. Planters Nut & Choc. Co. 234,900 
98. Holsum Baking & Bakeries 233,900 
99. Jackson Brewing Co. ........ 
100. Great A & P Tea Co. (79) 


International Ad Assn. Reportedly 
Set to Revamp; Aims to Decentralize 


! 


(Continued from Page 2) 
er’s club rather than a truly inter-| 
national association.” 

Among the Farner demands are: | 


| Representation for European mem-| question was at work well before 
jbers on the IAA board, power|Mr. Farner made his personal 


vested in the European committee | 
to accept or reject European appli- | 
cations for membership, and a| 
greater share of the $20 annual| 
dues paid by European members. 
s Mr. Farner has stated that if his| 
demands are not met he will at-| 
tempt to lead a walkout movement | 
at the regional conference the IAA 
is holding in Vienna May 13 to 15. 

The IAA headquarters office | 
here is disturbed that Mr. Farner | 
has chosen to debate these issues 
in public. In the opinion of high) 
IAA officials in New York, the) 
Swiss adman does not have down-| 
the-line support of European mem- | 
bers for his demands. They say, in| 
off-the-record comments, that 
“Farner is making a grandstand 
play.” 

The IAA does not plan to issue 
a public retort to the Farner charg-| 
es but its viewpoint may be sum- 


|/marized as follows: 


“We have been aware for some 


\time of the need for an expansion | 


of the association’s services in the 
line with the rapid increase in 
overseas membership. The task 
committee set up to study this 


grievances public. We are confi- 
dent that the committee’s rec- 
ommendations, which will be made 
shortly, will meet with the enthusi- 
astic approval of the membership. 
These recommendations were in 
the works before Mr. Farner 
sounded off.” 


= The committee working on this! 
study is headed by K. Presbrey 
Bliss, of McGraw-Hill Internation- 
al. While its report is not com- 
plete, certain of the recommenda- 
tions can be safely predicted at 
this time. 

It seems likely that the com-! 
mittee will propose enlargement 
of the IAA’s board of directors to 
allow for overseas representation. 
Under existing by-laws, all board 
members must reside within 50 
miles of the New York city hall. 

It also seems likely that the com- 
mittee will propose a chapter form 
of organization for the association. | 
This will give members outside | 
New York a greater opportunity to) 


Merry Christmas 
Friends of Good Typography 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INc., 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Advertising Typographers 


| participate in IAA affairs through 


a regular program of activity. 

At present, there are no char- 
tered local chapters in the IAA. 
Monthly luncheons in New York 
are held under the auspices of the 
International Advertising Assn. 
Members located in some other 
cities—Chicago, London and Car- 
acas, for example—have gotten to- 
gether for meetings, but these 
have been loosely-organized and 
irregular affairs. 

The specific proposal being con- 
sidered by the Bliss committee is 
the chartering of chapters in every 
city where the IAA has more than 
25 members. New York members 
would then have their own chapter, 
which would conduct its own pro- 
gram of activities; other chapters 
would presumably do _ likewise, 
and the IAA headquarters office 
here would then be free to serve 
all chapters. + 


| Newspapers Plan 


Total Selling Drive 
for Autos in April 


(Continued from Page 2) 
the Assn. of Newspaper Classified 
Advertising Managers. The Total 
Selling program will be officially 
launched at the annual NAEA con- 
vention in Chicago next month. 


. The rallies now in progress are 
described by Edward A. Falasca, 


|creative vp at the BofA, as an at- 


tempt to unify most of the nation’s 
dailies behind a common selling 
theme, and to point out to adver- 
tisers that dailies are no longer in- 
dividual voices. Reaction to date 
is described as “phenomenally suc- 
cessful” by Mr. Falasca. 

At the individual rallies, re- 
corded slide film presentations are 
made by Louis A. Weil Jr., chair- 
man of the BofA; Charles T. Lips- 
comb, BofA president, and Charles 
B. Lord, president of NAEA. These 
are followed by addresses from lo- 
cal newspaper people and the dis- 
play of numerous sales tools that 
have been developed by the par- 
ticipating organizations. # 
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“| depend on Ad Age’s thorough 
_ coverage of marketing news...” 


says HARRY F. SCHROETER 
Director of Advertising 
National Biscuit Company 


Ite, 


2 a, ae 


“Advertising Age has long been must reading for me. 
| have come to depend on its thorough 
; coverage of news in the field where | have to 


be up to date. Moreover, the tabulations of 


expenditures by advertisers and billings by agencies 
are so dependable, we rely on them as 

source material. Another thing | have noticed 

is that younger men soon get the Ad Age 

habit too. We all seem to be in agreement that, 


old or new in the business, Advertising Age 


is essential if we are to be well informed.” 


HARRY F. SCHROETER 
Mr. Schroeter joined the National Biscuit Com- of media. Five years later, he became executive 


pany in 1945 as assistant advertising manager. A 
native of New York City and a graduate of Prince- 
ton, he did public relations work for the Wall 
Street firm of DeCoppet & Doremus and spent five 
years in the advertising department of Procter & 
Gamble before coming to Nabisco. In 1949, Mr. 
Schroeter was appointed to the new post of director 


assistant to the director of advertising, and was 
given the task of co-ordinating all advertising 
scheduled by the company and its several subsidi- 
aries. He was named director of advertising in 1956. 
Mr. Schroeter has served on a number of A. N. A. 
committees and was formerly a director of the 
Traffic Audit Bureau. 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
400 LEXINGTON AVENUE * NEW YORK 17, NEW YORK 
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